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Fearls” and ‘Earrings : Can Springboard Your Fashion Merchandising —See Page 2 





styled forgift sales in the 
accepted LP" Dell quality 


xquisite design es superb 
craltsmanship ...adash of 
color... unsurpassed finish 
«aml ingredients that spell 
sales success over the counter 
in your store when you display 
Van Dell. Our new 
Fall line, from which typical 
creations are shown here, is 


now being shown to your 





wholesaler. 


DL" Dell ... for every gift occasion 


ml 


Pin Earrings 
No, 6093 No. 4605 


Simulated Stones 


me 


/ 





| Simulated Onyx 
Necklace No. 2392... Earrings No. 4623 Pendant No. 33] WZ y 


Simulated Cabachons ® = : YY ys 
Necklace No. 2352... Earrings No. 4606 Necklace No. 2413. . . Earrings ™' 


Simulated Pearls Genuine Cameos 





Earrings No. 4616 f 


le - 





Simulated Onyx and Pearls 








FOR JUNE, 


In these exquisite rings we have preserved the 
true spirit of the Early American jewelers’ art. KON-ITE 
Early American Reproductions are made in exactly the same 
manner as the originals, cast in one piece of 14K solid gold, 
with unusually massive tops into which precious stones can 
be set with absolute safety and assurance against loss. 

Pictured here are three of a large selection of styles in 
stock for immediate delivery. They may be purchased unset 
as shown or, upon order, complete with stones to suit the 


customer’s taste and price range. Earrings available to match. 


Brochures showing 17 designs will be sent upon request. 





No. 2154/7 
7 stone cluster 





No. 1257/7 
19 stones, large high center 





KONITE BUILDING. | 


Cincinnati 2, Ohio 
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Always distinctive ... always in- 






ea = Miisce « . ‘ 
spire » « « APhAFCS conceptions itt 






fine gold and platinum-diamond 






watches are more noteworthy than 






ever this season... Their beauty is 






further enhanced by the precise 






craftsmanship that has always 






characterized W BO creations. 









Pa 
WILLIAM B. OGUSH, INC. oN 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET W NEW YORK 23, N. Y. 


BY a 
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\V/ 14K. GOLD FILLED 


Look for this stamp on the outside of the case 
when buying watches. It tells at a glance the qual- 
ity of the case. It is also your assurance that the 
fine movement has the protection of precision case 
craftsmanship... plus the distinctive beauty for 
which Wadsworth is renowned. 


In the same fine tradition . 


The urge to buy starts with the eye 


eS Te ene. 
—S223333 
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WATCH CASES 


designed to custom-fit fine watch movements 


_-. beautiful, nationally advertised WADSWORTH POWDER CASES 
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FOLLOW THE LEADER 




































TWO GENERATIONS OF QUALITY 


TWO GENERATIONS OF LEADERSHIP 


— heswewith Nab pertect settings 


A Representative Selection of Karlan & Bleicher Settings: shown here, “Tiffany”, “Ilusion”, “Fish-Tail”, 












































No. 157 ILLUSION — % — *%* — P , 
%—t—* — kt — % — % Skeleton”, 
1 ct. — 1% — 1% available in 14K 

White Gold; palladium; 10% iridium » “Buttercup” 
platinum = = RRR oss \ ee n/a Ge, 4 Pi 


No. 163 ILLUSION — % — % — 
%— %— %* — kk (14K WG; 
palladium; 10% irid. plat. 

No. 161 ILLUSION “% —- % — 
Ye — Vs — (% — %) 14K WG: 
palladium; 10% irid. plat. 

No. 162 FISHTAIL— “%— % — '2 
— Ye — % —1 ct. 14K WG;palladium; 
10% irid. plat. 

No. 153 HIGH BASE TIFFANY SIX 
PRONG — % — %4— *%* — hk — 
¥— %—Iect. 1A— 1) A — 1K 
2 ct. 1OK and 14K Yellow and White 
Gold; palladium; 10% irid. plat. 


No. 164 LOW BASE TIFFANY SIX 
PRONG — % — % — %— %— OFFICES IN CHICAGO AND LOS ANGELES 
Yo — Ya — %, — 1 ect. 1% — 1 — 
1% —2ct.— 2% —3ct. 10 K and 
14K Yellow and White Gold; palladium; 
10% irid. plat. 


No. 159 BUTTERCUP SIX PRONG — 
(02 — .03) — 04 — 05 — & — 
Yo — Vem Ye — YH — % — 
Ye — Va — Y% — % —1 ct. 10K and 
14K Yellow and White Gold 


No.154 ORNAMENTAL FOUR 
PRONG — .02 —(.03 — .04) — .05 — 
08 — .10 — (.12 — .15) — (.20 — No. 159 
.25) — (.25 — .35) — (.40 — .50) 10K 
and 14K Yellow and White Gold; palla- 
dium; 10 % irid. platinum 


No. 155 SKELETON TIFFANY SIX WE SELL EXCLUSIVELY TO 


PRONG — % — % — % — % — ' -_ 5 ‘a i : ; 

Yo ame Y% ae I 6b, caw 9 cee 8 MH ces FM . = ‘ae \ iy MANUFACTURERS AND WHOLESALERS 
— 2ct. 10 K and 14K Yellow and White 
Gold; palladium; 10% irid. plat. 


KAPLAN ¢ BIEICHE. sooty KD ce stuck ring settings. 


| and be sure 


fo 
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Lrealor Sand esigne sof Santee ng ndiys Cais 
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NN == THE LEADING RING FINDING MANUFACTURERS 


and “ Ornamental” 


















No. 154 No. 155 
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IN A GREAT BIG WAY! 


We introduced the Stubby Clip 

with the feeling that it was simply a good-looking 
device to hold a necktie neatly in place. 

But — you know people. 

They’re buying the Stubby for use as a money clip. 
And then there are the women who buy ’em 

to add a bit of chic to their hats. 

Other women use the Stubby to perk up a dress. 
Still others use them as hair clips. 

We're baffled, but happy. 

And so will you be when you display 


the Stubby in your store and window. 


OFS inncons 


Everyone likes the Stubby 

on first sight... and many people 

buy several for the reasons mentioned. 

Oh, yes. We almost forgot to 

mention that the men we designed Stubby for are 
still nuts about it. They think it 

makes a wonderful tie clip! 

It’s available in many new designs 


...some in Simmons Quality, some in Sterling. 


ATTLEBORO, MASSACHUSETTS 


Makers of Simmons Quality Gold Filled Jewelry 
SOLD ONLY THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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o need : 


you may be developing; ® 
ristic concept tro cof : 
| 


our coat to. 


design 


ro modify your af 
ro the blank— cut y 
ake these blanks in 


th. We m 
riety of shapes, widths and 
you will be able © find i 


need when you 
e blanks. They may | 


adium, 10% iridliO- 


form 
Ar your clo 


such wide Va 


heights that 
what you 


ace only th 


exactly need it. | 


We prod 
be had in jewelry pall 


m and gold. 


plaunu 


FOR JUNE, 1950 


ts vena 5 


Srirrir® 


e iatl 


















Not just a new line 


~ but the NEW 

















All pieces are of 1/20 — 12K gold filled. 
Available in either gold or rhodium finish. 





From inspiration to execution 
— Rothman jewels are different. Not 
just “another line’, but original, artistic 
creations. Here is costume jewelry that is 
crafted as though made of solid gold and 
precious stones. The beauty, the 
finish, the quality of Rothman jewels 
result from many extra hand opera- 
tions by men and women trained 
in the tradition of Rothman Crafts- 
manship. You will be proud to 
show and sell these Rothman 


jewels to your most dis- 


criminating clientele. 


Sold exclusively through your wholesaler 























Charles Srothman bo.. Ine. 


SM 72 CLIFFORD STREET PROVIDENCE 3, R. I. 


} George D. Schindler Maurice S. Taube, Inc. 
Representatives: 347 Fifth Avenue 37 South Wabash Avenue 
New York, N. Y. Chicago, Illinois 












































txAMPLE: The > DuraPower Mainspring” 
out-performs any and all steel mainsprings: 






No steel mainspring can be made’ 
to match the performance of Elgin’s 
exclusive DuraPower Mainspring, | 
For the DuraPower Mainspring is 7 
made of “*Elgiloy”’ metal, an entirely 
new alloy developed after years of 
intensive research. 

The physical properties of “Elgi- 7 
loy”’ make it the ideal metal for 
mainsprings. It is absolutely rust- 
proof, and rust is the greatest single © 
cause of steel mainspring breakage. | 

Unlike steel, the DuraPower Main- | 
spring is non-magnetic, and retains} 
its springiness indefinitely. It is in all” 
new Elgin Watches and available for” 
replacement in most Elgin models. 7 
With every Elgin you sell Jasting 
satisfaction in dependable accuracy. 7 





*Made of “Elgiloy”’ metal. Patent pending. 








% — STEEL = 100% 





After 18 days’ exposure to near 100% relative humidity a carbon steel main- 
spring is corroded to crumbling bits. A DuraPower Mainspring subjected to 
identical conditions remains rust-free, shining and good as new, below. 





200 


“The new Elgins... 


100 









































; ce +. : 
they ’re beautiful, beautiful!” = a. | 
be 2 & : 
says MRS. LEON MANDEL, Cuban-born beauty, prom- s E = ) 
inent in the international set. ool ol 
DELIVERED WIND 
Notable authorities on good taste have endorsed the TORQUE LIFE TO SET 





fashion-correct styling of Elgin Watches. They are the 


° ° \. ws 39 hi f f D i it i i m arative 
choice of America’s “‘best-dressed’”’ men and women. Graphic proot of DuraPower superiority is shown in comp 


tests of typical steel and DuraPower 15/0 mainspring performance. 
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Cty ELGIN Zaz tile sll no ELGINS Ye you! 
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Rings enlarged 
to show detail 
/ 


These Fine Qual 


th FULL-CUT 
CENTER DIAMONDS 


SELL MORE 
wi 


DIAMOND RINGS 
FROM $99°0 RETAIL 
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MATS AVAILABLE 
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of our outstanding 
values. Feature 
these fine quality 
Platinum Diamond 
Ring Sets, made to 
Retail from $199.50 


NEWSPAPER 








as 


















DIAMOND RING SETS 


27 Diamond 
Combination Set 


Rings enlarged 
to show detail 


Due to popular acceptance and volume 
production, there is no extra charge 
for the patented Interloc’ feature. 





ts 
Pre ty aa oom 


rs DES 














- 
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Simple to couple, matching Miracle- 
Interloc’ Diamond Rings can be joined 
in two seconds. No tools are needed. 
Whether coupled or not, there is abso- 
lutely no visible trace of the lock device 
---no hinge, no catch, no stud or con- 
cavity to mar the beauty and symme: 
try of the Miracle rings. 








The Diamond Engagement and Wedding 
rings so ingeniously designed that they The Miracle-Interloc clasp keeps the 
matched bridal ensemble perpetually 
aligned... prevents awkward ring 
twisting and shifting, saving rings 
from costly wear! 


can be bought separately or together .. 
and worn separately or together. 


NONE GENUINE UNLESS STAMPED “MIRACLE” 
For the full beauty in rings and diamonds, 
your customers will want the patented Miracle- 
Interloc’. Besides, the diamond looks at least 
25% larger in the registered Miracle’ Diamond 
Ring. For your own diamond merchandising 
success story, get these revolutionary new 
rings! Consult your jobber; if he cannot supply 
you, write us. 


Miracle Sets priced from $20.00 up 


Styled to Sell - - Priced to Sell! 


WARNING: 
Any ond all infringements of Shiman Bros. patents 
or trademarks will be prosecuted to the fullest extent 


of the low ‘Patented and Reg. U. S. Pat. Off. & Patents Pending 


MANUFACTURERS FOR OVER 50 YEARS 


Originators and Sole Manufacturers of Miracle Set Diamond Rings 
Pe AMIENS PENS PATTI 


234 WEST 39th STREET NEW YORK 18, N. Y. 


SHIMAN BROS. & CO., Inc.| 


No connection with any other firm 
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No. 3N131 


in 1/20 12K G.F. 
Stainless Back 


Fashioned with tailored, simple grace, for 
smart women — and priced for volume selling! 
Equipped with the new — 


‘ Spriug- 7t- “Tach” Ends 


These ends are atiached and detached with- 


out tools — fit any size watch lugs securely. 


“Presentation Packet 


Each band is mounted on a rich velvet pad, 
set in beautifully modeled two-tone plastic, 


packed in its own transparent window box. 


Through Your Wholesaler 


KESTENMAN BROS. MFG. CO. 
Providence 3, R. l. 


*Patent Pending 


FOR JUNE, 1950 13 





The Mak of 


Craftsman NATIONALLY ADVERTISED  / 


CONSUMER ACCEPTED LIFE, 


wo 


” E X E C U T [ V E " Hand turned edges, “‘Float- we R E G E N C Y ie 


ing Action’’, bill compart- Hand turned edges, ‘Floating 
ment, HID-N-FOLD. Action”, bill compartment, 
Removable pass case with _ HID-N-FOLD. Gold filled 
gold filled corners, key and od corners, four card pockets 
stamp pocket inside pass two removable 4-card pass 
case, identification and two holders. Gift boxed. 

card pockets. Gift boxed. : 





. Retail 2 _— Retail 
24-174 Iceland Sea! Biack....$10.00 " 26-045 Gallun Calf Biack....$10.00 
24-174 iceland Seal Brown ....10.00 26-045 Gallun Calf Brown.. 10.00 








“AMBASSADOR DE LUXE” “EMBASSY DE LUXE” 


Seamless construction, ‘‘Floating Action’’, bill compartment, HID-N- 

FOLD, gold plated flexible ‘‘Lifetime Edge’’ on removable pass case, Gold plated flexible ‘Lifetime Edge’, “Floating Action’’, bill 
key and stamp pocket inside pass case, identification and card pocket. compartment, HID-N-FOLD. Four card pockets, two removable 
Gift boxed. | 4-card pass holders. Hinged metal jewel box. 





Retail 

18-052 Genuine Alligator © 

: Calf Trim $20.00 © 
Retail \ wu) §€=6—6§- §— «19-052 Genuine Ostrich 

15-081 Black Genuine \% S ahd es a | Calf Trim 20.00 | 

Pinseal $15.00 4 a my 


15-081 Brown Genuine 
Pinseal 15.00 








Retail prices shown herein subject to Federal Tax *Pat. Applied For 7 


THE ONLY NATIONALLY ADVERTISED LINE OF BILLF 
SOLD EXCLUSIVELY THROUGH SELECT DISTRIBUT 


{I A { 1. SMALLMAN & SONS CO., SHOWROOMS: 47 W. 34th ST., NEW YORK 1, _ 








- KOMFIT 


FOR TODAY’S LARGER WATCHES 

















54 inch wide to retail at 


K801 1 /20th-12Kt. Gold Filled*. :.$15.00 
(yellow or pink) 


“OMFIT is truly the aristocrat of watch SK801 All Stainless Steel....... ; t= 


bands... thin as a dime, completely 
flexible, instantly adjustable to wrist size 

__ with a finely spun stainless steel 
ining. It is remarkably comfortable the 


year round. 


KOMFIT Standard 









Dependable, practical, handsome. 
KOMFIT—the finest name in watch 


jands —is America’s all around favorite. 


'4 inch wide to retail at 


K711 1/20th-12Kt. Gold Filled*. .. .$12.00 
(yellow or pink) 


SK711 All Stainless Steel. ........ 6.00 


Also available: 1 /10th-14Kt. Gold Filled* 
(yellow only) 


10 Kt.* and 14 Kt. Gold 






U.S. Patent Nos. 
2,015, 308 
2,184,319 
2,333,048 


: i to retail at 
K800 1 /20th-12Kt. Gold Filled*.... $6.95 COL4 


(yellow or white) 


Lady KOMFIT 


JEWELRY’S NAME FOR QUALITY 





*Stainless Steel lined 


—om 


Prices on Gold-Filled qualities include Federal Tax. 


All Stainless Steel models are tax exempt. 


FORSTNER CHAIN CORPORATION, IRVINGTON I1, N. J. . 











Weteitietedtace 


EXCLUSIVELY for the wholesale 


and jobbing trades since 1910. 


G RR Ao se Ss Mm SS 
Manufacturers of Gold and Platinum Watch Cases 


a7@t ch $ 7 2:8 eT N E W oo hs 
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TAKE IN MORE SALES By GivING 


OUT THESE... LOLE DEFERS 


Lovebright gives you not only diamonds of mag- 
REGISTERED 








netic beauty and value to attract your customers— 





but a magnetic free offer to boost your sales even 






further! And these grand offers don’t cost you a 


























cent! Feature them in your ads—in your windows— 
wherever they are, they are a red-hot 


traffic-builder, sales-builder for 


Lovebright Diamond Rings! p-— SDT on aN cr: 





CLEOPATRA SET 19 fiery 


brilliantly-cut diamonds with 
matching wedding band of equal 
splendor. 























F REE 8 magnificent 18 page wedding 


album that holds scores of 
priceless pictures of the 
unforgettable event. For every 
one of your customers buying 
almost any Lovebright set. 


ss or 
SALOME SET superbly-cur fF REE ! 100 beautifully-engraved wedding 


diamonds with the rare value 
your customers want. Brilliant announcements with 


matching wedding band. personalized imprint. 





AUS is : : : | 
age fy PLUS vwese otHER sates Als TO You FREE! 
(Ce) Nese 1) e Eye-catching window displays | 

Px lechos e Striking counter display 
e Radio Giveaways | 
e Stop The Music 








HELEN OF TROY SET 


Rapturous brilliance in 10 glori- 
ous diamonds that entrance. Per- 
fect wedding band to match. 


Certain exclusive franchises still available. 
Write or wire for information. 


DELILAH SET amea,, A+ EDWARD FISHER & CO. 


beauty! 16 stones of posed Importers of Diamonds e Over 35 years of Service to the Trade 
in cut, color, clarity. Wedding 


band of equal magnificence. 580 FIFTH AVE. NEW YORK 19 
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Look for 
LOVEBRICHT IN THE MOUNTING 


Your assurance of 
Fine Quality 





















beca use... 


HIRST 


IN 


POPULARITY 








MORE 
SALE-able 


because: 
MORE BEAUTIFUL 


Almost unlimited style selection 
created by largest staff of ring 
designers in the Industry. 


MORE ADVANCED 


Ingenious patented lock design 
ends ring TWIST, SHIFT, TILT on 
the finger; nothing shows or pro- 


_—- ENGAGEMENT AND WEDDING 
RINGS 





SELL SEPARATELY— 


SELL TOGETHER..... One Sale Insures the Other! 
FEATURE RING CO. INC. eune wane 
126 West 46th St., New York 19, N.Y. fone antonen al 
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Attention 


Getters... 


MADE-TO-ORDER 
| —_— : BOX DESIGNS WITH 





VV 


We CONSTRUCTION 


Get the plus value of a real 
new. popularty-priced bones 









No matter what the price class from which you expect to select your 
next boxes, look at Steelette before you consider anything else. They are more 
than a box — they are a proved merchandising aid, and, furthermore, 
priced right. Steelette’s patented features provide a wholly new con- 
struction, a spring hinge cover on a cardboard box with a 
reinforced steel frame for strength and longer life. Available in any 
color and decorative treatment you desire. Steelette boxes give 
you the really satisfactory answer to your packaging problems. 


When in New York, be 
sure to visit our recently 
opened showroom at 527 
Fifth Avenue. Our repre- 


sentative can give you 





competent advice and serv- 


ice relative to the design B © xX Cc © eg } N Cc a 


and specifications required 43 SOUTH MAIN ST. * ATTLEBORO, MASS. 


for all your problems. 


NEW YORK OFFICE «© 527 FIFTH AVENUE 


FOR JUNE, 1950 19 





Far Above the Rest 
Down to Earth Prices 


One Cara lo Bifly Carats, those 
2) Le LAL CL ELE LE 
from one of lhe worlds largest 
collections .... the House of 
Diamonds” falulous aay of : 
diamonds and diamond 


adorwr ed pewelry. 


Eros Ne. 
O( Bowery a Canal 
Tew Werk 3, My 
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FOR TOP-BILLING.. this Fall and Christmas 


Nationally Advertised (in color) in * LIFE * POST * COLLIER’S * TRUE ° 
ESQUIRE ... plus RADIO and TELEVISION ... NEWSPAPER ADVERTISING 
COOPERATION with ANSON RETAILERS ... BRAND NEW YOUNG MEN’S 
LINE with exclusive jewelry rights to HOPALONG CASSIDY ... “TOWN and 
COUNTRY” LEATHER ACCESSORIES with IDEAS ... TO BE NATIONALLY 
ADVERTISED THIS FALL .. . “Q-T PROMOTION,” new, utterly different, TER- 
RIFIC! ... GENUINE LEATHER GIFT CHEST PACKAGING ... NEW DEALER 
SALES ASSISTANCE . . . FULL COLOR CATALOGUE PAGES and MAILING 
CIRCULARS ... AND MUCH MORE — ask your Anson Wholesale Distributor! 





Set #X3645 
$6.00 
as illustrated. 
Available in all 
popular lodge 
emblems. 


GET BEHIND TR CENES 


through the most efficient form of distribution 


YOUR WHOLESALE DISTRIBUTOR 


Anson Inc. Providence, R. |. Anson Canada Ltd., Torento. Ont. 
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7 THE NEWES) 
MOST SALEABLE EXPANSION BRACELET Tk 


THERE'S NOTHING LIKE IT...NOTHING NEAR IT... 
NOTHING THAT CAN COMPETE WITH IT! 
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STRETCHES 4 WAYS FOR COMFORT ALWAYS! a 


WORLD'S FINEST EXPANSION BRACELET 


1/10th 12KT. G.F. NON-CORROSIVE STAINLESS BACK 













Here’s the most terrific expansion-band development Quadra-Flex alongside anything else... you’ve mak 
of the century! It’s a revolutionary new, radically im- yourself a sale—a high-unit, high-profit sale! It 
proved, remarkably superior design that will stand the shock-resistant, water-resistant, break-resistant. You're 
entire watch bracelet field on its ear! Regardless of just got to see it... feel it... wear it to believe there 
' price, there isn’t a bracelet that can touch it...and anything so magnificent on the market ...ORDE 


there isn’t a customer who can resist it! Put the FROM YOUR WHOLESALER TODAY! 








THE AMAZING NEW 





® Attaches to most ALL Styles ne 


® Locks AUTOMATICALLY in a jiffy and 
STAYS Locked! 


It's A Real SALES-CLINCHER! ~ 7 
all styles 5” thru 7” 





MAKERS OF FAMOUS APEX WATCH CASES 
OLD TRACK ROAD, GREENWICH, CONN. 
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THE JEWELERS’ CIRCULAR-KEYSTONE 


| MOST SENSATIONAL, 
Hi TRADE HAS EVER SEENe 
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Unique INVENTORY MERCHANDISING PLAN 


“é] PERMITS MINIMUM STOCK... MAXIMUM PROFITS! 
uv} The Quadra-Flex selling plan is new and sensational, too! We worked 
eres} out an ingenious, exceptionally practical Displayer-Merchandiser which 
JER} is a display case, a counter pad, a visual selling aid— ALL IN ONE! 
You display your basic designs to best advantage... keep your invest- 
ment at a low, low cost...cash in on related sales. It’s wonderful...and 


it’s exclusively ours! 


Iutenstve, ALL-INCLUSIVE SALES-PROMOTION 
AND ADVERTISING PROGRAM PACKS A POWERFUL 
PLUS-SALES WALLOP, BACKS YOU UP TO THE HILT! 


Because we're so sure we've got a sure-fire winner, we're backing the 
: Apex Quadra-Flex with a cannon-powered promotion that will practic- 
ally force customers into your store! 


® NATIONAL PROMOTION SUPPORT COMPLETE NEWSPAPER 

MAT SERVICE CONSUMER BROCHURES COMBINATION 

COUNTER PAD & TRAY NEW, NOVEL PACKAGING RADIO 

ANNOUNCEMENT MATERIAL NEWSPAPER PUBLICITY MATERIAL 
GUARANTEE BOND 


All Sree to Youl 
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Collier's 
JUNE 17th ISSUE 
Watchbands 
the “diustoble end! 





No. 3010 — AIR GALLANT — $11.50 Inc. Tax 


No. 32 — $7.95 Inc. Tax 


No. 810 — AIR COLONEL — $11.50 Inc. Tax 





No. 29 — $8.95 Inc. Tax 








s #448 — Woven nylon in light tan (pigskin shade), brown, grey, navy, white and tan. Sit @ | 
Also available in extra long and extra short. os 


turned in points and stitched eyelets to prevent raveling, %” width only. 





Styles +442 — Handsomely grained molded nylon 
colors, 5/8, 9/16’, 11/16" and 3/4” widths. 





MERIGH 


WATCH BANDS OF THE FUTURE 
—MAKING SALES HISTORY TODAY: 


YLUN 


WATCH 





LOLLAAPLE LLLP ALL ALLL OLR R, 
SOLARA 
% 


The fastest selling bands on the market — sales winners with 


@ mass price appeal and a luxury look that lasts for the life of 


the band. They have everything — resist dirt, scuffing, scratching, 





moisture, mold, fungus, perspiration, salt air and water. 

| Yeur customers know nylon‘s wearing qualities and they love it. 
' Sell them American DuPont Nylon Watch Bands everytime — 

| Have your supply on hand. See your wholesaler TODAY! 





#551 — Handsomely grained molded nylon in grey, black, brown and pigskin colors, 
%" width only. | 

| #554 _- Washable 100% pure Taffeta nylon, stitched, in white, grey, tan, beige and 
navy with turned in points and stitched eyelets to prevent raveling, %" width only. 





8 = Woven nylon in light tan (pigskin shade), brown, grey, navy, white and tan. 
"and "mn widths. Also g available in extra long and extra short. 
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Eyes that sparkle enhance the 
beauty of a woman and lend to 
her loveliness...just as the 
Kushner & Pines mounting lends 
to the brilliance of the diamond. 


Build your sales now around 
these mountings that will set the 
styles and trends of tomorrow. 
Build “buy appeal” with the line 


famed for its concentration on 


“eye appeal”. 


MEMBER 


ik 
TN | of distinctive @ mountings . 
# 
) a : 
K SHNCT & FUMES, Ine. 
oo 21 West 46th St., New York 19 
a ernmamnermmcemeeneete eee 


thoatd of 1 Chadt— 














M2105 misisie) 
$63.00 $4.40 
Center Diamond 
well over 1/5 
carat. 


M2074 D1022 
$47.00 $26.00 


M2072 D1018 
$68.00 $38.00 
& Diamond Set. 
i fo} 7-) mee Ol T-Taalolite 
Weight over .30 


NAWACTE: D1043 
$59.00 $30.00 
un OTT -Taalolile mi-3e 
Over 1/5 carat 
coh t-L ere hT-Taslelile 
weight. 


«$89.00 
PAIR 


\ M1039 ~=—- D1058 PAIR 
\ $33.00 $25.00 
~ 


i, « ihe eee Lilo Maoh dil-T ame olmelaslobitolil-] mmasl-bi-tat-1 eb 2-TIT-] lt: 
Rings Enlarged to Show Detail 


\ Brand Sarkia, Fuc. 


37 W. 47th ST.. NEW YORK 19, N. Y. 


Leading Ring Stylist for More Than 
‘A Quarter Century 





D2039—Man's 3 
Diamond Wed- 
ding Ring to 
match, not il- 


lustrated $42.00 es 
. n SN 


M1020 * 


$24.00 $16.00 
& Diamond Set. 


$40.00 
PAIR 


%, 
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ALL PRICES 
KEYSTONE 
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WATCH BANDS 
Distinctively Designed by Harwood Crafts- 
men, with almost a quarter-century of 
knowledge and experience in the creation 


» of quality jewelry. 
™ All —1/20th 12Kt. Gold 
Filled Top—Stainless Steel 
back. Available in Yellow, 
Pink and White. 


aPimet 


¥ 


ng er 


Bostonian 
, Htlarmood 


% 


0 a Omen» um | @ an CHEE Cm © mm PROVIDENCE, ae ® 


MAKERS OF HARWOOD BRACELETS, CO-STAR JEWELRY, JACK ‘N JILL JEWELS 
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F IRS I ON THE WATCH STRAP HIT PARADE FOR SUMMER! 





Only NYLONS made in three 
important widths: 5/8", 3/4", 9/16” 


No need to dwell on the superiority of NYLON. Suffice 232% 

Bt}, thy. NY, 
it to say, it endows these NEET woven beauties with 
a selling appeal enjoyed by no other straps— Birt ef Point-of-sale trian- 
ue gular display cards 
each feature 12 NEET 


woven nylons. 


especially for summer! Expertly fashioned 
with electronically sealed eyelets and edges 
to prevent fraying, even the loops of 
these popular straps are of woven nylon. 
In one and two-piece styles, in white, 


beige, golden brown, tan, gray, navy. 


CONSULT YOUR WHOLESALER se Poa ARISTOCRAT OF 
; WATCH STRAPS 


LASKO STRAP COMPANY © 200 Hudson St., New York 13 _ 
CHICAGO: 29 East Madison — LOS ANGELES: 220 West Sth Street — 


id 
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resenting The Newly Styled — Newly Priced GOTHAMATICS 

















also WATER-RESISTANT 
SHOCK-BILT 
ANTI-MAGNETIC 
MODELS FOR MEN 


AND LADIES FROM 
$39.75 to $225.00 
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ches Since 1868 


PRODUCT OF 


.@) 2 | Bl @) 54 oe eee Oe. tee Gt © Wem |) Oa 
20 WEST 47TH ST.. NEW YORK 19. N. Y. 4 sO od 0 OL Ok 
FEDERAL TAX 
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1950 is the Biggest GOTHAMATIC year! 











\YMBOL OF A 
SUCCESSFUL HOSTESS 


REGENT silver plated service by Reed & Barton 
$150: coffee pot $44, sugar $26, creamer $25, tea 
pot $40, waste bow! $15. The kettle $125, tray $85.* 


devoted 


pol 
_— 
< 


FRANCIS FIRST sterling service by Reed & Barton $1650: coffee pot $485, sugar 
$320, creamer $235, tea pot $400, waste bowl $210. The kettle $850, tray $1000.* 


As sterling flatware on your table has come to symbolize good taste and hospitality, 

sO, too, a Reed & Barton silver tea service enhances your role as a hostess. Now 
you can choose from many beautiful designs in solid silver or in fine silver plate, 

in a wide range of prices. 
Piece after graceful piece — coffee pot, sugar bowl, cream pitcher, tea pot, 
waste bowl, gleaming tray and kettle — your Reed & Barton service grows 
to glorious completion — a proud possession for gracious living. 
WINTHROP silver plated service by Reed & Barton $250: 


coffee pot $80, sugar $45, creamer $30, tea pot $72.50, 
waste bow! $22.50. The tray $150.* 


SILVERSMITHS tre wortp’s OurTsTANDING SILVER 


CRAFTSMEN SINCE 1824 


Helpful Hostess Hints: For fascinating booklet, POINTED ANTIQUE sterling service by Reed & Barton 
*AII prices include **How To Be A Successful Hostess,” send 10¢ to —- $390: coffee pot $130, sugar $60, creamer $48, tea pot $115, 
Federal Excise Tax Box 990, Dept.GT, Taunton, Massachusetts. waste bow! $37. The kettle $275, tray $375.” 
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for new profits... 


with the 


follow the f vem 4) 
(Femex ocnlarer~: e self-adjusting end! 


magine one’ watch band that 
attaches.te-more than 90% of all 
men’s watches. Thanks 40 this 
great construction development 
exclusive with Gemexg-the new 
Adventurer expansion band fits 
all watch lugs from 3%”*to 34.”... 
another*Geméx feature to help 
increase and speed up your sales. 








For men who go places 


and those who would like 


NOrsis,, @ NEW expansion - § ollow the Gemex Adventurer 
... the new man’s expansion band 
backed by national magazine 
famous Gemex quality. At advertising pin-pointed at 
seit nals. cote tal | your best prospects, Help the folks 
ste who read this advertising 
find your store...and buy! Use the 
Gemex Adventurer promotional 
material offered on the next page. 


watch band that reflects 


Free—on request: A colorful descriptive foider ... Gemex Co., Union, N. J. 





MINN 


\ 


‘FINE WATCH BANDS 
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© Gemex Co,, Union, N. J. 








Cthecian 


national 
advertisin 


These vivid, colorful mail- 
ing inserts with your own 
imprint describe the Gemex 

lu S Adventurer expansion band, 
D and other fine men’s and’wo- 
men’s Gemex bands. Make a 


thousand sales-cafls for 
$2.50...cost of imprinting. 


promotion 







_§ 


. ao 






forial magazine ad seen 
"by all'your prospects. Capi- 


Huntin - 
us ~Fishi a 


x REE 


Free! Send for attention- 
getting radio scripts and 
newspaper mats. Sell the 
Adventurer to every radio- 
listener, newspaper-reader. 





Are you receiving Gemextra? 
It’s chock-full of merchandis- 
ing ideas...lets you know 
what other jewelers are doing. 
Free, of course, every month. 


Gemezx Co., Union, N. J. 
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Exciting NEW ides 
play-seller, The fe 
textured leather. 4 p 
of rare-book gol “oe 
plus the Adventur 
could be More inys, 
man—or woman? p, 
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window or COUNte 





This unusually handsome 
plastic gift box shows “a 
map. -of the world etched 
right on the cover,«.makes 
; a it easier for you to sell the 
4 customer who’s giving the 
Adyenturer as a gift...adds 
interest to your display. 
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GEMEX 


FINE WATCH BANDS 
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COUNte, 








As the oldest and largest cash buyers of 
jewelry stores and. stocks.our experience | 
means a lot to you if you plan to sell your 

store or run a liquidation sale. It means 

ability to give you an estimate quickly. 
decisively. It means resourcetulness to 

make the estimate as high as possible. It 

means capacity to have the cash on the 

spot, and in the case of a liquidation sale. 

a cash deposit guarantee before the sale 

begins. Most of all it means the know-how 

for handling your particular situation 
whatever it may be, tor we’ve bought ‘small 

stores, average stores, and some of the 

largest and most famous in the industry. 

Benefit from experience. Consult Gordon . 
Brothers. | 
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- =~ the oldest and largest firm of its kind in the United States 
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THE NEW 1950 PORTABLES 
ARE BETTER THAN EVER! 





ROT BS, 


Il i’sa big gift season. Besides Christmas, 
this is your Jargest gift season! For graduation gifts, 
Father’s Day, Weddings. portables are perfect gifts 
for all! For men or women... young or old...a 
portable is a welcome gift of entertainment that 
goes everywhere! 
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2. Vacations are on the way! Here's a 
power-packed portable selling feature . . . portables 
to take on vacations! Wherever your customers are 
going ... beaches, cabins . . . city or country ... 
Motorola portables bring extra FUN. They operate on 
AC/DC house current, or their own long-life batteries. 
Like a piece of luggage, portables ““GO-ALONG!” 





oh WS BRET S Br ies 
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3. Motorola’s big national promotion is 
in full-swing NOW! The biggest national 
portable gift promotion EVER .. . is going strong 
RIGHT NOW. Leading national magazines are pre- 
selling your customers on Motorola portables as gifts. 
Available to you are Ad Mats, Window and Counter 
Displays, Window Streamers, and individual Gift-Day 
Displays! You can’t afford to miss this golden oppor- 
tunity for profits... get in on the act NOW! 


Contact your MOTOROLA Distributor! 


' . RADIOS 
TELEVISION 
MOTOROLA INC. © 4545 AUGUSTA BOULEVARD © CHICAGO 51, ILLINOIS 


34 THE JEWELERS’ CIRCULAR-KEYSTONE 


















rings up the curtain on 





5 ; 


Golden 


A COLLECTION OF EXCITINGLY-STYLED JEWELRY DESTINED 





TO SCALE NEW HEIGHTS OF POPULARITY AND GREATER 










PROFIT OPPORTUNITIES FOR ALERT JEWELERS! 


Golden Opera Jewelry is scheduled for presentation in July 
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AT BETTER 





JEWELERS 








For Complete Information L. Heller & Son, Inc. 


Consult Your Wholesaler 
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**ToasTMaSTER” and “HospitTrauity’’ are registered trademarks of 

McGraw Electric Company, makers of ‘‘Toastmaster’’ Toasters ‘‘Toast- 

master’’ Electric Water Heaters, and other ‘“‘Toastmaster’’ Products. 

Copr. 1950, ToasTMAsTER Propucts Division, McGraw Electric Com- 
pany, Elgin, Ill. 


4 


— > ie 


profil qrour | 


@ You might call this one of retailing’s oldest rules—‘“‘It’s easiest 
to sell the most of the brand that’s known the best.” And never 
was that truer than it is of top-demand “Toastmaster” Toasters 
and ‘““Toastmaster” “‘Hospitality’’* Sets. 

But that’s only part of the profit-picture. The ‘“Toastmaster” 
Products you sell stay sold! They don’t come back to haunt you 
with service problems that slash profits, that sap hard-earned 
customer good will. 

Yes, and the ‘““Toastmaster’* name towers way up as a traffic- 
builder, too. Folks bent on buying this brand don’t shop—they 
buy! And in the process, they are customers for many another item 
in your store. 

It’s worth remembering that ‘““The name folks know makes 
profits grow.” For our part, we’ll continue to build the best prod- 
uct of its kind—and back it with the best-remembered promotion. 
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® Nowhere will you find a more 


salesworthy watch-band offering 





than this ...in quality ...in price 
...in all-round promotability! A 
success wherever it is featured! 


No. 1-38 EVERBRITE 
BANDLEADER 
EXPANSION BRACELET 


Baske? weave pattern, 1/20. 12K. 
Yellow gold~« filled top. Stainiess 
Back, The newest style in o man's 
watchband . . . Designed to give 
the watch additional protection 
against shock. Individually carded. 
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F Fill out the Handy COUPON-ORDER => A. COHEN & SONS CORP., 27 West 23rd Street, New York 10 
Attach to Your Firm Order form or Letterhead... 


Please forward our order for the following: 


Minimum shipment 12 bands sessesiscssreeeeWO, 1-38 Watch Bands 1/20 12K. @ 4 67 


quantity Yellow Goid-Filled Each 


A. COHEN &€ SONS CORP. 


| Store I a sin ed cancun 





~. se sscuuieunedeuaamneanianinn 
PF West PIs GSivect Wew York 10. N.Y 
Iv vee ndcaeec cs cas cacev sven tences dell Deoviccnvecss GR Meacecotsiaasaccnscsiocneren’ 
I | TERMS NET 30 DAYS — F.0.B. N. Y. 
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Locket enlarged 7 timés~d, AA 


«hy 


1/20th 12Kt. G.F. 


WITH LeSTAGE BABY LOCKETS 


=e Each set with genuine diamond 





jb abies... babies... babies! And every baby has 





a whole family-tree-full of doting relatives. 


Profit-minded jewelers know this . . . know that it pays 
to stock new, LeStage Baby Lockets, 


handmade by an old New England concern. 


Call your wholesaler today. Ask to see 
these lovely LeStage lockets, 
packaged three-in or six-in in assorted shapes. mena 


do 
OAK 





G MANUFACTURING COMPANY 


NEW YORK CHICAGO SAN FRANCISCO 
9 Maiden Lane 29 E. Madison St. 657 Mission St. 
A. H. BETZ A. B. PINERO G. A. HARRAH 




























CHAINS © BRACELETS ° LOCKETS °¢ KNIVES © BABY JEWELEY °* TtBENTIFICATION BRACELETS 
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DIAMOND RINGS 
now on 






NEW Spectacular Sales Help 
For Rhapsody Dealers 


Yes! Rhapsody does everything to help you sell . . . now uses 
— television, the most sensationally successful of all advertising 
on media! 

Rhapsody’s glamorous television shorts have real Holly-— 
wood technique . .. are complete one-minute films and 
twenty-second films with sound track and music... . packed 
with romance and dramatic appeal. Cupid really does his 
stuff—charms his way (and Rhapsody’s) into the hearts of 
Engagement and Wedding Ring Prospects. 





















You can get duplicates of these 
films for local showing FREE! — 
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oe =| M. SICKLES & SONS, Inc. 





oe 906 CHESTNUT STREET - PHILADELPHIA 7, PA. 
| Wholesale Jewelers for Nearly 100 Years 
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WANT TO “TRADE-UP 
WATCH BUS 








~ YOUR 
INESS? 











Here's the ad to 
help you... It's 
going to tell millions 





is ever a time when you need good advice, it's when you buy a watch. So rely on an expert ~—a jeweler in whom you have confidence. 


If there i 
He'll tell you—above all—it’s the movement that counts. He'll show you the newly-published “Inside Story of the Fine Swiss Watch” that 


their jewelers when 
they buy a watch. 











pu 
fied Swiss wnedhenah eT to 


S Swiss tintekeeping 
ye ans red with a so-salled ° “bargain” watch. 
wonder 7 out of 10 American jewelers wear fine Swiss 
a themselves 


helps him explain what Swiss craftsmanship means to you. Always—for the gifts you'll give with pride, let your jeweler be your guide. 


How to take the guesswork 
out of myng a watch 





A “eargain” watch is no bargain when it comes time to 
have it serviced. One of the wonderful things about a fine 
_ — “ is its repairability. You'll find that your jeweler 

make of watch economically : 
Wy. § if it ~— a quality Swiss jeweled-lever 





all originated in Swi terland. And you'll find these special 


Swiss features in women’s as well as men’s styles. 


The oe ty ay can truly be measured in 
the time it — to produce it. An ordinary — can be 
n a few minutes. ‘Buti it is nothing 

spend hou 








uali- 
7 puteciog. . ‘tiny 


aaa. watch pote bu 4 goes through almost 2.000 For the gifts jou Ul grve with pride ; ; let your jeweler be your guide 
= ana of 1 “Yr w obeaniae = aioe 
p orkmanship—and $00 years OF SWITZERLAND 


leadership. No wonder it can’t be 











ELLING WATCHES IS YOUR BUSINESS. But mak- 
= ing it easier for you to sell more watches and 
to trade-up your watch business is a job that 
The Watchmakers of Switzerland have taken 
on. And this ad has been especially designed to 
give you a real sales boost. 


For, in addition to the hard sell on quality 
and style advantages of a fine Swiss watch, this 
advertisement reminds readers that the jeweler 
is an impartial expert, and advises them to seek 
the jeweler’s advice when buying a watch. 


To help jewelers capitalize on this, The 
Watchmakers of Switzerland have prepared a 
sales brochure, “The Inside Story of the Fine 
Swiss Watch.” National advertising features this 


booklet, promotes it to the readers, and urges 
them to ask to see it at their jewelers. 


Don’t miss this opportunity to trade-up your 
watch business. Keep the consumer ad in your 
store and, above all, be sure to have “The Inside 
Story of the Fine Swiss Watch” on hand when 
your customers ask for it. It gives added weight 
to the famous slogan... 


For the gifts you'll give with pride 
—let your jeweler be your guide 







The WATCHMAKER 





OF SWITZERLAND 
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Send for new quality watch selling aid 


‘The Inside Story of the Fine Swiss Watch” 





THE MOST 
POWERFUL 
QUALITY-WATCK 
SELLING TOOL 
YOU CAN HAVE! 


Here, at last,isa way toexplain 
to your customers just what 
the differences are between a 
fine Swiss watch and an ordinary watch. This 
brochure sells as it explains, enables even your 
newest clerk to handle a sale well. 


Easy to understand. An explanatory photo- 
eraph on every page and simple language make 
it easy for the customer to get the point. Written 
by Swiss experts with the aid of U. S. horological 
and jewelry associations, the booklet applies to 
all fine Swiss watches. 


Easy fo use. A unique layout provides the cus- 
tomer with an illustrated explanation on one 
page, and repeats it on the facing page—which 
is upside down so that both you and the cus- 
tomer can read at the same time from opposite 
sides of the counter. 


Wonderful for training! Not only a terrific 
sales help, but a training aid that should be re- 
quired reading for all of your sales staff. 


Here’s how to reserve your free copy! 
Since this booklet is extremely valuable, it can 
be made available only to those stores handling 
fine Swiss watches. Each copy will be numbered 
and imprinted with your store name—and only 
this one copy will be sent to you. 

So, although distribution will not begin until 
late July, you should reserve your copy now by 
writing to: The Watchmakers of Switzerland, 
c/o room 1106, 730 5th Ave., New York 19, New 
York. Please give your name and position, your 
store name and address, and the principal brands 
of Swiss watches that you normally stock. 


NOTE: Only One Copy can be allocated to each qualified Retail Jewelry Store 


FOR JUNE, 1950 


41 
























































Genuine Swiss Materials Make a Profitable 





REPAIR EXPERTS 
WARN JEWELERS 
AGAINST USE OF 
IMITATION 
“BARGAIN” 
REPAIR PARTS. 





Nothing is more harmful to the operation of an efficient and profitable 
repair department than parts that don’t fit, or that don’t stand up. How- 


ever, according to repair experts, nine times out of ten this is due to the 
use of non-genuine repair parts. Although such parts are often sold on 
a so-called “bargain” basis, they actually cost the jeweler more in the 


long run ...and here’s why: 


1. THEY TAKE MORE OF YOUR TIME. 
Because such parts are non-standard, they usu- 
ally require “working over” before they will fit 
the watch. Quite frequently, additional time is 
required for identification and sorting. And, 
finally, such parts require you to work by the 
trial and error method. It all adds up to spend- 
ing extra time on the job, and that means less 
—if any—profit for you. 





2. COSTLY TURN-BACKS are a frequent re- 
sult of using non-genuine parts. Although the 
jeweler has done the repair well, the part simply 
does not stand up. Most non-genuine parts are 
made of inferior materials, and do not meet the 
precision requirements of today’s fine Swiss 
watches. The result is a job to be re-done, a dis- 
satisfied customer, or even a lost customer... 
all because of a “bargain” part. 


So take the advice of your fellow repair ex- 
perts. Don't be fooled into thinking you can 
save money with cheap, imitation parts. Ex- 


perience shows that such “bargains” always 


cost you more 1n the end. 


The WATCHMAKERS 





OF SWITZERLAND 
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Difference in Your Watch Repair Business! 


_ For easier, more profitable watch repair, 
always use genuine Swiss Watch Repair Parts 





HERE'S HOW YOU CAN BE SURE OF GETTING GENUINE SWISS MATERIAL: 


e Always use the Official Catalogue of Swiss Watch Repair Parts when order- 
ing. This quick and easy system is standardized from coast to coast. It saves you 
time, and it’s designed to insure the use of genuine parts. 


¢ Always order from an established materials house — or from your regular 
jobber ... and always specify genuine Swiss Watch Repair Parts. 








Remember, you can always rely on the Official Swiss Watch 
Repair Parts Program to help you with problems like this 


—IT’S YOURS TO USE 


1. The Official Swiss Watch Repair Parts Information Bureau, at 730 Fifth Ave., 
N. Y. C. Although the bureau does not supply parts, it is a source of repair 
information and other data. 


2. The Official Catalogue of Swiss Watch Repair Parts (Parts I and II). These 
two books establish a new, easier identification and ordering system. 





3. The Official Dictionary of Watch Parts. Used principally by highly skilled 
watchmakers and large watch repair departments, it gives complete coverage 
of all Swiss watch repair parts. 


4. Officially Packaged Parts. Jewelers and watchmakers are now receiving — 
through their regular distribution channels— packaged staffs and stems for 
the most widely used Ebauches movements. 


3. The Official Cabinet for Swiss Watch Repair Parts is being manufactured in 
the U.S.A. from a Swiss design. It’s the only cabinet especially designed to 
hold these new, packaged parts. 


6. Official Speaker’s Kits. Two of these kits, complete with informative slides, are 
now available to jewelry and horological trade groups. 














The WATCHMAKERS \Qs2epy OF SWITZERLAND 
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MAGNIFICENCE 


Fo Bara 
A E mounting that mag- 
nifies not only the size, but 
the beauty of the diamond. 
The patented Magniset 
mounting creates the illu- 
sion that the small center 
diamond, cleverly fashioned 
with a newtype reflector and 
sparkling border of flashing 
Rhodigem appears larger 


A? are . eo than it actually is and solves 
yf Pa Qe “ the jeweler’s problem of set- 


i 


_ 


"ee, 


ting a small diamond in a 
large top mounting to the 


greatest advantage. 


GOODMAN & COMPANY 
Makers of Fine Jewelry, Since 1904 


42 W. WASHINGTON ST., INDIANAPOLIS, 4 IND. 
TERRITORY OPEN IN TEXAS AND OKLAHOMA...PLEASE WRITE 
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Arvin Model 446P Battery Portable is brand new 
in design, brand new in sparkling performance, 
brand new in out-and-out profit-building sales 
appeal! New colors to catch your customers’ 
eye, too—sun tan or burgundy, each with con- 
trasting fittings. Smartly styled in satin-smooth 
plastic, compact, and light weight—only 314 
lbs. complete! Amazing range. Delightful tone. 
Underwriters’ listed. Show it now, and catch 





the cream of the port- * 
able trade! st 95 
*Slightly higher in zone 2 Less batteries 
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Three-way model that sets the standard 
for all portables! 


Arvin Model 350-P 3-Way Portable is the super- 
powered beauty that performs rings around 
anything else you have seen at this low price! 

orks everywhere! Three smart colors— King- 
fisher Blue, Jade Green, or rich Burgundy, all 
with contrasting fittings. Alnico V speaker. Op- 
erates on batteries, AC or 


DC. Underwriters’ listed. $3 P| 9 5 — 
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Every Arvin Portable is master-engineered to give 
complete satisfaction—to stay sold—and to help 
build new sales for you wherever it is used! Prices 
are right for the customer—profits are right for the 
dealer! 


CASH IN ON ARVIN'S 
NATIONAL ADVERTISING 


in The Saturday Evening Post, 
Country Gentleman, Progressive Farmer 


Arvin Radio & Television Division 
NOBLITT-SPARKS INDUSTRIES, INC. 


Columbus, Indiana 
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SPECIAL 


DEAL 


8 
BRACELETS ._ 
& TRAY 


assorted for boys, 
girls, men, women 


yy 


Suggested Retail 
Selling Price 
$71.15 T.I. 





STERLING SILVER with Rhodium Finish 


Heavily Made * Hand Tooled « Finely Polished * Fully Guaranteed 


all persons, for any occasion. You can’t get better 


Elco makes it easy for you to sell Idents to the 
Idents than “‘Elco’’. And with this Special Deal 


entire family. Get this Special Deal, including 
bracelets of all sizes and push Idents as gifts for you're sure of extra profits. 


See Your Wholesaler 


MILGLO JEWELRY COMPANY 
302 Fifth Avenue, New York I, N. Y. 
Chicago: Harold Charmack, 36 South State St., Chicago, Ill. * Pacific Coast: Max J. Newman, 57 Post St., San Francisco, Calif. 
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exclusively 


designed by 























don’t trust 
your naked eye ~ 









Let Your Own LOUPE i A 


prove the PERFECTION of L oupe- tested 
LOVE BIRD \DIAMOND RINGS 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 










itt tes through your own Loupe. You will then share the enthusiasm 


&€ 8, 
o 
6 
eo of other thousands of jewelers who are now successfully 
Ono zee 


7 





and profitably selling LOUPE-TESTED LOVEBIRD 
Diamond Rings. Franchises are still available. 


° 
a Gun, 10988? 


a 


i INC. 


630 FIFTH AVENUE, NEW YORK 20, N. Y. « — 
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Get both with Farringtons exclusive Duroframe Construction 





— forever is the “old hat” theory that a package cannot combine beauteous grace 
with dependable rigid strength. 
As with so many other Farrington-first developments in packaging, Duroframe construction 
fulfills a long-sought need. For aed is the ageless strength of metal... skillfully drawn and 
shaped to fit and ‘protect its content... artfully covered in genuine leather or in lush, 
plump, leather-like Texol to grace the finest product. 
And in instances such as Jacoby-Bender’s watch bracelet display kit, shown 
above, there’s the thrifty bonus of re-use value . . . obtainable only 
when your package has good looks and long life built in. 


What’s more, the cost of Farrington Packaging is rarely 
prohibitive. Let us make a date to show you why. 













. ’ 
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FARRINGTON MANUFACTURING COMPANY 


GENERAL OFFICES: 70 ATHERTON ST., BOSTON 30. MASS. 
CANADIAN PLANT: FARRINGTON MFG. CO., LTD., 1191 BATHURST ST., TORONTO 4 
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PACKAGED BY 


Parrington 


DISPLAY PACKAGES e JEWEL CASES ¢ METAL SPECIALTIES © CHARGA-PLATE SERVICE 





~ ROSARY and PRAYER BOOK SETS 
... by CATAMORE 











_ Heaven Prayer 

ite for the bride 

| le groom plus two 

tamore Rosaries. All in 
velvet box. — 





These beautiful and attractively boxed sets by Catamore, have added 
a great stimulant to the sales of rosaries. They have been accepted 
as ideal gifts for the bride and groom, for boys and girls at first 
communion and for other gift occasions. You too can get additional 
sales when you display these unusual Catamore creations. Your 
Catamore wholesaler will gladly show you the complete line. 


231 PINE STREET © PROVIDENCE 3*® Rol ° 
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There's a distinctive air of quality about 
Seidman creations. It’s a matter of design, 
too. Has nothing to do with price. You 
sense it the moment you see Seidman styling. 
It explains the saleability of the line, the 
quick turnover and the soundness in yout 


choice of Seidman merchandise. 


SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47th STREET 
\ NEW YORK 19, N. Y. 
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GOntainers 


give yOu @ 


SHOWCASE 
or your jewelry 


Jewelry Box: Beautifully designed to accent the sales appeal of jewelry products. 
In two parts, this box measures 344” long, 3” wide, 144” high. Molded and dis- 
tributed by Commonwealth Plastics Corp., 98 Adams St., Leominster, Mass. 


—— your beautiful jewelry encased in the rich 
quality of transparent rigid containers made of 
Styron (Dow polystyrene). And, then, you will see 
how the compelling sales appeal of these durable 
Styron rigid containers attracts “buying” customers 
to your jewelry products. 


Lightweight Styron rigid containers offer your cus- 
tomers many advantages over conventional packaging 
materials. Important among these are complete 
product protection and that bonus value of RE-USE! 


In gem-like transparent or opaque colors, these hand- 
some Styron rigid containers can be molded to meet 
your specific requirements by qualified molders, or 
you can select a suitable container from a wide variety 
of low cost standard sizes and shapes. Plan to enrich 
the appearance of your product with these quality con- 
tainers. Write Dow today for complete information. 


Plastics Division, Dept. SRC-7 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN 


New York ¢ Boston e Philadelphia e Washington e Atlanta « Cleveland « Detroit 
Chicago * St. Louis « Houston » San Francisco « Los Angeles « Seattle 


Dow Chemical of Canada, Limited, Toronto, Canada 
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Round Container: Sectional box has high re-use value. Close-fitting lid has 
spring hinge which holds the lid either open or closed. Molded and distributed by 
Brown and Rice Manufacturing, 46 Mercantile Place, Pasadena 1, California. 


" Rienenenanieneniimnaitiarettiere ten ities iemeaiae pain 
The Dow Chemical Company 
Plastics Division, SRC-7 
Midland, Michigan 


Please send me further information about 
Styron Rigid Containers. 
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Products to be packaged 
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the Hone of Tebtails 


AMERICA’S MOST POPULAR 
DIAMOND MOUNTINGS 
AND WEDDING RINGS 
IN GOLD OR PLATINUM 
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Jewelers from all over 
America know Goldstein-Gerson 
as ‘‘The House of Fishtails’” ... . for no 
one else has such a wide selection of __ 
mountings to fit every size diamond from 300 per 
carat to half carat. See this complete line of 
superbly crafted rings in various price ranges. 
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Every Popular Style and Size 3 7 ee 
Every Popular Price You Need ered f, Goss 
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310) OR 
EXCLUSIVE MAKERS OF PATENTED 
“PAIRETTE” DIAMOND DUETTES 


126 W. 46th STREET 
NEW YORK, 19 


Sold only through Wholesale Distributors 
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ARTHUR GOLDSTEIN @ JULES GERSON @ A. W. (Patty) COHEN @ A. B. GRODMAN e@_— IRWIN GOLDSTEIN 
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Thousands and Thousands of ’em — 
Ready to Ship Promptly! 


Right Here Are 
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Think of it! = 
160,000 square feet | iim “ 
devoted to renewal | | Raeue—allue 
parts exclusively! ie 


Everything about this 
modern, up-to-date layout 
is so well organized and 
integrated that orders are 
filled and dispatched with 
assembly-line speed. 
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NEWARK, OHIO: | : 1 canis | 





Yes, our NEW Renewal Parts Center is Geared to Help Westinghouse 
Retailers give the kind of Service that Builds Satisfied Customers 


Everything about this mammoth new parts center 
at Newark, Ohio, is laid out for hair-trigger, 
hurry-up service. Fast as the service is at all times, 
it’s doubly fast in case of emergency. Special 
orders are filled and shipped within a few hours. 

With abundant stocks of all needed items, back 
orders are reduced to a minimum. To keep well 
ahead of demand, we keep on hand more than 
four and a half million pounds of renewal parts. 


WESTINGHOUSE ELECTRIC CORPORATION 


you CAN BE SURE..1F ITS Westi 


See T-V’s Top Dramatic Show—“STUDIO ONE”... Every Week 
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Another advantage is the central location of 
the Newark plant. Parts can be shipped by air 
express, railway express, parcel post, truck or 
railway freight. 

With this new parts depot backing them up, 
Westinghouse retailers are now in position to 
offer the finest, fastest service in the appliance 
industry. It’s bound to pay off in repeat business 
from happier customers. 


e Appliance Division, Mansfield, Ohio 
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Gown by Oleg Cassini | _—. oO 


A SILVER ANNIVERSARY FEATURE Celebrating Twenty-Five Years— 
Cz, 4 ae: 


a4 


“Bridal Bells”... 
Delicate flower-like stones 
in pure Summer white form 
mobile pendants on this 
charming jewelry trio 

for your every Summer 
costume. The pendant 
detaches from the 
necklace to become a 


useful extra pin. 


design patent pending 


TRIFAR 


Wtolarttidelacistemtheliatmie tenlercemere 
the back with the name Trifari. 
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THE LOWEST PRICED §-DAY 7-JEWEL SWISS TRAVELING ALARM CLOCK IN GENUINE LEATHER CASE 
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WITH THIS AMAZING FEATURE: ONE KRY FOR BOTH TIME AND ALARM 





You wind the ALARM when you wind 
the TIME...ONE key, ONE operation. 
The convenience of this unique SEMCA 
feature has strong sales appeal. 


$ No. 77— Gilt finish bezel and 

Jo retail at numerals. Luminous hands 
) 1x ° - ‘ 

plus te and dial. Choice of colors: 


brown, pig, red and blue. 
West Coast 18 00 yu tax _ yu 00 
ast $18.00 plus ta: Size 334” x 334%”. 





Biggest clock news of the year is this “8-day wonder” by SEMCA! Never before have you been able to sell an 8-day, 
7-jeweled alarm clock INGENUINE LEATHER at anything like this low price. . .If you want to see plenty of fast, 
profitable action in your clock department, be first to show this new winning number by SEMCA. 


Since 1915 


Consult Your Wholesaler ~ « an ( a clock Com pan y, in al Manufacturers of Phinney-Walker Clocks 


30 IRVING PLACE e NEW YORK 3, N.Y. 


SEMCA CLOCKS NATIONALLY ADVERTISED ON THE AIR BY RADIO AND TELEVISION 
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Pat. No. 2223657 


PICTURE MODEL MIRACULOUS MEDAL MODEL 
Holds Phato of Loved Quas Styled with Miraculous Medod 
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Photo protected from harm 
by water etc. by transparent 
material furnished with ring. 
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@ WITH SIGNET TOPS FOR RELIEF ENGRAVING OR MOUNTED WITH FRATERNAL EMBLEMS 
@ 2 SIZES IN IOK AND [4K GOLD @ FREE MATS AND DISPLAYS WITH ORDERS 


Beautiful, double-purpose rings, exquisitely crafted and 
finished — worthy of promotion by the finest jewelry store. 


Each ring heavily made, with true man-appeal. 


Priced for rapid selling at a good mark-up for you — 
with newspaper mat and counter and window 
displays free with orders. 


Order a selection for your store today. 


BADEN & FOSS, Inc. 


Manufacturers of a Complete Line 
of Ladies’ & Men's Stone Rings 


iSi W. 46th ST., NEW YORK I9, N. Y. 
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The “new look” 


. a 


Bascnsts AND EARRINGS, head bands 
and shoe buckles, tie clips and necklaces 
—in gleaming, ever-lustrous, ever-lasting 
Stainless Steel. Here’s the latest idea 
in beautiful and enduring costume jew- 
elry to delight the most discriminating 
with a truly modern touch. 

The possibilities of brilliantly beauti- 
ful jewelry and personal accessories 
made of U-S-S Stainless Wire and Strip 
seems limited only by the imagination 
and ingenuity of the designer. 

By using U-S-S Stainless Steel Wire 
in twisted or braided form, simple and 
intricate designs of fascinating beauty 
have already been produced. U-S-S 
Stainless Steel strip also has shown in- 
triguing possibilities by enhancing the 
beauty and permanence—and in cutting 


AMERICAN STEEL & WIRE COMPANY, CLEVELAND - 
NATIONAL TUBE COMPANY, PITTSBURGH - 
UNITED STATES STEEL SUPPLY COMPANY, WAREHOUSE DISTRIBUTORS, COAST-TO-COAST - 


COLUMBIA STEEL COMPANY, SAN FRANCISCO 


in costume jewelry 
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smut and differnt 
STAINLESS STEEL 


the cost—of many articles ordinarily 
produced of plated materials. 

Both wire and strip are available in 
U-S:S 18-8 for jewelry making. U-S-S 
Stainless Steel wire is produced in sizes 
from .005” up to .5” diameter—U-S-°S 
Stainless Steel strip in suitable gages and 
widths from a fraction of an inch up. 
Both wire and strip lend themselves 
readily to forming, to silver soldering and 
other modern fabricating methods. For 
intricately shaped pieces, that are im- 


possible or too expensive to polish by 
mechanical means, electropolishing is re- 
commended. 
‘ ° e 
For some time we have been furnish- 
ing wire and strip to those shops which 
have pioneered the use of Stainless Steel 
in jewelry and similar applications. If 
we can help you in developing its use 
in your designs we will be only too glad 
to give you the benefit of this experience. 
We we'come your inquiries. 


CARNEGIE-ILLINOIS STEEL CORPORATION, PITTSBURGH 
TENNESSEE COAL, IRON & RAILROAD COMPANY, BIRMINGHAM 
UNITED STATES STEEL EXPORT COMPANY, NEW YORK 


U°S°S STAINLESS STEEL 


eee ee 
SHEETS + STRIP - PLATES + BARS « BILLETS - PIPE + TUBES - WIRE - SPECIAL SECTIONS 
Ee 
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Normandie Threesome... omance Threesome... 


Only +h] for all 3 rings! - Only $39 Zo) aol | MC Mal alot st 


Set ~ 6863, 6 diamonds... . *30 ce Set ~6857, 6 diamonds .. *26 
Men's = 6864, 3 diamonds .. *21 Men's ~ 6858, 3 diamonds. *12°' 
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you sell more 


BERLAN D Trios... 
FREE DISPLAY 


m™ with purchase of three Wedding Trios 


> 


Here’s a deal that’s really outstanding! You 
need buy only three of these fast-selling 
BERLAND Trios to get a valuable, permanent 
Trio Ring Display free of charge . . . one of the 
most magnificent displays ever offered, de- 
signed in exquisite good taste to set off the 
beauty of the Berland Wedding Trio. Beneath 
photos of a Bride and Groom in a gilt-bordered 
book, several Berland Wedding Trio sets are 
placed in rich magenta-velvet hearts, against 
a background of soft, grey veivet. 


Be sure to get your free display—place your 
order for three or more BERLAND Wedding 
Trios now! : | 


Still available: A limited number of valued 
BERLAND franchises. Write for complete information. 


AND HERE’S THIS MONTH’S PROMOTION SPECIAL: 
EYE-FILLING, 10-DIAMOND BRIDAL SET 


ony *22 °° 


voval Threesome... @ Full cut center stone 
2 | ; @ Finely-designed ring 
+93 for all 3 rings! , & hp setting 
wi : \, @ Quality that will amaze 
set ~ 6852, 8 diamonds.... CASAaZ Z you and your 


Men's ~ 6851, 3 diamonds .. | _— » customers! 
tl %. 


FEATURE THIS PROMOTION 
SPECIAL IN YOUR ADS 
NO ONE BUT BERLAND 
GIVES YOU VALUE LIKE THIS! 
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 WATCHBANDS 
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PRICED FOR PROFIT 


- DUCHESS BANDS are sensibly 
priced — for instant sales. 
Our list prices allow 

you a full mark-up with 

| an extra-dividend in 
the profit margin! 


Y UNSURPASSED QUALITY 


No band, at any higher price, 
con offer finer features of 
design, construction and materials. 
DUCHESS gives you sales-clinching 
values which cannot be 
duplicated anywhere. 
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1/20 12K 
GOLD FILLED TOF 










DUCHESS styles are created by 


A eeketeteters §=6 leading designers, long experienced 
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in producing dramatic 
watchbands... keyed to the 








No. 105 MEN'S BASKETWEAVE with EXPANSION BAND 


trend of fashion. 


: #. 
ee “es T? ‘<a “et et =e i 3 
Lainie in| a ££ BF St St SE we =: 


No. 100 DUKE BASKETWEAVE with SAFETY SNAP 








% ORDER 
FROM YOUR WHOLESALER 
TODAY! 






Deed 053 JEWELRY MFG. CORP. 
epee nmeeetinaetal 221 HUDSON ST., HOBOKEN, N. J 


Not Connected with any Other Firm of Similar Name 
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DIAMOND LEADS 


CO 
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: Diamond's leadership is built on all-around ability .. . 
wi » ability to fill your needs whether they are large or 
‘ small. And the same Diamond quality and service is 
yours whether your order is a big one, or a compara- 


san, lan sala 


tively small one. 


Illustrated are typical new Diamond creations in all 
metal and all paper boxes . . . also our combination 
paper box with metal hinge. We can supply special 
designs... all shades... and carry a wide variety of 
stock designs. Call on Diamond to show you definite 


improvement in your packaging. 


PAPER BOX COMPAN 


Designers and Manufacturers of fine Paper and Metal Boxes 





DIAMOND 


a 








Since 1939 
1337 PLAINFIELD STREET ® THORNTON ® RHODE ISLAND 
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All watches take: 
5AP, 6AP, 6AF, 8AE, 
, 5%. 
4K, 
15/OE, 


18/OE, 21/OEL, 21/OES, 
21/0, 14°H, AK-13_ BEN, 
AK-16 BEN, 750W. 7!/4W 
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WATCH CASE CORP. 
150 Varick Street, New York 13, N. Y. 
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WATCH CASE CORP. 
150 Varick Street 
New York 13, N. Y. 
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1139/88 


1114, 6/OW, 6/OE, 
307ETA, BEN. BBI, 
11/4 thin curved 
dial. 
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866/29 
834, BAE, BAH, AX 
Benrus, 8x9. 


1144 

2 WP, 
6/OH, 6/OW,4 

10AX, 1OBC. 


1081/85 


Extremely compact 
case for 10!/, also 
accepts 93 


For any size round 
movement from 0: to 
8 3/, ligne. Rhinestone 
indicators. 











TIME SAYS THAT YOU CAN WIN WITH THIS HAND 


For over 100 years sold-filled quality has made profits for jewelers. Therefore 
C.aj is giving you a winning hand for this season's business with a sensationally 
smart gold-filled line of all-Nineteen Fifty numbers. Save some buying capacity 


for these Gai winners. Your wholesaler will show them soon. 


CHEEVER, TWEEDY & CO., INC. * NORTH ATTLEBORO, MASS. 


MEMBER 


1/20-10K GF 
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Are You Getting / 
All You Should « 
[f Not 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SGRAP 


CONTAINING 


PLATINUM - IRIDIUM - GOLD - PALLADIUM 


FOR MANUFACTURERS: 
WE SUPPLY THE ABOVE METALS IN ALL FORMS: 
AND 
WE CARRY A COMPLETE LINE OF SETTINGS & SHANKS 








HONESTY (Ga) ACCURACY 





REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON inc. 


25 West 47th St. © Phone JUDSON 2-3095 ©@® New York 19, N. Y. 
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Are Your SALES Keeping Up 


with the Crowd? 
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THERE’S safety in numbers. And when more people store that is “crowded” with Gold Filled merchandise. 


accept Gold Filled as the tops in quality over every- This crowd acceptance is no idle thought. We have 


thing else in popular-priced jewelry, there’s safety in 





positive proof through a nation-wide study that Gold 
having a good, salable stock of Gold Filled merchandise. 


Filled actually is the number one choice for quality 





Yes, the crowd... people of all ages and sex in all with the economy-minded yet ever-buying public. 
parts of the country... accept and want Gold Filled If you haven’t seen this study, write today for a copy 


items. And when the crowd wants it, smart is the of our eye-opening booklet “What do people think”. 


RESEARCH DIVISION OF 


Gold Filled & Rolled Gold Plate Mfrs. 


PROVIDENCE 7, RHODE ISLAND 


Quality is guaranteed under the terms of Commercial Standard CS 47-34 as issued by the United States 
Department of Commerce and approved by the American Standards Association 
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“The Book of Time”’ 


is crafted in genvu- 
ine leather, stamped gilt-finished. Case 
has 10K R.G.P. bezel with stainless 
steel back. Size: 24%," x 2”. 


Actual size illustrated, 





























Makes a dainty 


table-piece 











Makes a perfec} 
traveling companion! 














On desk: keeps time 
_Glways i in sight! 


| : New YORK = Soh eaees Dinstman, 580 Fifth Avenue: Telephone PL 7-4257 





Seller! 
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book ol Time 


WATCH CASE 


Tired of the ‘‘ordinary'’? Looking for something really different 
in a watch case? Here it is! ‘The Book of Time"’ is a complete 
departure from the commonplace. There's nothing else like it. It's that 
NEW idea you've been seeking to spark your watch sales! 


“The Book of Time"’ combines novelty with practicality. Closed, 

it fits readily into the handbag or pocket. Open, it becomes a 
convenient time-teller on desk or table. Its double ‘utility makes it 
doubly appealing .. . to both men and women. It’s a natural to zoom 
high on the “‘best seller’ lists of 1950! 


Sold to Watch Importers Only 


|. D. WATCH CASE COMPANY, INC. 


General Offices and Factory: 137-11 90th Avenue, Jamaica, N. Y. 
Creators of Watch Cases of Superlative Style, Beauty and song 











tos ANGELES orice: Dave Diomond, 913 Pershing Sq. Bldg. 
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/Vew Rhinestone (Mase 


. .. stones with the clarity of fine crystal... 
backless settings as delicate as old lace... 
with translucent brilliance to sparkle for- 
ever. The newest addition in the famous | 


line known as... 


White (Mass 


By Parco 


PROVIDENCE, R. lI. 
THRU YOUR WHOLESALER 
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— today it’s news 


when the demand 

for a high quality watch 
exceeds the productive capacity 
of its factory 


but that’s a consistent story 


with OMEGA 


the largest-selling quality watch in the whole wide world— 
and this is why Its so: 
unrivaled accuracy —Omega holds the all-time record for accuracy, 


established in competition at Kew-Teddington. ..a record 
that has never been equaled by any other watch. 





proved dependahility—Shop records of fine jewelers the 
world over prove that Omega requires less servicing 
than any other watch in its class. 


top-flight styling—For over a century Omega has been. famed 
as a world leader in watch styling. 


matchless value—Omega is recognized as one of the world’s few 
“‘sreat watches’”’, yet prices start as low as $60 FTI for 
men’s models and $67.50 FTI for women’s styles. 


Yes, right now the Omega factory in Switzerland—the largest in 
the world for making quality watches —is going full tilt. Its one 
worry is how to increase production to meet the ever-increasing 
demand. And that becomes a problem only because Omega will 


never compromise with quality. 
mMemseR 


Norman M. Morris Watch Corp. - 608 Fifth Avenue, New York 
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HEDSTROM. 


A new tine of 8-day QL QOQKS ort looking ing 





The CLOCKS you’ve been 


waiting for... made for you toX sell 








Here’s the newest and unquestionably the smartest 
line of 8-day clocks on the market. Clean lined and 
eye appealing, made of solid mahogany lumber, 
these cases introduce the ultimate in clock styling. 
Most important is the wealth of engineering experi- 
ence which has gone into the development of these 
American made 8-day jewelled movements. Fully 
tested and approved by qualified clock experts long 
before being placed on the market assures flawless 
time-keeping performance. 

Presented by an organization made up of per- 


sonnel with thirty-five years or more of woodwork- 


ing experience. Hedstrom offers a choice of six 





magnificent styles in the price range $20 to $35. 
*« 


Distributi throug! 
ornare sit le -YoR-banesen 
is being d.* * 
earetetialiiioes Associates, ba, 


Boston represent the line 
in New England and up- FIT CHBU RG. 
per New York State. 


*Inquiries solicited 


MASS.- 
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Featured in ich’ ae Mela 4-14 





This 

Universal 
Geneve 

Leader 

for 1950 

is already 

an established 
seller. 

A climate-proof 
automatic 

with sweep hand 
—an amazing 
value at $65! 
Now also in 
heavy 14 Kt. gold 
at $145 retail! 
Write for 
possible 
exclusive 
representation 


in your city 


OH.S.W.A. 1950 
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THIS IS THE WATCH OF 1950 
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| Lorger fhan 
' actual size 











water-resistant 
dust-resistant 
shock-resistant 





UNIVERSAL 


GENEVE 





40 hours of reliable time generated in a few hours 
of normal wrist wear. 


New, lightweight pendulum with jeweled bearing 


WS assures greater durability and efficiency. 


New, technically advanced, anti-magnetic 17- jewel 
accuracy movemenf. 


New, distinguished, super-protected GOLD-FILLED 
case—safeguards against normal watch hazards. 


New, pleasing design of hands and dial gives you 
visibility unlimited. 


Pin-point timing made possible by professional type 
sweep-second hand. 


In other words, a great new automatic watch $ 
and a wonderful investment at 


Federal Tax 
INCLUDED 


CALL ELDORADO 5-6158 OR WRITE FOR NAME OF NEAREST DEALER 
THE HENRI STERN WATCH AGENCY, INC., 587 FIFTH AVE., N. Y. 17 


90000 @ 
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NATIONALLY 
ACCEPTED 
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LATHIN 
WATCHES 


LATHIN WATCH COMPANY 


580 FIFTH AVENUE - NEW YORK 19, N.Y. 
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| : hivoctive | “ stp ; : Na yh Geen 3 tint nny. ‘ 
vs, mat 
dplay.box with. = “fhe nation-wide demand = 
| complete instructions, S ee ee, 
ee SS band i 
| beoutitully designed,” . or. @ ‘snap-on type an AY 
adjustable clips / © SRE ie 
“ Retail $3.95 each g } | “answered by om ACM 
/ ’ Dealer s cost $24. 00 per. ‘doz: ‘ €" BR SOI | | 
t¢) : Mee See RSS, 
With 1/20 12 Kt. Gold filled clips ee AS ~ 
| Retail $7.95 each — tax incl. | - : >. 
| “ Dealer’ s cost $39.00 per doz. A 3 ~ 
} = .° Bas Sr ‘ 


fei Re xh ae : bi" 67" oe 
/ORDER Now ® Thies Sizes: Small, Medium, Large | vi. 
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Dou Yuan WATCH BENDS cxicaco 2 wuinors 


Sold exclusively through the wholesale trade « If your wholesaler cannot supply you, write direct. 











14K Gold 


Cultured 
Pearls & 
Sapphires 


14K Gold 


4.597 
14K Gold 


37 WEST 47 STREET « NE 


CHICAGO: Columbus Memorial Bldg. SAN FRANCISCO: 657 Mission St. 
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Will tarnishproof Pacific silver rolls 
increase business on place settings ? 





€ Place setting rolls for Yes. Only Pacific Silver Cloth rolls positively prevent 


6 and 8 pieces. Rolls for : tarnish because the fabric is impregnated with silver 
set ey Cy 5, ane Ee. particles that attract and hold tarnish-causing chemi- 
cals from the air. When flatware purchases are spaced, it’s 
important that the first place setting look as bright as the last. 
S | | 
Holloware bags a » bee . . 
a, — 2 Fg? How can Pacific Silver Cloth bags 
O ig make more holloware sales? 
ea ~ que ame 0 Gmeee owes ene 6 ee eee ee 
e ti | 4 
| youre bound to do repeat business. So-called anti-tarnish 
flannels soon become useless—many actually invite tarnish. 


Pacific Silver Cloth rolls keep silver so lustrous 
S ’ V r Pacific Silver Cloth protects silver for a lifetime. 
To order, custom bags ee 

















Sell holloware as an investment... it grows 
ae  iovelier with use. Meet the objection of con- 
™ stant polishing by offering a Pacific Silver Cloth 
bag, zippered or drawstring style, to suit the lines of 
= the pieces. When customers discover how easy it is to 

keep holloware gleaming by using Pacific Silver Cloth bags, 













without effort that budget buyers are delighted, 
for outsize pieces. 


add to their silver as rapidly as they can. 
* 
tarnish é. 


4 Where can I get them? 


Re ER se 0 ce | A Ems WEE eT ee a 

Many silverware manufacturers supply 
Pacific Silver Cloth rolls and bags as part of 
their service because of its unique tarnish- 
preventing ability. There is no other cloth on the 
market like it. The few additional cents it costs are 
more than repaid by satisfied customers who stay 
“sold” on silver. If you have not been getting Pacific Silver 
Cloth rolls, ask your silverware or jewelry supply salesmen to 
supply them. Every item made of genuine Pacific Silver Cloth 
is labeled for your protection. 


Silver courtesy The Gorham Co. 


fae ee a 


PACIFIC MILLS, Dept. R-6 

214 Church Street, New York 13, N. Y. 

Gentlemen: I am interested in wraps__, chest__, holloware 
bags__., place-setting rolls__, packets__, made with Pacific 
Silver Cloth. Send me names of sources of supply and descrip- 
tive literature. 








COMPARE THESE SPOONS FOR TARNISH!? 
Unretouched photos* by U. S. Testing Co., Inc. 


s 
Spoon “A” wrapped in ordinary “anti-tarnish” cloth 











accumulated heavy tarnish during test. Spoon “B,” Name 

protected by Pacific Silver Cloth, retained its original 7 - 

sparkle and luster under the same conditions. re - 
*Test #96514, June 30, 1948 Store 








Street address 


ts PACTHC Silver Cloth | on — __Zone—_state 


MADE BY PACIFIC MILLS eeeteaiecni terre 
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In JC-K, the editorial and advertising pages of HOUSE 
BEAUTIFUL are reviewed for jewelers each month... 
with all editorial credits, and a list of advertisers in the 
current issue with merchandise descriptions. 


All this is “wrapped up” for the jeweler in a promotional 
package—with selling and display ideas, and an offer 
of free tie-in displays. Everybody benefits: the magazine, 


HOUSE BEAUTIFUL 
HAS SELECTED JC-K 


(EXCLUSIVELY)* 


for a forceful new campaign to make 
H. B. advertising pay off more effectively 
at the point of sale. 


HOUSE BEAUTIFUL sets the fashion in 
silver, tableware and many more jewelry store 
products. And its advertising pages carry the 
sales story of quality names to the nation’s 
best families. To put all this directly to work 
where the sale is made, HOUSE BEAUTIFUL 
is changing from a direct mail merchandising 
plan to a bigger, broader and much more 
dramatic program... 


A 12-TIME MULTI-PAGE PRE-MERCHANDISING CAMPAIGN IN JC-K 


the manufacturer and the jeweler. It means more sales 
across the counters of the country’s best jewelers for 
HOUSE BEAUTIFUL advertisers. 


For in JC-K, HOUSE BEAUTIFUL reaches the im- 
portant jewelers of the country . . . and the leading 


wholesalers, too . . . in the magazine every alert jeweler 
reads and uses. 


We can help you plan a pre-merchandising campaign to put your consumer adver- 
tising to work for the jeweler. For information of the jewelry market write... 





*This campaign is also running concurrently in the building and furniture fields. 
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STAFF KIT NO. 4A nay, 
> ~~ . ‘ 
° SY Se 
Ww . v8 ‘ s '¢ 
New Convenience! New Economy! ae SN 
’ % is, ™ Rat 2 he 
Saves You Time, Trouble, Money S83 NE S: 
* ‘ey, % t . a, bg 
In Your Repair Work! ee S : $3 
My * i e 
Right at your fingertips .. . 68 genuine, truly SS : s . 
standardized Bulova Balance Staffs! Individ- Dany 
: 


‘ually packaged and factory sealed, they will 
interchange with 97 Bulova movement models. N 7: ><" 2 a 
Here’s new ease of handling to make your re- — : ‘eee 0 —_ 
pair work easier, faster, more economical. And, 
most important, these staffs enable you to do a 
perfect job always —a job that means customer 
goodwill for you! 


The kit itself is designed to fit into a drawer of the 
standard watchmakers’ bench. Handsome leather- 
ette exterior protects contents. Contains guide for 
easy location of every staff. Length-11 16"; width- 
4%i6"; height-134". 


Order Now From Your Bulova Material Jobber! — 


BULOVA WATCH COMPANY MATERIAL SALES DIVISION 
WOODSIDE, L. I., NEW YORK ee 


_ egennnmmnnencannsensnesnnnnaeccensans a mentee ‘ . , 4 
| 





































ee@e0e060e0 @ @ ORDER NOW! 
SPECIAL MAIL-ORDER OFFER 
“- ON NEW BULOVA STAFF PACKET 
= 21 genuine Bulova Balance Staffs ee ee ee s 
neatly and handily packaged in BULOVA WATCH COMPANY, Material Sales Div. 
plastic envelope. Each staff is |  40-06A 62nd Street, Woodside, L. 1., N. Y. 
a individually lea and fos Please ship and bill through my Material Jobber | 
_ easily accessible. A perfect re | 
WWE for New Bulova Sai? Kit No.) ita Bulova Staff Packets at $5.65 each. : 
me | 4A (above). i 
Ls NN iiitnssiisshaihintibihicsenncncenrimsistisbliditectiaesaiinaitenuaiiahimnamtanimmaniaanliliada 
AT ONLY : Oe | 
| 
I iicnnaeaninemnce Te 
: Be Fae I Bi aicicccvicecencceccccceccsscsnctesasens . 
| | | 
CLIP AND MAIL NOW! “Tieeeenmmmnnamiu eomarnen | 
ci ee menor 7 ; : prism nes : Le ee ee ee ee ee eee ee ee ee ee ome ae che eae oe ao oe =—_ == 
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co-star of MGM’s “Father of the Bride,” will help you sell 





lr t Carve d Diamond Rings! 


. 


a. 
A Tie in with the ads! * Tie in with the movie! 
vi x Tie in with the top promotion in the 


7 Artcarved Centennial Campaign! 





Here’s the biggest diamond ring excitement in years —and 
at’s an Artcarved Diamond Ring promotion, of course! 


YOUR CUSTOMERS (46 million readers of LIFE and LOOK) will see 
Elizabeth Taylor as a bride in full-page Artcarved advertisements! 


YOUR CUSTOMERS — and countless millions more— will see Elizabeth 
Taylor as the Bride of the Year in the MGM movie, “Father of the Bride.” 


Here’s how you profit! 


Call your theatre manager. Find out 
when “Father of the Bride” plays 
your town. Tie in with your own 
screen advertising and lobby displays, 


see the ads in the magazines, see the 
display in your store, and see the movie. 

Extra—Write for copies of “Bride’s 
Silent Secretary” with Elizabeth Tay- 


wherever possible. lor’s picture on cover. For author- 


ized Artcarved dealers only. Nominal 
charge. Distribute them through your 
local theatre when the movie plays § 
your town. 


Call your newspaper. Tie in with 
the Artcarved national ads featuring 
Elizabeth Taylor. Set up tie-in dis- 


plays in your window. Customers will 





You'll sell more Artcarved diamond rings because of this nationwide promo- 
tion. It’s another feature of the great Artcarved Centennial campaign that’s 
helping make more profit for you. 


J. R. WOOD & SONS, Inc. 
216 East 45th Street, New York 17, N. Y. 


creator of Artcarve d and WOODCREST * diamond rings 


NEW YORK 








LONDON AMSTERDAM ANTWERP 


Beloved ly buds fer a hunted YOu (1850-1950) 


MEMBER 





s 
TRADE MARKS REG. 
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DIAMOND DIGEST 


Promotions 


Recent stories in business sections 
of newspapers and trade magazines in- 
dicate clearly that practically all 
industries, particularly those whose 
products are sold through retail out- 
lets, are more promotion-—minded than 
ever before. They see the vital need 
for publicizing their products in 
order to win consumer acceptance and 
the consumer's dollars. 


Without doubt the advent of tele- 
vision has much to do with these in- 
creased promotional activities. For 
teday, thousands and thousands of con- 
Sumers are buying television sets and, 
therefore, spend much less for other 
luxuries, as well as vital necessi- 
ties. 


Obviously, the jewelry industry is 
now facing the toughest competition in 
history. As a result, we must more 
than keep pace, promotion—wise, with 
other industries. But we must never 
lose sight of the fact that no matter 
how much is spent for national adver-—- 
tising and publicity, jewelers cannot 
derive full benefit from these ex- 
penditures unless they simultaneously 
promote items locally. 








It follows, then, that jewelers who 
want to increase the sale of diamonds, 
must promote sales. They must adver- 
tise. They must see that their adver-—- 
tisements are skillfully written and 
well illustrated. They must send out 
appealing "stuffers" devoted exclu- 
Sively to diamonds-—-such as Arnstein 
Brothers & Co. recently prepared for 
its accounts. What is more, jewelers 
must run periodic promotions and never 
fail to impress the public that their 
stores offer best values in diamonds. 











In this respect, Arnstein Brothers & 
Co. has been of invaluable assistance 
to leading jewelers throughout the 
United States, many of whom we have 
been privileged to serve for more 
than sixty years. We offer them every 
advice and cooperation on promoting 
diamonds. In addition, they know that 
in using us as their diamond source, 
they obtain best values at lowest com- 
petitive prices-—-prices that enable 
them to make sales and realize a good 
















































































profit. 
nels. UB ur, b~C 
DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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THE JEWELERS' 


ASHION, always a constant source 

of surprise and sometimes delight, 
has not approached the foot any clos- 
er than the ankle bracelet insofar as 
jewelry is concerned. But if ever toe 
rings become the rage, Mildred O. 
Peterson will have a head start on 
their styling, for they are a part of 
her collection of gems and precious 
metals from every part of the globe. 

Samples of her collection were re- 
cently displayed during one of Mrs. 
Peterson’s lectures at Highland Park, 
Illinois, and the roll call of jewels 
sounded like an index to the world 
atlas. Finnish pieces dated from 
the Crusades, Guatemalan wedding 
chains, and a Lapland wedding band 
were among the items arousing the 
most interest. Naturally, we look 
with suspicion on chains of any kind, 
but we cannot even toleraté the idea 
of them for weddings unless it’s pure 
symbolism for that stronger, invisible 
one that’s clamped firmly around 
one’s neck when the nuptial knot is 
tied. If they could be traced back, 
there are no doubt some fascinating 
stories connected with such expres- 
sions as getting spliced, wedlock, ball 
and chain, etc. 


© © 
[)Mocracy at work: After fifty 


years of listening to the town 
clock strike the hours in the Congre- 
gational church tower, townsfolk of 
Colebrook, N. H., voted to silence 


the bonging between 10 p. m. and 
7 a. m. 
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_ activity is getting on every- 

one’s nerves and people can’t be 
blamed either, for the invisible rays 
are not only penetrating invisibly 
into opaque objects but are also 
piercing more and more into our 
lives. The day is approaching when 
a Geiger Counter may be a part of 
every household in order to carry 
on in the face of the trials and trib- 
ulations of everyday life, for it might 
be necessary to examine flowers and 
vegetables bought to decorate our 
homes and our stomachs. 

The reason: experiments are being 
made with radioactive fertilizers— 
phosphates are being subjected to 
atomic rays. 

After distributing some of the fer- 
tilizer on innocent plants and vege- 





Something to Think About 





AVERAGE 
WEEKLY EARNINGS 


IN ALL MANUFACTURING INDUSTRIES 


$54.14 $96.44 
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tables, one man peeled off his rubber 
gloves and discovered a minor 
amount of radiation in his hands. 
As he passed the Counter over his 
wrist, the indicator nearly jumped 
off the dial. He hastily tore off his 
watch believing some of the fertilizer 
had lodged under the strap. It was 
then he remembered that he was 
wearing a watch with a radium dial. 

Which shows how testy you can 
get over these things. 


© © 


HEODORE S. GRAPE, Washing- 

ton, D. C., jeweler, has solved the 
problem that’s annoyed golfers ever 
since the Scotch invented the game 
—how to keep your eye on the ball. 
The answer is a 14K gold golf tee. 
Priced at $25, it has also been pop- 
ular as a gift for the professional or 
amateur who can drive a golf ball 
off an expensive watch without fear 
of smashing it. 


© © 
| bo the old days, universities had to 


cope with rather simple things 
comparatively. There used to be a 
rather Rover-boy quality about life 
in the American university circa 
1930, but that’s all changed now with 
the return of veterans and the great- 
er desire for education to cope with 
the increasing complexities of mod- 
ern living. 

It seems that the Eisenstadt Manu- 
facturing Co. in St. Louis supplied 
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Out latest first is the mystery of our history! 
June ISI 


FIRST [N MASS MAGAZINES 


July (G47 
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Washington University with gradua- 
tion keys. The keys were duly deliv- 
ered, enough for every student in the 
sraduating class. Just two days be- 
fore graduation, the Dean called and 
ordered another key and gave the 
initials he wanted on it. He was told 
that it would be difficult to have it 
there on time for the ceremonies and 
the company wondered why it hadn’t 
heen ordered before. The answer 
was. that a girl attending classes 
awaited a blessed event which happen- 
ed two days before commencement. 
After all, the Dean said, the baby was 
entitled to a key, too. 

We shouldn’t have to add that the 


girl was married, but we will. 
© © 


WOULD-BE thief almost got 

fooled and never knew it. While 
he was removing two bags from a 
parked car, the owner, a jewelry 
salesman, emerged from a store and 
yelled loud enough to cause the rob- 
ber to drop the bags and escape in 
a waiting automobile. Frustration 
would have been the robber’s lot— 
not a happy one—for the case con- 
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tained dummy watches whose works 
consisted of cotton batting. 

“If he comes back,” the salesman 
said, “Ill give him the works!” 


© © 
ranean a kitchen clock may be 


invented that will be a combina- 
tion of home freezer, stove, dish- 
washer, and water softener. At least. 
a jeweler in Stillwater, Okla., made 
a clock out of a frying pan, table- 
spoon, and eating utensils. House 
numerals were used in the dial and 
a knife and fork became the hands. 
The movement was taken from an 
old mantle clock in Washinka & Son’s 
store and aroused much interest at 
the 44th annual convention of the 
Oklahoma Retail Jewelers’ Associa- 
tion. 


> © 
UGENE FROMMEYER, Dean of 


Cincinnati jewelers, retired re- 
cently after a 68-year career in a 
trade of which he really knew all the 
tricks. When he was on the road 
many years ago and stayed at old- 
style hotels, he used to tilt the tran- 





“Twirl me around a few more times, Joe, my self winder is running 


down." 
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som at just the right angle so he could 
see the reflection of anyone knocking 
at the door. “If he looked suspicious, 
I refused to answer.” There was good 
reason for this—he used to carry 
from $75,000 to $100,000 worth of 
jewelry with him. 

Although the transom trick would- 
n't work in today’s hotels, there are 
a couple of other ideas that can bene- 
fit us today. “First I never talked 
‘shop’ to anyone except customers. 
If someone wanted to know if I were 
a jewelry salesman, I'd tell them I 
sold greeting cards. In hotels, if 
someone engaged me in conversation, 
I'd excuse myself and leave.” 


o © 


| ie rare that a jewelry store gets 

“the bird” or when the day’s first 
“customer is ejected. But that’s what 
happened when an unusual “shopper” 
wandered into the Cornell & Ream 
Jewelry store, in Belvidere, Ill., at 
7:45 a. m. Not withstanding a 
browse-around air, she was escorted 
out the back door. 

You just can’t treat a respectable 
hen pheasant like that! 

When jeweler Ream thought the 
bird was gone, he opened the front 
door to air out the store and in 
walked the bird in the casual manner 
to which she was rapidly becoming 
accustomed. This time he made a 
dive for her and the bird flew against 
a plate-glass window. Ream finally 
got her out and she evidently took 
her trade elsewhere, for she never 
returned. 

Which goes to show you how good 
the jewelry business must be. In the 
depression, we wouldn’t have given a 


nickel for the life of this bird. 


© © 


A RECENT UP report from Johns- 
town, Pa., proves you can't 
keep a good watch down, especially 
the large, gold, engraved timepieces 
popular at the century’s turn. 

George Varner was given a gold 
watch by his father in 1892. He lost 
it a few years later, before he moved 
to Los Angeles, where he died in 
1937. Before death came, he told his 
sons the watch would turn up some 
day. It did. Workmen clearing the 
land in a Johnstown cemetery found 
it this year and turned it over to 
Varner’s heirs. 
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-= is a new feeling in the world of 
fashion! It is being expressed in stunning texture com- 
binations, dramatic color contrast and, above all, in 
vibrant motion! Everywhere you look are pleats in pro- 
fusion, deftly swaying panels, capelets, fly-away stoles 
and fashionable flutter topping sliver-slim lines. There is 
lively movement in every direction! 

This same delightful feeling for movement, color con- 
trast and imaginative combinations pervades the entire 
picture of present pearl fashions! Banished to some for- 
gotten limbo are the innocuous little strands that choked 
the industry for so many years. Instead, we have de- 
signers creating with an eye to fashion, showing superb 
imagination, styling daring combinations of pearls with 
other jewels, blending rainbows of color, and starting a 
whole new fashion era for pearls! 

This trend for rich and imaginative pearl designs can 
help jewelers all over the ‘country to jump their sales 
returns. It provides a powerful sales tool combining, as it 
does, irresistible fashion with compelling traditional 
beauty. 

The best way to tell the pearl story is to take you, in 
the following paragraphs, to revisit some of the interest- 
ing people in the industry with whom I talked, and who 
sparkled with enthusiasm as they showed their newest 
pearl creations! Each one had something of interest to 
contribute, each one had designs completely different 
from all the rest, but there is an over-all feeling for move- 
ment, color contrast, and unusual combinations of jewel 
texture and form that show us a new trend is definitely 
underway. 
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New Styling in Pearls 


Swells the Tide of Their Popularity 


Glamorously attuned to new styles in dress, the traditional 
beauty and perennial acceptability of pearl jewelry is gaining 


new emphasis as an indispensable part of the fashion picture. 


by WINIFRED PARKER 


Illustrations by Peggy Christopher 


Pearls are flattering beyond compare to women of all 
ages. They have a quality of loveliness, almost intangible, 
that lights up the face of each woman wearing then, 
whatever her age or complexion tone. 

While discussing this quality with Mrs. Ruth Lerner, 
Fashion Director of L. Heller & Son for their famous 
Deltah and La Tausca lines, she made this sensitive obser- 
vation: “A pearl is a living jewel,” said Mrs. Lerner. “It 
is formed by a living creature, and like a flower, imparts 
the radiance of life to all who wear it.” You might pass 
this thought along to your customers, it cannot fail to add 
emotional appeal to the visual appeal of lovely pearls. 

Madame Majeska, talented designer for these two lines, 
works always with an eye to fashion. The Deltah line 
for fall is brushed with ornate beauty. There are cleverly 
simulated pearl combinations highlighted with gold for 
contrast. There are gold chains intermingling with pearls, 
woven gold braid blending with pearls in glistening 
beauty, and sometimes, bright strips of gold separating 
four or five pearl beads in fascinating repetition as they 
form a graceful contour necklace. These pearl and gold 
creations will dramatize to perfection the autumn-glow 
colors we shall see in fall and winter clothes . . . orange, 
apricot, orangy red, and rich earthy brown. 

Marvella has fashioned its complete fall line of lovely 
simulated pearls with a lavish touch of beauty and motion 
they call, “The Renaissance feeling.” The “Renaissance, 
you remember, was the time of a re-awakening to beauty, 
a period of artistic rebirth following the Dark Ages, and 
marked by a revival of classical influence. 


(Please turn to page 120) 
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Robert Liner's eye-catching shop is its own display and advertisement. 
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esigned for Master Craftsmen— 


This Store Sells on Sight 


ie the sidewalk superintendent, the Beverly 
Hills shop of master watchmaker Robert Liner repre- 
sents the culmination of the architectural arts. 

For, to attract maximum visual attention on a moder- 
ately unexciting street, designers Mark and Joyce Sink 
integrated the operation of watchmaking into a store 
exterior, creating a dramatic and unforgettable show piece 
which has been pointed out in leading architectural maga- 
zines. 

No one who ever explored the underhood of an auto- 
mobile, or poked a curious nail file into the works of 
some household appliance, could resist the lure of that 
glassed workroom with its three intent craftsmen bent 
over the intriguing machines of their trade. 

Almost unique in its scope, the new store unifies shop 
and display to become its own advertisement. Since 
Robert Liner’s is primarily devoted to the repairing of 
fine watches at the retail level, this unusual function re- 
quired an unusual layout. 

Neither a jewelry store, nor an intermediate approach 
to a jewelry store, the new shop had few architectural 
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precedents. Because of the inherent fascination of the 
watchmaking process, as well as to create confidence in 
the mind of the customer, it was stipulated the workshop 
be in full view. 

However, neither the functionability of the work area, 
nor the privacy of the watchmakers could be sacrificed. 
Since Liner’s carries several lines of famed watches as an 
auxiliary operation, adequate display and storage areas 
had to be incorporated into the design. To resolve these 
somewhat conflicting stipulations, Liner made a happy 
choice in his designers who approached this new problem 
of store layout with fresh and creative enthusiasm. 

Viewed from any approach, the Liner shop is eye- 
catching. To counteract its position on a side street be- 
tween two main shopping boulevards, they repeated the 
store name over and over, on the glass front, above the 
marquee, vertically, horizontally, and even within the 
store itself. Thus, “Robert Liner” is visible to motorist 
and pedestrian alike from each cross street. 

Essentially, the angled plate glass front that divides the 
store from the sidewalk acts as a frame only. The store 
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+5 its own display. Reading from left front, to right rear 
are: a placard sign suspended on ceiling-to-floor rods; 
a shadow box window through which the watchmaking 
operations can be seen; an examination bench, and a sit- 
down counter for potential watch purchasers. 

Thus, the store area is divided equally between staff 
and customer areas by a single, almost exactly diagonal 
line. Because of this arrangement, the workshop with its 
framed window, wide as the three benches, is visible both 
to the curious passerby and to the interested customer 
within. 

The wide window, while retaining a necessary degree 
of privacy and seclusion, provides the watchmakers with 
a view of the street and admits eye-saving sunlight to 
augment artificial illumination. 

The triangular work area formed by the diagonal 
division is an effective time and motion saver. By placing 
the timing machinery, telephone, and material cabinet 
together at the apex of the triangle, the designers made 
it possible for the worker to swing his chair around from 
bench to equipment without rising. Behind the workshop 
js an area designated as the “office.” This includes an 
examination bench and a desk for charging merchandise 
in and out. 

To eliminate wasted motion, a prime factor in this 


design that serves doubly as a work and sales unit, the 
desk and safe are built into the wall behind the bench. 
An extension hides the desk from the customer’s view. 

On the staff side of the counter are shelves for records 
and for completed work. This eliminates the outmoded 
watch rack and is another factor in saving time and 
motion. As much as an hour a day might otherwise be 
spent in dusting these watches, a procedure made unneces- 
sary by the use of this maintenance setup. 

Toward the rear of the store is a low, curved counter 
for the merchandising of fine watches. Of quilted silk 
fabric and brushed aluminum, with two matching chairs, 
it is designed for leisurely and intelligent selection of what 
is generally a lifetime companion. 

Blonded elm wood and green fabric are blended with 
a modern but unobtrusive color scheme of green and grey 
walls, rust ceiling and mottled brown asphalt tile. 

Indirect incandescent flush lighting has been combined 
with spotlights for night time display; concealed lighting 
behind a cove accents the rear wall. 

To scale the high ceiling down to the size of the mer- 
chandise, a false roof of corrugated aluminum was added. 
The same unusual material forms the curved rear wall. 
Fire proof, with an attractive grained surface that takes 


(Please turn to page 123) 
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Right: One unit acts as division 
between work and customer areas, 
as an examination bench, and as 
a display counter; incorporating 
the three functions of the Liner 
shop into an attractive whole. 
Above: The architect's drawing 
for the watchmaker's shop shows 
utilitarian simplicity of design. 
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Beverage sets, salad and punch bowls can make an eye-catching display. 


Vacation Windows 





lor a Profitable Summet 


UST as everyone complains about the heat 
without doing anything about it—so nearly everyone in 
the jewelry business complains about slow summer busi- 
ness. The difference is that something can be done about 
summer business. Contrary to a too generally accepted 
belief, there are other things sold in the summertime be- 
sides bathing suits and electric fans! In every jewelry 
store there are a great quantity of items which can make 
summer living pleasanter and when so presented in attrac- 
tive window displays, can make more profits for the 
jeweler. 

Summer is vacation time. Show your watches in vaca- 
tion settings with the sales plug that an accurate watch 
will keep the busy vacationer from missing any trains or 
any good times. Water-resistant and_ shock-resistant 
watches should, of course, be featured especially—with 
swimming and sporting atmosphere. Travel clocks are a 
good addition to these watch windows. Attractive cos- 
tume jewelry to add glamour to vacation clothes is an 
important item. And don’t forget that men-on-vacation 
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by VIRGINIA DIXON 


want to look their best so feature tie-clips, cuff links and 
such related items for them. Luggage, portable radios, 
handbags, wallets and key chains can all be featured 4s 
vacation accessories and necessities. 

Entertaining in the summer time calls for less formal 
atmosphere than during the winter and requires quite a 
different set of hospitality accessories. Beverage sets, 
salad bowls and sandwich plates are obvious selections 
to be featured. Other items which can be given a sum: 
mer-time angle are casseroles (an easy way for the hostess 
to prepare and serve a hot dish), bouillon cups and 
spoons (for jellied consomme), bowl or tray for serving 
ice cream with accompanying saucers, serving spoon and 
individual ice cream forks or spoons. All such electrical 
appliances as waffle irons, sandwich grills, toasters—even 
mixers if you carry them—should be played up as aids to 
cooler and easier meal preparation. Do more than just 
place these items in the window. Emphasize by means 
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copy cards and well-chosen accessories that this merchan- 
dise is timely and of special usefulness. Show silver, 
crystal and china services for summer parties in harmon- 
izing units with colorful linen doilies, flowers and candles. 

Since birthdays, weddings, anniversaries and new 
babies come round just as regularly during the summer 
months as any other time—a general gift window is a 
good bet for summer business. Pretty it up with unusual- 
ly attractive gift-wrapped packages. 

Keep both your windows and the store itself looking 
as cool and inviting as pussible. Flowers, ferns o. other 
green plants, cheerful colors, simple cool looking fabrics 
for backgrounds (rayons and smoothly-textured cottons 
instead of velvets and velours), simple uncrowded ar- 
rangements of merchandise will all help to achieve this 
result. 









Many items of flatware are particularly essential ip 
serving summer meals. The first of our display sketches 
suggests a window devoted to featuring these items in a 
variety of patterns with the suggestion that this is the 
time to fill in incomplete services with such items as 
dessert spoons, ice cream forks, iced tea spoons, ice tongs, 


Summer months need not be slow ones for jewelry stores if win- 
dows are keyed to the vacation season. Keep your windows cool 


looking and inviting with the items that go with the warm months. 





salad forks, tomato servers and so forth. “Fans” made of 
discs of light cardboard covered with fabric are used to 
show the flatware items in groups of sixes. Flatware can 
be wired to the fans attached to the background. Handles 
of painted wood are fastened to each fan and clusters of 
artificial flowers add color to the display. Narrow paper 
ribbon scrolls are lettered with pattern names. Pitcher 
and glasses, salad bowl and casserole are also shown. The 
fans should be colorful. They may all be the same color 
(Please turn to page 123) 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material Source 
Flatware Display 
Fabric for fans Local department store 
Flowers Local department store 
Copy card and ribbons Show card writer 
Watch Display 
Travel folder covers Local travel agent 
Fabric for covering panels Department store 
Copy ribbon Show card writer 





When people travel, good watches are needed and this summer display is a cool reminder. 
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Attractive displays keynote 
Norman's sales policy as may 
be seen from the interior of 
the store which reveals the 
attractive lay-out designed 
to keep everything displayed. 


Norman Kernis, store owner, takes care 
of all special order work in his office. 





The appliance section of the 
Norman store. 1000 customers 
pass through this door every 
week to make payments on their 
accounts and thus see all the 
jewelry on display. Norman's 
will sell them their jewelry. 











— week, more than a thousand people 
who are not in the immediate market for jewelry enter 
the premises of Norman Jewelers at 6355 South Halsted 
Street, in the heart of what is claimed to be Chicago’s 
busiest shopping center. 

Norman Kernis, store owner, in describing this situa- 
tion, points out that practically every one of these people 
is sure to want some item of jewelry some time in the 
foreseeable future. And when they do, Mr. Kernis feels, 
they will look first in a place they know—in a store in 
which they have confidence. And that will be Norman’s. 

The people mentioned above are customers of Norman’s 
appliance department, located in a separate, connecting 
store next door to the jewelry establishment. 

Kernis realized from the first day that he began selling 
appliances that this department was bound to handle a 
larger volume of customer traffic than jewelry. Realizing 
also that the great majority of his appliances sales would 
he on credit, he decided to establish his credit department 
in the rear of the jewelry store, so every customer would 
have to walk the full length of the jewelry store to make 
a payment. 


The proof that this policy pays off lies in the fact that 
Norman’s jewelry sales volume has risen substantially 
every year since the store was first opened in September, 
1939. This includes sizable gains during 1948 and 1949. 

When Norman’s began operations in 1939, the store 
occupied a 16 by 110 foot space. In 1942, a 16 by 40 
foot area was added in back of the store. And in 1945, it 
sprouted to its present 50-foot frontage with 110 feet of 
depth. The jewelry department has remained in the space 
which it occupied in 1942, with approximately twice 
as much space now devoted to the showing and selling of 
appliances. Norman’s modern optical department is 
located in the rear part of the jewelry store. 

This extensive appliance promotion, however, has not 
done too much to change the nature of Norman's as a 
credit jewelry retailer. Jewelry still accounts for the bulk 
of the sales volume. And diamonds are still the store’s 
major single source of revenue. Appliances, in effect, have 
just placed the whole operation on a larger basis. They 
have been the major factor in Norman’s traffic building, 
Kernis said. He revealed that the store has opened more 


(Please turn to page 124) 


Nilent Salesmen of Jewelry 


Norman’s Jewelers in Chicago, believed that appliance customers would return 
to buy jewelry if they were well treated, and the proof that this policy has 


paid off lies in their jewelry sales, which have risen steadily since 1939. 


by BENEDICT KRUSE 
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Norman's has separate entrances into the two departments. 
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All types of items are handled in the appliance section. 
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New Brandano earring outlines the entire 
ear, adjustable to individual size. Made 
in karat gold, gold-filled or sterling, set 
with rhinestones, plain or colored or com- 
bination of both. Distributed by Murgia 
Corporation, 99 Essex St., Lawrence, Mass. 





Coro's swirl earrings, left, 
are highlighted by a row of 
tiny gold dangles. They are 
equipped with Wingback 
fastener. Below: A circle of 
baguette rhinestones are 
suspended from a brilliant 
cut rhinestone ear button in 
this design by Walter 
Lampl, Inc., New York. 


Paris version of pendant earrings shows a 
slender thread of jeweled radiance drop- 
ping from ear lobe to shoulder and culminat- 
ing in a single pearl of dramatic proportion. 
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American version of glamorous pendant fashion 
is this six-strand cascade of sparkling rhine- 
stones ending in tiny pear-shaped drops. This 
Coro design also utilizes the Wingback holder. 











Increase in Importance 


Earrings rate high among women’s accessories that Ilcnd perfection and 
finish to her ensemble. Current fashion dictates that every woman have 
a “Wardrobe of Earrings’—a style and type for every occasion. 


Rancs on her fingers and bells on her toes, 
but—she shall wear EARRINGS wherever she goes! 
Even on the cover of JCK! 

The time is long past when one, two, or three sets of 
earrings could provide sufficient adornment for a smartly 
dressed woman. The tempo of today’s fashion calls for a 
complete wardrobe of earrings! 

The strongest point for merchandising earrings is the 
undisputed way in which they flatter the beauty of women. 
Earrings form sparkling frames for faces, and highlight 
the delicacy of feminine facial bone structure. They 
“point-up’ with dramatic interest the smartness of short 
hair-dos, and bring bright allure to softly longer hair 
styles. They reflect the sparkle in lovely eyes and reveal 
rich beauty in complexion tones. 

Earrings can be used to complement various types of 
facial contour, or to give change and balance when 
needed. For instance, a round face can be slimmed by 


wearing pendant earrings; an elongated face can be 
(Please turn to page 148) 





Distinctive design in tailored gold by Tri- 
fari is this set called “Lancelot'’ after the 
famous knight of that name. Drop earrings 
of the set are perfect length for short hair. 


Large baroque pearls with dainty seed pearls 
inside a gold leaf motif utilize the Wingback 
fastener which promises comfort with the most 
dramatic designs. Pieces shown here are Karu 


Jewelry from Kaufman-Ruderman Company, Inc. 


by PAT EDWARDS 





Pearls are always in fashion and this pendant 
tear-drop pearl suspended from a diamond-set 
scroll is popular for both daytime and evening. 





The Strength of the Industry . . . 


A message from the President of the National Wholesale Jewelers’ 
Association on the occasion of the Forty-Third Annual Convention 
of that organization in Chicago, Illinois, on June 5 and 6, 1950. 


| | NDOUBTEDLY, this message should deal with the outlook for jewelry busi- 

ness during the second half of this year. I am very bullish about that six 
months period, for I am confident that as soon as something is done about the excise 
tax, it will serve as a hypodermic to retail sales of jewelry. 





Nee. sales at all levels are the life blood of any business, but the maximum 

share of the consumer dollar can only be obtained if all branches of an 
industry are working together and if there is complete unity in that industry. If 

segments work independently for the furtherance of their own selfish interest to 
the detriment of the rest of the industry, all will suffer. 


I REALIZE that some groups within a trade do have problems peculiarly their 
own—the diamond and watch importers with the tariff, the jewelry manufac- 
turers with the stamping laws, and the like. But I have in mind major situations 
that affect everyone, whether he be importer, manufacturer, wholesaler or retailer. 
And when confronted by such a problem, beneficial results can be realized only by 
a united industry working for a sole objective. 


| HE two finest examples of this at the moment are the tax effort and the Jewelry 

Industry Council. At different times, certain groups have suggested various 
forms of tax relief that would benefit them particularly and might react harmfully 
on the balance of the industry. Concentrating all efforts through the Tax Commit- 
tee, corrective legislation will be realized, but if each segment had operated on its 
own, our jewelry industry would have gained absolutely nothing. 


Y OUR other immediate interest—the Jewelry Industry Council—is doing a 
splendid job for everyone in the industry. If you are not a member, you are 
enjoying a free ride on the other fellow’s dollar. Their work should be supported 
by all connected with the jewelry trade. All benefit, and only by the united back- 
ing of their efforts by the entire trade will a fair share of the consumer dollar go 
into jewelry channels. (The JIC address is 608 Fifth Avenue, New York City.) 








a ff ° 8 President 


THE NATIONAL WHOLESALE JEWELERS ASSOCIATION 
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HOWARD L. CARPENTER 


The phrase and philosophy of this article by 
Howard L. Carpenter is as interesting today as it 
was when first written and published in THE 
JEWELERS’ CIRCULAR-KEYSTONE nine years ago. 


Termed the “part-time Will Rogers of the 
jewelry industry,” Mr. Carpenter has many times 
gone to bat editorially for the cause of the whole- 
sale jeweler with which branch of the industry 
he has been connected for a half a century. The 
major part of his business career has been spent 
with the Albert Walker Co., Providence, R. I., 
wholesale jewelry firm, as trustee and manager. 
The first of this year Mr. Carpenter announced 
his retirement from active service with that firm, 
continuing his services only in a consulting 
capacity. 

At the time of his retirement, Mr. Carpenter 
was honored and presented with a silver tray by 
the Jewelers’ Board of Trade for his long and 
faithful service to tim. organization. He served 
the Board of Trade as its president in 1939, 1940 
and 1941, and has been a director since 1933. 
Prior to that time he served two terms as presi- 
dent of the National Wholesale Jewelers Asso- 
ciation from 1935 to 1937. 
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= is neither an apology nor an alibi. 

We do not ask you—we tell you. We furnish both 
question and answer. Others take care of production, 
We wangle the distribution. 

Some would-be master of conversational horse-play 
lists the wholesaler’s pedigree like this: 

“Middleman, n.g., Sired by Chiseller, damned by Ulti- 
mate Consumer.” 

Just 100 per cent wrong, like most race follower’s 
tips. 

Middleman is the legitimate offspring of those grand 
performers, Convenience and Efficiency. He has speed, 
stamina and staying power. He has been, and will con- 
tinue to be the most consistent performer in his field. 





WHAT IS A WHOLESALER? 


He is a sort of universal joint. Sometimes after stock- 
taking he admits he has been maintaining a universal 
joint. 

However, what we mean is that he receives from the 
main shaft and transmits smoothly and efficiently in the 
various required directions. 

Our dictionary says a wholesaler “sells goods in large 
quantities, in the mass, hence without discrimination.” 

It is funny, but we thought that last clause applied 
not to wholesalers as a class, but to our competitors— 
those friendly enemies who can dope out so many cute 
methods of beating our throw to first base, or stealing 
home while their coach distracts the umpire’s attention. 

We define a wholesaler as an earnest and well-inten- 
tioned member who buys goods in large quantities, (with 
more or less discrimination) from the manufacturer, and 
sells goods and service, (too often with fau!ty discrim- 
ination) to the retailer, and to the retailer only. 
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HAS THE WHOLESALER A REASONABLE ALIBI FOR 
EXISTENCE? 

Is he a blot or an excrescence on the business land- 
scape ? Indispensable or unnecessary? A trade bene- 
factor or a racketeer ? 

When this writer hitched up with wholesaling, the 
middleman was being shoved around ad libitum. There 
was much careless talk about his elimination. 

A shoe manufacturer whose name is forgotten, and 
whose business demise probably occurred many years 
ago, had a truck parading our streets carrying a calf, 
and a sign reading “From Me To You,” implying that 
he (or the calf) had worked distribution down to bed- 
rock. 

If a dumb customer tried to get his shoes directly 
from the calf without any middleman, his biological 
designation should have been changed from a feather- 
less biped to a long-eared quadruped, and the sign made 
to read “From Bovine To Assinine.” 


ELIMINATE ALL MIDDLEMEN AND YOU WOULD CRIPPLE 
MODERN CIVILIZATION 

Think it over. Most of us are middlemen. If you 
eliminate one you bump into another, and the question 
is how many can you spare, and how soon will it hit 
your business. 

It goes back to antiquity. You may reply by messing 
up an old rhyme, and asking: 

“When Adam delved and Eve span, 
Who was then the middleman?” 

The answer is “nobody just then,” but when their 
two sons came along specialization began—and compe- 
tition. One was a herdsman and the other a husband- 
man, and when men began to specialize they began to 


need someone to market their product. That was the 
cue for the middleman’s entrance. 

Thus, the middleman entered way back in the past, 
and will continue long into the future. 


THE WHOLESALER IS ONLY ONE RECRUIT IN THE ARMY OF 
MIDDLEMEN 


He did not horn in to steal or destroy. He was called 
in to assist in distribution. 

He is not a monkey wrench in the gears, but an essen- 
tial part of the mercantile machine. 

He is neither a saboteur, a grafter nor a chiseller. 
He does certain things because he can do them better 
and more economically than anybody else. 

Before you are up—probably before you are awake— 
the first middleman of the day arrives. He brings the 
milk; but before that he had to contact another middle- 
man who persuaded the contented cow to give down. 
You could cut out those middlemen and do your own 
milking, if you knew how. 

Then another one brings your copy of the Morning 
Horoscope. You can eliminate him and get it hot off 
the press yourself, if your alarm clock went off early 
enough. 

All day long you are confronted and assisted by 
middlemen, until finally you tune off your middleman 
who brings the radio program, lay aside your detective 
yarn which you got, not from the writer or the pub- 
lisher, but from the book-selling middleman, drink your 
Ovaltine from the middleman who carries a few drugs 
in his department store, and eliminate the cares of the 
day on a pillow which you did not obtain directly from 
the goose, but from another middleman. 

(Please turn to page 126) 
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The diamond counter in Crowder's 
concentrates on nationally known 
lines, for they have proved to be 
the best sellers to the undergrad. 
uate market of this college town, 


by R. W. LEWIS 


A Diamond Merchandising Program 


Tailored for Undergraduates 


Jeweler Whittingham, owner of Crowder’s in Boulder, Colo., claims 


the honor of selling more diamonds per capita than anyone else in 


the United States. Here are his effective operating methods. 


A DIAMOND merchandising program, aimed 
at college students, which uses as “ammunition” national 
brands, and a number of novelty services to customers, 
last year won for A. W. Whittingham, jeweler of Boulder, 
Colorado, the honor of “selling the largest number of 
diamonds per capita of population of any jeweler in the 
United States.” 

Jeweler Whittingham, whose store, Crowder’s, has 
been operating for 40 years in this Colorado university 
town 40 miles from Denver, was scarcely surprised by the 
award—inasmuch as the sponsoring firm had been so 
pleased with his merchandising methods in the year previ- 
ous that several New York headquarters representatives 
had visited the Colorado store. He has received many 
congratulations and compliments from various levels of 
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the diamond industry, and many other jewelers located 
in “college towns” are following suit with adaptations of 
his operating methods. 

Whittingham took over the Boulder store 10 years ago, 
at a time when the university complement was something 
like 4000, and since that time has watched a steady growth 
of western population, ex-G.I. scholarships, etc., build the 
student body to more than 9000. Here, he felt, lay his 
principal market, inasmuch as the city of Boulder itself 
has only 18,000 population. Consequently from the first 
day, his promotion has been aimed “at the young folks” 
and primarily at the diamond purchaser and the pros- 
pective bride. 

Unlike many jewelers who prefer to identify diamonds 

(Please turn to page 128) 
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Use this ‘‘Diamond Cutting’’ Display 


in your window and on your counter 








Keep diamond sales 
coming your way 


Tie in your sales efforts with the diamond promotions that 
are working for you. They include... 


ADVERTISING supporting the engagement ring tradition— 
in leading national magazines. Advertising stressing the 
fashion significance of diamonds—in outstanding fashion 
publications. 


PUBLICITY in newspapers, magazines, on the radio. 


MOVIES—‘‘The Eternal Gem’’—to show in your town. Write to 
Association Films, 347 Madison Ave., New York 17, N. Y. 


LECTURES throughout the country. 


DIAMOND SALES MANUAL . . . Helpful FREE booklet, ‘‘More 
Dollars from Diamonds.’’ Order from Diamond Promotion 
Department, The Reuben H. Donnelley Corp., 305 E. 45th 
St., New York 17, N. Y. 
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= interesting, educational display shows the 
evolution of the gem stone from the “rough” to the finished 
58-facet “brilliant”? cut diamond. There are 9 accurately 
cut oversize glass models, each with a handy metal stand, 
and appropriate descriptive card. There is also an informa- 
tive brochure covering each model and the various stages 
of cutting. It’s a set you'll use for years on end, for window 
and store displays, and for describing the intricate diamond- 
cutting operations to prospective customers. 


Made in Czechoslovakia, this set comes in a handsome, 
sturdy box with velvet trays. Cost complete is $60. 


Order from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 East 45th Street, New 
York 17, N. Y. 


De Beers Consolidated Mines, Ltd. 
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A Mineralogist Views 
(gems at the Point of Sale 


Second and concluding part of an article designed to help jewelers instill 


more “buy appeal” in their gemstone merchandising by passing on to cus- 


tomers an appreciation of those gem qualities which merit the asking price. 


J EWELRY stones play remarkable tricks with 
light. And that is the reason why scientists and factually 
minded persons are impressed by them, while the more 
romantically minded are usually more affected by the 
role gems have played in history. However, mineralo- 
gists place little value on stones over which great battles 
were fought just because of that fact, and pooh-pooh the 
legends of bad luck which accompany so many world- 
famed stones. But if they seem a bit cold blooded, they 
have sound reasons for preferring a natural gem to a 
piece of glass, as would most people if they were better 
informed about the unusual properties of gem stones, 
whether they are the finest of diamonds or the least 
expensive of quartzes. 

Mineralogists belong to a group of customers almost 
wholly neglected by jewelers; that group of nature-minded 
people who buy hundreds and thousands of bird and 
flower books every year, those who have hobbies that 
lead them to night school classes and hobby crafts like 
making their own radios and telescopes. A small part 
of this group includes those who are impressed by the 
remarkable character of crystals and their properties. 
They can look at green tourmaline and see just what 
qualities make it different from a piece of green glass 
or green synthetic spinel. They see that an iolite or 
water sapphire can be cut in three different directions 
to show three different colors depending upon the direc- 
tion of the cut. A zircon or peridot may be water clear, 
but looks fuzzy when we look into it. 

Since the properties found in various minerals used 
as gems can be observed in no other substance than 
those of which they are typical, that is why this group 
of hobbyists finds interest in specific stones. It is the 
intellectual appeal of an unusual gem which gives it favor 
in their eyes. And certainly this is a more intelligent 
attitude than a simple purchase of a better known stone 
whose charm is apparent to everyone. 

One reason that jewelry stones appeal to mineralogists 
is the property of brilliance that certain ones possess. 
This is related to what is called refraction or bending 
of light when it passes from air into the stone. Nearly 
everyone has noticed refraction when they place a straight 
stick into clear water and observed how it appears to 
bend. Of course, brilliance is also related to the clarity 
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by FREDERICK H. POUGH, Ph.D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 


of the substance, but for the purpose of this explanation, © 
that can be disregarded. j 

Man-made glass, for instance, varies in refractive index | 
quite a bit. In other words, the degree of bending of | 
light is greater or less according to the type of glass, | 
Some hard glasses go up to 1.73, while others, mainly © 
soft, go even higher. The refractive index of diamonds — 
is 2.42. But glass is not hard and consequently won't © 
wear, while a diamond is literally the hardest of all sub- 
stances. Diamonds are ideal for the role they have to 
play; durable stones for hard wear. 

In addition to the great brilliance of diamonds, they 
also possess the property of dispersion which is the 
ability to break up a beam of white light into its many 
colored components. While other stones have this prop- 
erty, some to an even greater degree, none has the dur- 
ability of the diamond. 

Two other properties found only in crystals, are pleo- 
chroism and dichroism. They are remarkable for the 
effect they have of making a single transparent stone 
show two or three different colors, depending on the 
point of view. Diamonds, garnets, and spinel do not 
show directional color variations, because they belong 
to a certain crystal group; other gems such as emeralds 
and rubies may show only a slight difference in color, 
but they are still important because if the lapidary dis- 
regards them, the final color of the polished stone may 
just miss the peak of desirability. 

Naturally, stones which show very strong directional 
differences in color interest mineralogists the most. Light 
striking these crystals is forced into two planes different 
enough to cause two distinctly colored rays to emerge; 
and because of the cut of the stones, the sides may differ 
in color from the ends. Not many common stones show 
this very strongly. Probably the best example is the 
tourmaline which is most often almost black at the ends 
and green at the sides as a result of almost total ab- 
sorption of one of the rays. Polaroid has the same char- 


(Please turn to page 151) 
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was prepared to yield 
the twelve beautiful 
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The integrity of the House of Harry Winston » 


means to vou... confidence .. . 


.. confidence that your requirements will be met 
fora continuous source of evenly eraded diamonds 
of an exact color. quality and size... from the 


smallest melee to the largest sizes... 


confidence that our large volume and rigid 
manufacturing controls will give you prices that 


challenge the industry ! 


. confidence . . . and prestige. too... for we 
acquire the most fabulous and highly publicized 


of the world’s diamonds... 
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Creative Ability Shown in Student Designs 


Top left: Platinum diamond and emerald brooch by G. M. Crocco, first prize 
winner; Center left: Pin by E. R. Bush, third prize; Lower Jeff: Earring 
by H. J. Lepere, second year; Center: Necklace by A. A. Tramontano, first 
honor; Lower center: Diamond and platinum brooch by S. Berger, first year; 
Upper right: Platinum, diamond, gold and pearl brooch by W. L. Maglieri, sec- 
ond prize; Lower right: Diamond-gold brooch by P. F. Bounincontri, first year. 


Win their usual high standards of crafts- 
manship, students of Christian A. Jakobb’s class of 
jewelry design displayed their work at the annual exhibit 
on April 6th at the Mechanics Institute, 20 West 44th 
St., New York. 

While the aim of the course is to give a working knowl- 
edge of the simpler forms of decorative art as applied to 
jewelry, pupils who complete the course are actually much 
more advanced in the theories of jewelry design. 

No limitations are imposed on what type of designs a 
student must make for the annual exhibit, a policy which 
allows plenty of room for exercising creative ability. And 
the creative urge was definitely not lacking in the students’ 
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work at this year’s exhibit. Many of the designs showed 
the influence of the modern masters of painting and re- 
vealed a trend away from conventional jewelry designs. 

Christian Jakobb has been associated with the jewel- 
ry industry for many years and his students’ work re- 
veals how much they have benefitted from his long 
experience and patient teaching. The fact that thousands 
of people visit the exhibition annually is proof enough 
of the high regard for Jakobb who tells many interesting 
stories about students who have gone from his classes to 
outstanding success in their fields. 

The designs shown in this article indicate that the 
tradition of success will not be broken. 

(Please turn to page 196) 
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Show your customers a 
conventionally polished 
diamond and the 
Circle of Light Diamond. | 
Let them look at both. 
They will actually SEE 
the greater size 
appearance, greoter 
brilliance, greater 
loveliness caused by 
the continuous, 
completely polished 
girdle of the Circle of 
Light Diamond. The sale 
is clinched when they 

understand that | a 

this EXTRA VALUE 

costs no more. 


Scientific tests made. by 

Bausch and Lomb Optical Co. 
show the Circle of Light Diamond 
to exhibit greater life. 


62 WEST 47th STREET, NEW YORK CITY, N. Y. 


Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 











Repairs Can 


Top Your 
Best Seller 





List 
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Wentz at work at his repair desk, on the side of which is hung Norman 
Rockwell's famous painting of the watchmaker and the boy which he did 
for the Watchmakers of Switzerland at the Wentz store in Hollywood, Cal. 


Wentz’s reliability and competent workmanship have compelled movie stars 
to ask for his autograph and those reasons are why he sells more new 


merchandise by featuring repair work than by sales and promotions. 


by PHILIP BRENTON 





I. Is not located on glamorous Hollywood 
Boulevard and the store itself is not pretentious, but 
Wentz Jewelry Store, 1640 Cahuenga Blvd., Hollywood, 
Calié., is a Hollywood institution just the same. One 
entire wall of the store is covered with autographed pic- 
tures of famous movie stars, most of them bearing a per- 
sonal message to owner William F. Wentz. When Norman 
Rockwell painted his famous picture of the watchmaker 
and the boy for the Watchmakers of Switzerland, he 
selected this store as the setting. 

“There is still a place for the old-fashioned jewelry 
store,’ explains Wentz. “Nowadays it seems that most 
jewelry is sold on credit because of increased buyer 
resistance, but I operate on the old principle of getting 
people into the store and gaining their confidence through 
an honest and competent repair service. 

When these people want to buy something new they will 
come back to me because they have learned that I am 
reliable. 

“I think we sell more new merchandise by featuring 
repair service than we would by promoting the new mer- 
chandise. People are not going to throw away their old 
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jewelry just because it needs repairing. They are going 
to find a place that will do the necessary work, and there 
are a lot more people who are prospects for repair work 
than there are ones who are prospects for new jewelry.” 

Wentz has found that featuring repair service carried 
him through recessions in fine shape. It is common 
knowledge that the dry cleaning business always picks up 
in tough times because people try to make their old 
clothes last a little longer, and exactly the same conditions 
apply to jewelry. This little shop does a $1,000 a month 
in repairs in spite of the fact that the film business is 
going through one of its worst times. 

“The old-fashioned jeweler was like a physician,” ex- 
plains Wentz, “because he was sustained entirely by his 
reputation. It is our reputation alone that holds the cus- 
tomers we have and brings us new ones, because we 
never do any promoting or advertising of any kind.” 

One of the reasons that Wentz has such a large and 
loyal following among the movie stars is that he charges 
them the same prices as anybody else that comes into the 
store. Movie stars are known to receive fabulous incomes 

(Please turn to page 127) 
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Take Advantage of Your Advertising Mats 


Based on her many years of background and experience in 
promoting manufacturers’ mats and mat services, the author 


gives herein many useful hints to help jewelers everywhere. 


by GOLDALIE FRANK, President 


Contempo Agency, Inc. 





Au too frequently the weakest link in a 
jeweler’s promotional campaign is his newspaper ad- 
vertising. Unfortunately, he will not devote the small 
amount of additional time necessary to be sure that his 
ads are properly prepared and released to the news- 
paper. Many jewelers buy good mat services and then 
lose thousands of dollars worth of valuable business be- 
cause they fail to utilize properly the mats they receive. 
Also, many manufacturers supply mats that include ex- 
cellent ads or individual illustrations that a jeweler can 
use to good advantage, but instead, many jewelers ignore 
them or use them ineffectively. 

Whether you pay for the mat service material you use 
or obtain it gratis from manufacturers, the important 
thing to understand is what this advertising material will 
do for you. Mats may be created by the best artists 
and copywriters in the business, and they still will have 
no value unless the user knows how to apply them to his 
specific needs. 

Here’s what you can do to better understand your 
advertising problems and help solve them. Of course, 
there’s no sure cure-all. However, if you take the time 
to review your merchandising in relation to your ad- 
vertising, it will prove of inestimable value to you. 

First, carefully analyze your store, your potential as 
well as your actual market, and the part you play in com- 
munity service. All retailing is based on friendly ser- 
vice and you must do your part. Your advertising is a 
good medium in which you can succinctly express this 
thought. Occasional institutional ads convey this feeling 
directly; however, all of your advertising should indicate 
sincerity, reliability and inspire confidence. For the 
most part the merchandise you sell represents an invest- 
ment that customers consider seriously. You must al- 
ways gain and keep their confidence so that they will 
continue to buy from you. 

Study your market and direct your promotions ac- 
cordingly. For example, is there a growing trend towards 
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more factory workers in your community? If so, slant 
your ads so that you may benefit from this changing 
market. Discover what type of merchandise they want 
and get it for them. Then advertise it in such a way that 
the illustrations, the copy, the caption and the layout will 
appeal to that type of prospective buyer. If, on the 
other hand, your market comprises more of a white 
collar class, or housewives, then plan your campaign to 
coincide with that. But you must understand completely 
in just what direction your potential market lies. Get 
some statistics from your local Chamber of Commerce. 
You may be surprised to learn how your town has 
changed, and you will then want to translate your own 
thinking to follow more promotional lines. Advertising 
is one of your best weapons and you must use it wisely. 

Regardless of the size of your budget, you must release 
good ads to the newspaper or the money you spend is 
wasted. It may even do you harm if it creates. the wrong 
impression in the minds of the readers. Take time to 
consider wisely what you put into your ads so that you 
may get the most out of your advertising dollars. 

A vital consideration also is the selection of a mat 
service that properly conveys the character of your store. 
It’s important to have a good mat service which is ex- 
clusively for your use in your city. This will not only 
insure individuality in your advertising but also the 
cumulative value of continuity. Remember your mat 
service should not only reflect the type of store you are 
but also the kind you want to be. It must be sufficiently 
flexible to meet your specific requirements. Often, the 
addition of merchandise illustrations furnished by manu- 
facturers will make your ads more specific. Unfortun- 

(Please turn to page 150) 
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The important thing is to present your 
advertising story properly. Your adver- 
tisements are your silent salesmen that 
reflect the character of your store. As 
these examples show, you can put your 
store at the top of your community by 
proper application and the right slant. 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 














Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 



























Pe STAR SAPPHIRES. Sa MmRetPERRTS care tys 


We have a large stock of Precious Stones, mounted and unmounted from 
which to make your selection. Let us cooperate with you on your special calls. 


JEROME RICHHEIMER Vinc. 


608 Fifth Avenue preresSoir k ew York 20, N.Y. 


THE MOOE* * Reg. U. S. Pot. Off. 
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University District 


Promotes a Better Business Climate 


Part Ill: They Initiate Their Advertising Campaign 





Most recent advertising medium used by 
the University District retailers was 
billboards which stressed department 
store comparison, convenience of eve- 
ning shopping and free parking facility. 


on advertising program initiated by mer- 
chants of the University District’s Commercial Club in 
Seattle, Wash., was designed to accomplish one primary 
objective: to increase the flow of foot traffic into the 
District’s business center. If this objective could be 
achieved, increased store sales of all District merchants 
would inevitably follow. 

To accomplish this very desirable purpose, Chairman 
Ray Eckmann and the members of his advertising com- 
mittee had to decide first, just what points they should 
emphasize in their advertising in the various promo- 
tional media. There were three main points which they 
decided should be repeated in all group advertisements. 

First was the variety and completeness of the District’s 
merchandise and services. Their purpose here was to 
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point out that all shopping needs could be satisfied in 
the District. To emphasize this, they coined the slogan 
“Like a Department Store Eight Blocks Long.” 

The second point was the convenience of shopping on 
Thursday evening, the “Family Shopping Night.” Vir- 
tually all District merchants stay open for business on 
Thursday evening of every week throughout the year. 
This service, which was initiated by the Commercial Club, 
enables husbands and wives to shop together on this one 
night of the week. 

The third main point was the free parking service 
described in the preceding article of this series (May, 
page 130). 

In addition, a regular program of seasonal community 
events was laid out, aggressive promotion of which the 
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IF YOU'LL SELL THE BEST 


. - in Cultured Pearls 
the BEST is IMPERIAL! 
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_,. the only Cultured Pearls 
REGISTERED AND INSURED 
for the protection of 
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+. Richly Packaged 
PEARL SYNDICATE "@ NATIONALLY AND INTERNATIONALLY 
»“ ADVERTISED AND ADMIRED 
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5 North Wabash Avenue, Chicago, Illinois é, at two world e meee 


607 Fifth Avenue, New York 17, N. Y. 
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Newspaper advertising takes the form of a 
shopping column, by-lined by the fictitious 
Nancy Neal, and front-page box emphasizing 
conveniences offered to District shoppers. 


new budget made possible. These include such events as 
Spring Opening and Fall Opening, including spring and 
fall fashion shows and special “weeks,” and the Christ- 
mas promotion. The latter promotion is budgeted sepa- 
rately, with funds raised independent of the regular ad- 
vertising budget. 

The job of effectively advertising these basic points and 
seasonal events, Eckmann and his committee decided, 
could best be handled by experts. They therefore turned 
over this part of the program to the Pearson and Morgan 
Advertising Agency. In this way, they made sure that 
the money would be spent wisely and properly. The 
media which the agency selected were radio, some news- 
paper advertising, billboards, and bus cards. 

With radio, a program called “On the Avenue with 
Nancy Neal” was inaugurated. A 15-minute program 
broadcast once a week, it described the discoveries of 
the fictitious “Nancy” in her imaginary weekly stroll up 
and down University Way. That street is popularly known 
to District residents simply as “The Avenue.” 

Typical of the radio script with which this program 
went on the air, is the following excerpt: 


ORGAN: “ON THE AVENUE.” 

ANNCR: The University District presents—On the 
Avenue, with Nancy Neal and Bob Raymond. 
Every Thursday morning they go strolling 
up and down that main street, which is like 
the aisle of a department store eight blocks 
long. Nancy shops for good buys, while Bob 
keeps her musical company, like this: 
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VOCAL: “ON THE AVENUE,” 

BOB: (WHISTLES) Here comes the fairest lady 
in the Easter Parade. It’s Miss Nancy Neal, 
in person. Hiya, Nancy. 

NANCY: Good morning, Bob Raymond. Like my new 
blouse? 

BOB: It’s plenty all right, Nancy. 

NANCY: It’s one of those new Cohoma pure-dye silk 
prints ... and I found it on the Avenue. 
We'll see a whole collection of these fascinat- 
ing new prints later on. And this morning 
were going to see the whole Easter Parade 
... everything from flirtatious petticoats to 
a shoe with a double ankle strap. 

BOB: Sounds interesting. When do we start? 

NANCY: We start—right now, because here’s that 
parking ticket. I'll get it stamped where we 
shop today .. . then turn it in here in the 
huge parking lot for two hours’ free park- 
ing On The Avenue. Come on. 


This program ended with the following announcement: 


ANNCR: You have been shopping with Nancy Neal 
and Bob Raymond. Every Thursday morn- 
ing at this time they invite you to stroll with 
them “On The Avenue.” And Nancy Neal 
says, “North End Residents, be sure to look 
for the University District Herald, delivered 
to your door today.” On The Avenue is pre- 

(Please turn to page 149) 
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4 AQUAMATIC “65” — 17 jewels. Self-winding, water- Feature these great WATE RPROOFS* 
proof, shock-resistant, raised gold figures or radium 
} dial, sweep second hand, 10kt. natural all gold filled for greater pro fit s! 


case, genuine Alligator strap. Resale $65.00. 


AQUAMATIC “B”—same as above, with all steel ' 
a luminous dial. Resale $54.45. Search wherever you will — nowhere will you find a 


more effective lineup of fast-selling waterproof watches 


B ACURATOR — 17 jewels. Outside regulator. Water- 
prom’ shock-resistant, non-corrosive top, stainless steel for profitable summer sales. For these popular nation- 
} 


ack, radium dial, waterproof strap. Resale $39.95. ally advertised CROTON creations have what it takes— 


Same as above, with all steel case........ Resale $45.00. ; 
quality-wise and price-wise—to produce quick business 


€ No, "400" —17 jewels. Waterproof, shock-resistant, and very satisfactory business. So be among the lead- 
non-corrosive top, stainless steel back, radium dial, nate 
waterproof strap. Resale $29.95. ing jewelers who will feature them this summer. Your 


pom order will receive prompt attention. 
D AQUAMAID “8” — for women. 17 jewels. Waterproof, 


shock-resistant, non-corrosive top, stainless steel back, 
radium dial, genuine Alligator strap. Resale $33.50. 


E AQUAMATIC “T” —17 jewels. Self-winding, water- 
proof, shock-resistant, non-magnetic, radium dial, 
stainless steel back, waterproof strap. Resale $39.95. 


All prices include tax 





* Croton waterproof watches remain waterproof as 
long as the crystal is intact, the case unopened. 
Only a competent jeweler should replace the crys- America's Most Comprehensive Watch Line 
tal or close case to restore waterproof quality. 








CROTON WATCH COMPANY, Inc. ® Fine Watches Since 1878 * 48 West 48th St., New York 19, N. Y. 











20th Century Glass at the 


Metropolitan Museum 


- exhibit of outstanding American and 
European glassware made since 1900 at the Metropolitan 
Museum of Art in New York evoked high praise from the 
critics, and the museum deserves special commendation 
for assembling such a superb collection. 

Under the direction of Hugh J. Smith, Jr., research 
associate in glass at the museum, the display has at- 
tracted a large audience since its opening on April 21. 

A great variety of form and decorative technique is 
represented in the pieces ranging from traditional glass 
bowls, vases, tableware, and accessories to fanciful glass 
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Visitors viewing the exhibit of American handmade 
glassware at the Metropolitan Museum of Art's 20th 
century glass show, which has attracted substantia] 
audiences and been highly praised by critics. Shown 
here is the display of A. H. Heisey & Company, Ney. 
ark, Ohio, that is well known for its fine designs, 


Below: Crouched panther designed by George Che. 
valier for Baccarat. An outstanding example from 
the French school, the forerunner of much of to. 
day's fine glass, which developed new techniques 
and designs differing radically from those of the 
established glass houses at the century's start. 











A vase designed by Simon Gate of the Orre- 
fors company, one of the great glass firms 
of Sweden. Gate cultivated the fine art 
of engraving to a rare degree of excellence 
as can be seen from this beautiful design. 


A bookend designed by T. Clarence Heisey, 
Jr., of the American firm A. H. Heisey & 
Company, a firm that has shown original 
and striking designs which have placed 
American glassware among the very best. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








- oO ww 6 











es 


WHEN ORDERING 


WHY NOT SAVE 
TIME, TROUBLE »» EXPENSE .. . 








‘ 
- 
5 
E : 
; » 
A 
} a $zi'} 
$2 802 +f ‘ 
1950 Ah f 
pris $i ¢2 5 a 
i ny ie¢ #24 é 
ee a3 3 
SURRIEsRET EC” 
; tif? itt 7 
Bw iiss : 
+ £8 Uzi 
S oe fhe ft 
> BRTEST SI 
' ie! 3 ee 
{ Sigg ; 
H 3 ee | 
‘s e¢ ; 
eae. ; 
Hipgiis 
pi fess see 
H Fy ¥ a ; 
pi3 4 ee 
i ; S22H ; 
RT i igs  ¥ 
ad Jit hd : 3 
NPE Bs: eee } 
ice B >] : 
i hee “eh ; 
H fe F is # ; 
‘ 34 by 
’ 
é ; 


DIAM 
WA TcHES. LS; SILVERWARE 
JEWELRY oO MATERIAL 
NOVELTIES Lm oxo} ix 


og Reved 45 OPTICAL 








CONTINUING 














A. Becken 60. 


AMERICA'S LEADING WHOLESALER 
P. O. BOX ! 


CHICAGO 90, ILL. 


DALLAS * DENVER + DETROIT * NASHVILLE 




















115 


FOR JUNE, 1950 














Tableware designed by Edward Overton 
Jones for James Powell Ltd. of White- 
friars, the English firm which has re- 
vealed a great flair for designs noted 
for their fine simplicity and _ clarity. 


(Photograpns courtesy Metropolitan Museum of Art, New York) 


animals and radiator caps. Examples of molding, cutting, 
enameling, and engraving are seen in the work of many 
craftsmen from the great glassmaking centers of France, 
Sweden, Austria, Holland, Belgium, Italy, England, and 
the United States. 

Outstanding contributors from the United States include 
the late Louis C. Tiffany, Fostoria Glass Co., A. H. Heisey 
& Co., United States Glass Co., Duncan and Miller Glass 
Co., Imperial Glass Co., and the Steuben Division of the 
Corning Glassworks. Tiffany originated a type of glass 
called “Favrille” at the end of the 19th century in which 
he produced translucent color variations similar to the 
irridescent effect of ancient glass. 

Smith describes the glass made in France at the close 
of the last century as the forerunner of much of today’s 
fine glass. New techniques and designs were developed 
which differed radically from those of the established 
glass houses of the period. 

René Lalique, Parisian jeweler of the 1890s, was one 
of the greatest contributors to modern glass design. Ex- 
amples of his work in the exhibition include several 
unique pieces made by the cire perdue process in which 
glass is poured into a clay mould. Lalique was the 
first to use glass with ordinary building materials and 
exploited the functional possibilities of glass in com- 
mercially practicable doors, panels, walls, lighting fix- 
tures, and radiator caps. 

Swedish glass on view includes pieces from three of 
the best known factories: Kosta, Orrefors, and Strom- 
bergshyttan. Designs from Kosta are done in colorless 
glass that is brilliantly cut and often relieved by deli- 
cate strands of colored glass. 

Orrefors has several distinguished designers whose 
work is shown. ‘These include Edward Hald. Viktor 
Lindstrand, Edvin Ohrstrom, and the late Simon Gate 
who cultivated the art of engraving to a degree of rare 

(Please turn to page 130) 
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The exhibits at the Mumeum were tastefully and well 
arranged under the supervision of Hugh J. Smith, Jr., 
research associate in glass. The exhibit which began 
on April 2Ist, featured pieces loaned by U. S. and 
European glass companies and by private collectors. 








Brierley English crystal. Brierley is 
known for its outstandingly fine forms 
in crystal such as these of the display. 





Bowls from Fostoria Glass Co., another world-famed U. S. 
firm, which has been among the leaders in developing 
superb pieces of glassware that reveal excellent style. 
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Can You Help Me? 
My Display Problem Is 


by VIRGINIA DIXON 


Readers’ questions about window and inside-store display will 
be answered in this department each month by Miss Virginia 
Dixon, one of America’s topnotch display experts whose talents 
have been brought to a focus on the jewelry field. Miss Dixon is 
already well known to JC-K readers as the author of many 
stand-out articles on jewelry store display. 


W* are quite interested in animated displays for our 
windows, but lack information both on construction 
details and sources of supply. Are there any books deal- 
ing with animated displays? Or are there business firms 
who would furnish motion mechanisms and directions for 
their use? If such a thing is possible, we would like to 
build a semi-permanent set-up of belts, etc., on a sub- 
floor in our window that would be flexible enough in 
design so that the figures and decorations used could be 
changed from time to time.—T.A.T. 


Answer—tThe only book of which | know dealing 
with this subject was published a number of years ago 
by Reeder-Morton Publications and called Motion Dis- 
play Mechanics by I. D. Cochrane. I cannot locate the 
publisher now and imagine that the book is out of print. 
You might be able to locate a copy through a second- 
hand book dealer. 

The firm of Gale Dorothea, 37-61 85th Street, Jackson 
Heights, Long Island, New York, deal in many kinds of 
animated display mechanisms and would be best sug- 


gestion I could make as a source for such a motion unit 
as you describe. I think the cost might run rather high, 
but it is worth investigating, as such a display would 
certainly get much attention. 

Gregory Motors, Inc., 320 Bridge Street, Brooklyn l, 
N. Y., have pendulum type motors which are simple to 
use and have wide application. ‘The American Display 
Company, Dayton 2, Ohio, manufacture mechanical parts 
for operating motion displays and offer a “Motion 
Maker” which can be adapted to a number of different 
motions. Earl Pelletier, 150 Nassau Street, New York 7, 
N. Y., has several types of pendulum and _ turntable 
motors. I am sure that any of these firms will be glad 
to consult with you on your plans. 


We are planning an educational exhibit on precious 
and semi-precious stones and have some unmounted 
cut and uncut stones which we intend showing. Have you 
any suggestions for the best method of displaying these 
pieces so that they can be seen to the best advantage? 
We were thinking of laying them out in trays lined with 
jeweler’s cotton, with small lettered cards explaining the 
type and cut of stone.—M.C.I. 

Answer—lt seems to me that it would be better to 
display the stones on some smooth surface rather than 
on the cotton. The stone would tend to sink down into 
the cotton so that its cutting would be partially con. 
cealed. Flat pads of heavy cardboard or beaverboard 
could be covered smoothly with fabric and several stones 
and their explanatory copy cards placed on each pad. A 
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Through our secondhand sources, we are 
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able to maintain stocks of Old Miners in 
a range of qualities, and in sizes up to 
half carats. You will also find us an excel- 
lent source for larger sizes in Old Miners, 
and for stones recut from Old Miners — 


all advantageously priced. 


Paul de Vries. me. 
DIAMOND CUTTERS & IMPORTERS 


535 FIFTH AVENUE 
NEW YORK 17, N. Y. 
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lain rayon taffeta in either a neutral gray or beige, 
which would look well with all colors of stones could be 
ysed oF varying colors selected to contrast or harmonize 
with the particular stones to be shown on them would 
give a more interesting effect. 


SHOPPING NOTES | 

NEW kind of display prop is being offered in the 

Deca Pole. These module type units provide a 
means for support for window and interior displays that 
may be erected, dismantled and moved, practically at will. 
Without a picture, it is a little hard to describe these 
units, but the principle involved is to hold the one and 
a half inch carbon steel tubing in a vertical position by 
means of a strong spring exerting pressure equally against 
the floor and the ceiling, thus providing a rigid upright 
for the support of all types of display accessories and 
merchandise. The pole is composed of modules of vary- 
ing lengths finished in a hard-surfaced ice blue baked 
enamel. The different lengths of the poles in each unit 
will accommodate ceiling heights from 31 inches to 
12 feet 6 inches—and even taller heights can be accom- 
modated by the addition of extra modules. There are 
accessory attachments which aid in the holding of what- 
ever display material or merchandise is to be used—card 
holder, plate for mounting shelves, picture hook and 
others. Write to Garrison-Wagner Company, 2018 Wash- 
ington Avenue, St. Louis 3, Missouri, for their circular 
W-2 illustrating the Deca Pole and its accessories and 
see if you don't get some ideas for an entirely new ap- 
proach to your display problem. 


A group of statuettes of the wives of the presidents of 
the United States is being offered for rental by Ethel 
McLean, 45 East 51st Street, New York. The figures have 
been used in newsreels and appeared in Life Magazine. 
They have attracted great interest wherever they have 
been shown. A good thing to remember for some special 
historic or anniversary occasion when you need a real 
trafic stopper! 

For summer windows, an attractive decoration would 
be the little stylized birds from Dolores, Box 145, Sta- 
tion D, Cincinnati 6, Ohio. They are about 61% inches 
long, feather-light so that they flutter realistically if sus- 
pended with fine thread or wire, and come in both pastel 
and deep colors as well as white. Can be perched on 
copy cards, against the background or combined with 
flowers or foilage. They are very modestly priced and 
there is a sample assortment including one each of the 
nine stock colors. 





Merchants of a Southwestern city chartered several 
busses for a sale event, and decorated with large signs 
advertising the sale, these busses travelled the main high- 
ways leading into the city picking up anyone who was 
going to town. Later in the day, people who had come in 
on these busses gathered at a stated place and got a ride 
home. The stunt, while fairly costly, actually paid for it- 
self in the number of people who were brought to town 
and who went home with purchases, they would, in all 
probability, have never made. The stunt was advertised 
some time prior to the sale. 
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New Styling in Pearls 


(From page 84) 


This feeling is being re-created by Marvella both in 
artistry and rich designs. They are showing lavish com- 
binations of pearls with gold beads or gold chain, exquis- 
ite blendings of pearls with sparkling jewel-colored stones, 
and pearl clusters spiked with flashing rhinestones. In 
every part of this line emphasis is placed upon texture 
and contrast. For instance, a two-strand choker has one 
strand of smooth pearls and one of baroque; or one strand 
of small pearls will be contrasted startlingly against a 
second strand of larger size pearls. Mobile drops swing 
from graceful necklaces and the charm of the “Renais- 
sance” is captured in every respect. 


Pearls are the one perfect jewel that can be worn with 
discriminate good taste by all the feminine members of 
our human family, anywhere and anytime! This even 
includes the original “Pin-up” girl in her tiny triangular 
garments! 

It is nice to know that children’s pearl jewelry is being 
crafted with delicate loveliness and appeal. Deknatel, with 
a full and complete line of women’s exquisite simulated 
pearl jewelry, has remembered to include dainty neck- 
laces and matching bracelets for Babies, Little Girls, 
Polly-Pigtails, Junior Misses, and Debbies. And do they 
love them! This is a customer must market that it pays to 
cultivate for it is guaranteed to grow with the years. 

Drama and movement is evident through all of Dek- 
natel’s major line and shows the gifted and versatile touch 


of their designer, Miss Shari. Pearl chokers are twisted 
with seed pearls effecting both boldness and delicacy 
Pendant necklaces flaunt circlets of spiraling pearls 
Gypsy hoop earrings swing merrily with the slightest 
provocation. I liked especially the dramatic cuff brace. 
lets illustrated on our fashion page. Even these carry 
through the feeling of movement as they drop away with 
a flounce in a tiny fringed cascade of pearls. 


MORE RESTRAINT IN CULTURED PEARLS 


Cultured pearls, of course, are being shown with more 
restraint in design. This is necessary because of their 
higher price point and the consequent need for a longer 
life, but even here the new trend for movement, color, and 
contrast is firmly established. It is a good selling point, 
however, to remind your customers that cultured pearls 
can be re-styled and re-strung when the need arises. 

At the Imperial Pearl Syndicate on Fifth Ave., I say 
cultured pearls exquisitely combined with sapphires and 
rubies. There were beautiful matching rings and ear. 
ring clusters in settings of 14K gold. The delicately shim. 
mering pearls pick up the blue sapphire radiance and 
reflect it like tiny stars in a sky of morning blue. The 
pearl clusters combined with rubies blush with a delicate 
rosée hue. One chastely beautiful ring had a setting of 
massive proportion and was fashioned in gleaming plati- 
num. The center jewel was a large mabe (half) pearl 
of 18mm size enhanced by baguette diamonds weighing 
one carat and round diamonds weighing one-half carat. 

Down in the Maiden Lane district of New York City 
with its nice old-world atmosphere is the Leys-Christie 
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Company on Nassau Street, and it has been doing busi- 
: ness at this same spot for more than fifty years. There is 
a quaint charm about this establishment, but their pearl 
creations are leading the way into future fashions. This 
complete line of beautiful cultured pearls in settings of 
14K gold and platinum, forwards the prevailing feeling 
for graceful motion and jewel contrast. Among the many 
lovely things Mr. Leys showed me were mobile drop ear- 
rings composed of pearls and diamonds. In one of these 
designs a large, luminescent pearl chain-drops to a center 
diamond, drops again to a second twin-sized pearl. The 
diamonds vary in size according to the pearl size and are 
round, baguette, or marquise according to the design. 
The diamonds flash in sparkling contrast to the glowing 
beauty of the pearls heightening the effect of fluid motion 
and jeweled radiance. 

Visiting the Ferrante-Rivieccio Company on Fifth Ave., 
| found again a predominant feeling for movement and 
arrestingly beautiful jewel combinations. This house is 
specializing in unusual clasps, and a more exquisite neck- 
lace and clasp was shown by Mr. Ferrante. This is a 
strand of mist-gray baroque pearls shimmering with blue 
overtones and radiantly clasped with a great 40 carat 
cabochon aquamarine. Another unusual clasp is a large 
pearl, delicately encircled with a miniature gold frame 
that subtly reveals all of the pearl’s tremulous beauty. 
Swinging pendant earrings flashingly combine pearls and 
diamonds in a unique fashion. Each pearl has a diamond 
set into its very center, and the brilliance and contrast are 
excitingly different. This complete line shows high im- 
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agination and is executed with a masterly touch of re- 
strained elegance. 


There is always divided opinion as to whether Oriental 
pearls should be combined with other precious jewels. 

“Nothing can add to the beauty of a pearl except the 
beauty of a beautiful woman!” Mr. Jules Glaenzer of 
Cartier’s told me while we were discussing pearl fashions. 
Mr. Glaenzer is an acknowledged, world-famous jewel 
authority and the pearl is his favorite jewel. He has pur- 
sued his interest in pearls to the extent of going upon 
pearling expeditions; living for weeks aboard a tiny 
schooner and participating in the excitement of pearl dis- 
coveries as they are brought up from the deeply hidden 
treasure rooms of Neptune! 


MORE IMPORTANT FOR MEN 

Mr. Glaenzer says that pearls are becoming an impor- 
tant fashion item for men! This happy news stirred a 
memory. Just for fun, turning the pages of our style 
book back a few centuries, we re-affirmed a time when a 
lady of fashion considered herself slighted unless her 
escort of the evening appeared with one large pearl drop 
dangling from his right ear lobe! 


Naturally our conservative modern male is not a crea- 
ture to lend himself to such jeweled abandonment! How- 
ever, it is a joy to know that men are beginning to realize 
how handsome an addition a lovely jewel can be to their 
attire. A pearl scarf pin is completely correct and pleas- 
ingly beautiful with a man’s clothes. White pearl studs 
are the correct thing to wear with a dress suit, and black 




















suggests you see 
this New Clip 


Magnificent pavé Leaf Clip with alternating 
baguette and round diamond sprays—flexible 
pearshape diamond drops. 


MR. RETAILER: For your profit, we offer individually 
designed Diamond and Platinum pieces for your ‘Special 
Preferred Memorandum Requirements’ — in Necklaces, 
Bracelets, Clips, Rings and Earclips. 





JEWELERS 


The Mark of Distinctive Jewels for Over 30 Years 





42 WEST 48th STREET, NEW YORK 19, N. Y. 
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PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 


Quality Cultured Pearls 


Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 


Tel. MUrray Hill 8-0648—0649 
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‘Something Special 
8) 
" Gishen 


Musical charms and brooches in Sterling, 


Gold Plate, and 10K and 14K golds. Violin, 
banjo, guitar, saxaphone, trumpet, clari- 


net, and many others. Free display. 


Wholesalers only. 


J. M. FISHER COMPANY, Attleboro, Mass. 
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pearl studs with a dinner coat are the epitome of fashion. 
able elegance! 

We find then that pearls in 1950 are designed with such 
imaginative beauty and are so glamorously attuned to ney 
styles in dress that they form an indispensable part of 
the fashion picture. 

Pearls go around-the-clock correctly with fashion and 
can be worn at any hour of the day or night—restrained 
styles for daywear, of course—extravagantly lavish fo, 
evening. Pearls go around-the-calendar bringing sweet 
enchantment to filmy summer fashions, highlighting with 
drama the stylized clothes of fall and winter. The versatile 
beauty of pearls adapts to the complete fashion picture 
for men, women, and girls of all ages. 

And if anyone shall ask, “What is a pearl”? Let us 
answer like the Persian pearl divers—who still believe 
that on moonlit nights oysters rise from ocean depths to 
catch the precious tears of night within their silken 
mantles. They believe, by some mysterious alchemy 
worked deep within the bosom of the sea that the night. 
tears take on the shape of pearls, and thus they say—all 
pearls are the lovely daughters of the skywater, and the 
moon. 





In Tune With the Town 


In Longfellow’s famous poem about the Midnight Ride 
of Paul Revere, the poet had the Revolutionary hero 
galloping through Lexington and on to Concord. Actually 
Revere never did reach his goal and historians argue as 
to just what point the famous horseman did reach. But, 
no one argues about the fact that John Driscoll, jeweler, 
reached Lexington by the village green. And, if there 
ever was any doubt, it was dispelled this past April when 
Driscoll began to look almost like another Paul Revere, 
himself. 





Jeweler Driscoll at his watch bench in his tri-cornered chapeau. 


It all had to do with the approaching celebration on 
April 19th of the 175th anniversary of Paul Revere’s ride 
and the following defense of the area by the Minute Men 
against the British Red Coats. Donning one of the three- 
cornered cocked hats which the Yankee patriots wore back 
in those early days, John Driscoll became a modern sym- 
bol of Revolutionary times. The stunt created a good 
stir in the quiet New England town and won for Driscoll 
a generous bit of type plus a picture in a leading Boston 


paper. 
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Designed for Craftsmen 


(From page 87) 


well to paint, it represents a major savings over the use 
of the traditional plaster. 

By the intelligent choice of material and design, as 
Liner has learned, the original investment in hiring expert 
store designers is often repaid many times over. In advo- 
cating the use of professional assistance, Liner observes 
that the entire cost of his new store interior amounted to 
less than cabinet work alone in the remodeling of an 
earlier establishment. 

Robert Liner first proved his contention that watch- 
making could be built into an independent and thriving 
business when he founded the firm of Liner and Herr in 
Pittsburgh, Pennsylvania, 10 years ago. The first Pitts- 
burgh shop to use electronic timing devices extensively, 
they quickly expanded from two to 10 men, engaged 
solely in watch repair work. 

Like its predecessor, the new Liner store emphasizes 
the detailed approach of the master craftsman. Because 
the customer knows only what he can see outside the 
watch, each is carefully polished, new crystals and cords 
added, and the watch wrapped in tissue against undue 
handling after repairs. 

In selling a new watch, Liner again utilizes the crafts- 
man’s approach. Convinced that the merchandising of 
fine watches requires devoted attention, he bases his sales 
message on the fact that each new watch, before delivery. 
is electronically checked and inspected for damage or 
drying during the periods of storage and shipping. “Un- 
like the trained watchmaker,” he observes, “the unexpert 
seller of watches is liable to believe that, if a watch ticks. 
it’s in running condition.” 

Elaborate records are maintained on each sale or repair 
with a double filing system verifying both number and 
customer's name. 

Slanted to these meticulous requirements, the store 
means more to its owner than a traffic stopper or a place 
of business. To Robert Liner, his store reflects, in precise 
architectural terms, a craftsman’s concept of all that is 
admirable in his own craft. 





Vacation Windows 


(From page 89) 


or different bright colors could be used for each one. 
A smoothly-textured fabric such as taffeta or bengaline 
should be used. 

“To Guarantee Good Vacation Time—a Reputable 
Watch” is the theme of the second sketch. The covers 
of railroad, airline and other travel folders make a gay 
montage for the background panel while the watches are 
laid in diagonal pattern on a fabric-covered panel which 
slants toward the front of the window. Travel clocks are 
arranged on either side. A copy ribbon extends across 
the background panel. Your local travel agency will be 
happy to give you all the folders you will need for this 
display. Pin them to a fabric covered panel or paste them 
to a piece of plain, colored cardboard. Almost any bright 
color can be used for the panel, repeating it in the letter- 
ing of the copy scroll and using a contrasting color for 
the watch panel. 
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a above is only a part 
of the vast Jacco line of crosses, 
lockets, diamond mountings 
and wedding ring sets, cuff 
links, ladies’ stone rings with 
genuine, synthetic and imita- 
tion stones, men’s stone rings, 
signet rings, tie slides, spray 
pins, cameos, brooches, wed- 
ding rings, chatelaine pins, 


Miraculous Medals, boys’ and 
babies’ signet and stone rings, 
earrings, chains and pendants. 
Almost all are available in 
great variety of styles, sizes 
and prices, boxed or carded. 
In 10K and 14K gold, white 
and yellow. Investigate by writ- 
ing now for full information 
and extremely popular prices. 


Consult Your Wholesaler. 





18-20 Columbia St. 


NEWARK JEWELRY 
CO) MANUFACTURING CO. 


Founded 1905 


Newark 5, New Jersey 
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MATCHED PEARLS 
FOR EARRINGS 


LOOSE PEARLS 
Your best value in any price category! 
FERRANTE-RIVIECCIO Co. 


542 FIFTH AVENUE, NEW YORK 19, N.Y. 
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14 Kt. Gold with hand chased 
¢ Platinum Eagles. Top and_ side 
emblems in enamel. 
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Appliances 


(From page 91) 


than 32,000 accounts in the ten-and-a-half years that jt 
has been in operation. 

In taking on new appliances, Kernis has found jt 
advisable and necessary to handle only nationally known, 
nationally advertised brands. Kernis has found that cam. 
paigns of promotion-minded companies help build cus. 
tomer confidence in the merchandise and tend to lessen 
sales resistance. “In many cases, the items have already 
been sold through advertising before the customer comes 
to the store. Our appliance salesmanship is directed 
mainly toward increasing the unit volume of each pur. 
chase.” 

The specialized, technical nature of the appliance field 
has accented the need at Norman’s for specialization 
among the sales force. None of the salesmen sells both 
jewelry and appliances and each department has its own 
specialists. For instance, on ihe jewelry side there is one 
man whose strong point is diamonds. He is first to take 
care of any customer who comes in looking for diamonds. 
If another diamond customer comes in, the second best 
diamond man steps in. There is a similar setup for 
watches, silver, costume jewelry and appliances. 

However, the setup has also remained flexible enough 
for the steering of customers freely from one part of the 
store to another. Kernis feels that his policy of speciali- 
zation is helpful here in that an obviously well-informed 
salesman helps to keep a customer’s confidence. 

Although the appliance side is undoubtedly the largest 
traffic getter, Kernis says that a good many customers 
enter the store through the jewelry side and are later 
steered into appliance sales. 

As an example, he said there are many instances when 
a young man enters to buy a small piece of costume 
jewelry. Later, he comes back looking for a watch or 
bracelet. Next is a diamond ring—and by this time his 
confidence in the store is assured. When the young man 
buys the wedding ring, Kernis says, he is usually in the 
market for appliances and the account keeps moving in 
this way. 

In the field of promotion, most of Norman’s efforts go 
into direct mailing. Special folders are printed at every 
holiday season and others are prepared when promotional 
sales are held. Norman’s newspaper advertising goes into 
the Metropolitan Section of the Chicago Tribune (a split- 
run section slanted at individual neighborhoods) and in 
weeklies circulated in the vicinity of the store. 

Norman’s also takes part in the cooperative newspaper 
promotions of the Jewelers’ Association of Greater 
Chicago, of which Kernis is president. 

Kernis feels that an appliance operation on the scale 
which he has undertaken would definitely not be prac- 
tical for all jewelers. For one thing, heavy appliances 
such as refrigerators. stoves, television sets, and radios 
require a large cash outlay. Their bulk has made it neces- 
sary for the store to buy and operate its own warehouse. 

But the proprietor of Norman’s feels that appliances 
have a definite place in the jewelry business. In his 
opinion, the use of appliances in promotional sales is prac- 
tically a necessity for any jeweler. Kernis is part owner 
of four other stores in addition to Norman’s, which he 
owns outright. These are located in Alton, Decatur, 
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Elwood Park, and the fourth is a jewelry concession in a 
Chicago department store. 

As an example, Kernis pointed to his Alton store, which 
registered a considerable increase in jewelry volume last 
vear over 1948. The most important single item leading 
to these increased sales was a promotion of an electric 
paint sprayer retailing at $10.95, he said. 

In analyzing the large measure of customer confidence 
which his stores enjoy, Kernis says that he cannot over- 
emphasize his insistence on two principles: neatness and 
system. 

At Norman’s, for instance, not one tag shows on any 
of the thousands of rings and watches displayed. Yet 
each is tagged and each tag is clearly marked so that the 
salesman can present exact information to a customer on 
any item without hesitating. 

Norman’s is modern and well appointed throughout. 
The credit and bookkeeping departments use the most 
modern and up-to-date office equipment. A_ perpetual 
inventory of all stock is kept so that, here, too, customers 
can receive accurate information immediately. 

Kernis has adopted the slogan “Buy From Norman 
and You Buy the Best,” to fit in with his policy of han- 
dling only those items promoted nationally by the manu- 
facturers. This slogan is posted conspicuously at several 
points in the store to help bolster customer confidence. 

Kernis is unyielding in insisting that every policy 
enumerated above is carried out to the letter. And, since 
the proof of retailing policies is in sales, then those of 
Norman Jewelers are definitely worth being examined by 


Uranium Featured at Gem Display 


The atom bomb has finally invaded the jewelry store— 
or the raw material for it at least. The window of the 
George T. Springer Co. of Portland, Me., was recently 
the setting for a chunk of uraninite, the stone containing 
uranium, and it became the focal point of interest for 





Snyder presiding over the interior display of minerals. 


a large percentage of the population of this city during 
a three day display of stone rings. The stone was part 
of the collection of Andrew Snyder. gem cutter from 
Randolph, Me.. who obligingly lent his stones so that 
the store could feature gems in the rough beside a 
sample of the finished product. 








jewelers everywhere. The exhibit more than paid off in stone-ring sales. 
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No. 217 is the floor clock 
illustrated. 80” high. 
Available with Westminster 
or Westminster, Canter- 
bury and Whittington 
Chimes. 












To the alert dealer, a Herschede 
Chiming Floor Clock unfolds a 
happy tale of business growth and 
profits. Its lovely chimes, its tradi- 
tional beauty and high distinction 
enrich the setting of his store 
and charm and win the most 
worthwhile trade. As a climax, 
it becomes the most cherished 
possession in the homes of his 

customers—a constant reminder 

of his store as the ideal place 
to shop for distinguished quality. 


Send for catalog illustrating the full line of 
America's most aristocratic timepieces. 


a fo V 
CisChleue ACCRA 


Both cases and movements are made completely by Herschede 
~-creators of fine chime clocks for over three generations. 


THE HERSCHEDE HALL CLOCK CO., CINCINNATI 6, OHIO 
New York Office and Showroom: 37 West 47th Street 
Chicago Showroom: 1422 Merchandise Mart 
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Tubular Bells Pi 
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A New Stock of 
Cultured Pearls 


—AT NEW, LOW PRICES— 








Orders accepted 
from wholesalers, 
jobbers, 
manufacturers & 
and importers. 


Necklaces 


All Sizes and Grades from 
$30 to $5,000, Keystone 


: Loose Pearls 


From 3 to 10 MM., All Qualities 


Memorandum selections sent on request 


B«& M 
CULTURED PEARL 


IMPORT COMPANY 


ROOM 1013, 665 FIFTH AVENUE, NEW YORK 22 
PLaza 3-389] 


Immediate 
delivery from one 
of the largest 
and most 
complete stocks 
in the country. 
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RODANA WATCH COMPANY, INC. 


745 Fifth Avenue, New York 22, N. Y. . Plaza 9-6346 


126 





Why is a Wholesaler 


(From page 97) 


There was a time when it seemed to me necessary to 
defend wholesale jewelers, but that is water over the dam, 

If the wholesale jeweler is useful and efficient he stays. 
If not, he is also water over the dam along with the dodo. 
the box buggy and the hoopskirt. 

Up to now he bats well over .300 in the major league. 
and our efforts should be centered not on keeping him 
on the team, but in helping him improve his fielding 
average by avoiding foolish errors, and by teaching him 
to fight the enemy rather than scrap with his teammates, 

Show him that teamwork wins, and that when he 
indulges in off-side plays for a temporary personal ad- 
vantage he will only stimulate unethical competition 
from others, and the final result will be less profit for 
our whole section of the industry. 

If you need information on the value of the whole. 
saler, read a pamphlet called “The Distribution of Jewel- 
ry, written by Henry R. Rinehart with the collabora- 
tion of George A. Fernley, and published by National 
Wholesale Jewelers Association. 

Referring briefly to facts therein listed which qualify 
the wholesaler as “the most efficient and economical 
distributing agent,” it is stated that the wholesale jeweler: 

—Performs warehousing service for manufacturer and 
retailer, and reduces the inventory investment of both. 

—Renders essential service which otherwise must be 
done by manufacturer and retailer, and does it more 
economically. 

—Through his salesmen advises the retailer wisely, 
and constantly studies new and varied products and 
their relations to local markets. 

—Gives personal service otherwise impossible, and 
supplies emergency needs better than any other agency. 

—Has an intimate personal knowledge of, and inter- 
est in, the needs of his local territory, which could not 
be the case with manufacturers selling nationally. 

These and other statements have been endorsed by 
Department of Commerce officials, and when those boys 
endorse anything it has to be good. They may not be 
too keen about eliminating false motions in the govern- 
ment bureaus, but when they tackle your business or 
mine they love to eliminate the deadwood, and when 
they say a thing is necessary to proper business conduct, 
brother, you can bank on it. 

And there are other activities not directly mentioned 
in the book: 

—Wholesalers enable manufacturers to market their 
products through 40, 50, or 100 ledger accounts instead 
of many thousand. 

—<Also, in recent years the wholesaler, for the manu- 
facturer’s benefit, has tried to qualify as an oracle. Go- 
ing back to Washington again, we find that not long ago 
a very prominent official refused to prophesy about what 
might be done, because he had “not been to Delphi.” 
But the wholesaler has no such modesty. 

—Once or twice a year, when the manufacturers put 
him on the spot he assumes a Delphic pose and makes a 
considerable wager, with himself and at his own expense, 
that he can tell just how many of certain articles he can 
sell in the next three or six months. 
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_Then, he blithely rolls up his sleeves and starts try- 
ing to amass enough dollars or sufficient bank credit to 
meet the bills whether he prophesied right or wrong. 
A cheerful lad, and certainly trying to help the manu- 
facturer. 

__Then, to show the retailer there is no partiality, he 
turns around and tries to qualify as a financial magnate. 

We need not go into all the details on this, but if 
you listen in at the meetings of a wholesale convention 
you will hear much about it, and if you see two or three 
delegates talking earnestly in the lobby they will prob- 
ably be talking about some angle of the same thing. 

If you still need enlightenment, study the various tax 
prospects for this year, and if you can figure how to do 
everything, meet everything, and stay in the black, you 
qualify. 

Altogether the wholesaler is a right guy, and when 
you notice his patience, courage, cheerfulness and efh- 
ciency you should be for him 100 per cent, plus. 

“Someone has to pick the patterns, 
Someone has to pass them on, 

Someone has to smile at each crazy style,— 
That’s why middlemen were born.” 





Repairs Top List 
(From 104) 


and they are accustomed to having prices hiked up the 
minute they walk into a store. Wentz charges a fair price 
for all his work and the rates are exactly the same for a 
big movie star or the mechanic from the garage around 
the corner, with the result that he gets and holds the 
patronage of both. 

Wentz did not build up this following just because he 
happens to be in Hollywood, rather it is because of the 
manner in which he has operated his business through 
the years. He does no advertising whatsoever and de- 
pends entirely upon word of mouth recommendations to 
bring him business. Actually his business is built on the 
same foundations that would make it successful any- 
where, inasmuch as he features service, not selling. He 
is a craftsman of the old schoel, and it is his watch repair 
work that brings in new customers and holds the old ones. 
His brother, Paul P. Wentz, is internationally famous as 
one of the few men who ever succeeded in engraving the 
Lord’s Prayer on the head of a common pin, and William 
Wentz is the same kind of painstaking craftsman. 

When Norman Rockwell painted the picture, he brought 
in a character actor to be the watch maker and picked up 
a boy from the street to complete the scene. Following 
his usual practice, Mr. Rockwell had the scene photo- 
graphed and made his oil painting from the photo. The 
picture was probably seen at least once by almost every- 
body in the country because it appeared in the Post, Life, 
Time, Look, Country Gentleman and in many trade 
magazines. 

It was appropriate that Wentz’s should have been the 
setting for this picture as it is well known to many 
celebrities. As a testimonial to his popularity in the film 
colony, Wentz has personally autographed pictures from 
big-time movie personalities. Movie stars give away many 
autographs, but these mean a lot more because they are 
expressions of appreciation for honest dealings and com- 
petent workmanship. 
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““WHY BE MAD?”’’ 


Everyone makes mistakes. Small ones can 
be forgotten; big ones seldom are. 


Make no mistake about it.. multiple cover- 
age insurance protection in a dependable 
company is a necessity for every jeweler. 
The St. Paul Jeweler’s Block Policy is de- 
signed to prevent maddening mistakes 
over insurance coverages. Comprehen- 
sive, with one premium and one payment 
date, it offers sure protection against: 
Holdup, inside or out; safe-burglary; shop-lift- 

ing; fire; water, or oil burner damage; 


merchandise carried by salesmen, registered 
mail or sealed Railway Express Shipments. 


mn 


Call your agent 
or broker today. 


wR 


ST. PAUL FIRE 
AND MARINE 
INSURANCE 

COMPANY 
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Attention Wholesale andl 
Manufacturing Hewelers 


COMPLETE CARRYING EQUIPMENT 
FOR YOUR SALESMEN 





WEB STRAPS WITH SLIDING BUCKLE 
STEEL PINS, NICKEL OR BRASS FINISH 
SOFT AND HARD BOTTOM SAMPLE CASE TRAYS 
HARD BOTTOM TRAYS WITH FLAP 
STIFF TRAY COVERS 
RING CASES, TRAYS AND DISPLAYS 





INSERTS WITH PADS TO FIT REGULATION 
SIZE TRAYS, FOR EARRINGS, BROOCHES 
PIN AND EARRING SETS, LOCKETS AND CROSSES 
FULL AND ONE HALF SIZE PADS FOR NECKLACES 





FIBRE AND IMITATION LEATHER TELESCOPES 
GENUINE LEATHER DROP FRONT ZIPPER CASES 
IMITATION LEATHER COVERED TWO STACK CASES 


Rueckert Mfg. Co. 


83 KING ST. * EAST GREENWICH, R. I. 











Serving the Jewelry Trade Since 1890 
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Diamond Merchandising 
(From page 98) 


with their own store name, Whittingham from the outset, 
has “played national brands” strongly. Some eight years 
ago, he selected a leading, nationally-advertised diamond 
line, and has stuck to it consistently, running absolutely 
no advertising or displays which were not centered on the 
brand. “We shiek that in selling a transient market, such 
as that represented by the typical college student, the 
well-known brand does most of the selling for us,” he 
said. “With the manufacturer covering the entire coun. 
try with advertising, we are certain that every prospec. 
tive diamond customer who walks into the store, will be 
at least reasonably familiar with it, and that probably 
one-third of the selling has already been done for us. We 
feel that a reputable, well-known line of diamonds, in a 
dignified, thoroughly reputable store, is an unbeatable 
combination.” Incidentally, the Crowder store, which 
carries 205 lines, features heavily a national brand in 
connection with every line—so thoroughly sold on this 
theme in selling is the Colorado jeweler. 

“Where at one time, the average customer would 
merely take the jeweler’s word for it that the diamond 
he was purchasing was flawless, and as valuable as the 
price tag indicated, the general trend in retail merchan- 
dising of all sorts has made it paramount to stress the 
source of supply,” Whittingham states. “This is equally 
true in diamonds as with watches, radios, automobiles, 
or any other desirable commodity. College youngsters, 
who must budget their incomes carefully to get by, are 
just as aware of this as their elders, and we find a pleasant 
light of recognition whenever we mention the brand in- 
volved in our diamond department.” 


REGULAR DIAMOND WINDOW 


One full window at the Crowder store is given over to 
diamonds at all times, and here, Whittingham has de- 
veloped a most unusual innovation. Reasoning that most 
of his student prospects are in school until 4:30 or 5:00 
o’clock in the evening, and thus unable to visit the down- 
town district, he felt it was foolish to remove diamond 
displays at closing time, so that passersby on the street 
could view only the usual knick-knacks and inexpensive 
items which jewelers customarily leave in the windows. 
Therefore, he worked out an arrangement with one of his 
store salespeople to leave the diamond window intact 
until 10:30 each evening. At that time, the Crowder 
employee drives from his home to the store, removes the 
valuable merchandise from the window, transfers it to the 
safe, and builds an artistic, but less valuable display. 
Occasionally, the Colorado jeweler takes this responsi- 
bility on himself, but by making special compensation 
arrangements with the sales force, it is possible to keep 
the diamond window in its full splendor until 10:30 
each night. 

The results of this change when it was made several 
years ago, were immediately noticeable. College seniors, 
contemplating marriage, began to turn up in the store in 
large numbers, invariably attracted by a diamond which 
they had noted in the display the previous evening. Simi- 
larly, engaged couples, single girls, etc., began coming 


| into the store, impressed by the display whieh they saw 
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‘nthe window. “We believe that our windows are at least 
fve times as valuable in the hours between 5:30 and 
10:30 than at other times of the day,” Whittingham said, 
“particularly in the university town, where the student 
body cannot be expected to view window displays until 
the early evening hours.” 
UNDERSTANDING SOLVES PRICE PROBLEM 

Going farther with tailoring his merchandising pro- 
gram to fit his undergraduate customers, Whittingham 
likewise has solved one of the worst problems—the “price 
consideration” where limited-income students are buying 
engagement and wedding rings for their sweethearts. At 
any time desired, Whittingham will obligingly invite the 
student to select in a specific price range the rings which 
he wants shown later, when the latter’s fiancee will accom- 
pany him into the store. “In other words,” he says, “we 
have an understanding with Colorado University students, 
that Crowder’s will help the students over the embarrass- 
ing price hurdle in selecting engagement rings. In other 
words, the student who feels that $300 is the maximum 
amount he wants to spend for an engagement ring, may 
come in, select a dozen rings in that price classification, 
which will be placed in a special tray for the purpose. 
Then when he brings in his fiancee, only rings in that 
tray or lower price brackets will be shown. This saves 
the swain the embarrassment of having his bride-to-be 
select an engagement ring far beyond his means, and 
having to ‘come down to something cheaper’ in the long 
run. This is only a small service, but it is surprising how 


well appreciated it is by student undergraduates, who 
must plan every expenditure carefully, before marriage.” 

Also, many collegemen make selections themselves from 
the Crowder jewelry stock, with no “distaff side” in evi- 
dence. By covering every price bracket, and acceding to 
the customer’s wishes from all standpoints, Crowder’s 
annually sells hundreds of engagement and wedding rings 
to students, whose brides-to-be are in other cities, with 
such service as mailing the ring for acceptance to the girl 
in the case, etc. 

One aspect of selling to a collegiate body, which many 
jewelers regard as a “gamble” is cheerfully accepted by 
the Crowder store. This is credit payments, which in- 
volve far less risk than is usually anticipated, according 


to Whittingham. 


STUDENT CREDIT OFFERED 

“I feel that the stories we hear about serious credit 
losses in selling to students are considerably exaggerated,” 
the Colorado jeweler said. “We offer, without limita- 
tion, budget payment plans for any undergraduate cus- 
tomer, and never use the word ‘credit’ in any phase of 
operation. The customer may work out his budget pay- 
ments to suit his own income, whether it is allowance, 
part-time work, or any other source of income. Naturally, 
we tie up the customer as tightly as possible with a con- 
tract, and insist upon strict observance of payment sched- 
ules, etc. Because we go out of our way to make pur- 
chasing easy for the customer, we have had little or no 
credit loss in 10 years of selling on this basis.” a 








PEARLS Hat POPULAR 


Pearls are perennially popular . . . and this lovely 
ring and earring ensemble is beautifully set with 


fine whole cultured pearls. 


Featuring rich mountings of 14K yellow gold, 
this ensemble has been especially created by 
Church designers to have additional popular 


appeal. 
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Be Prepared for EXCISE 
TAX CUT... check your 
stock of Arch Crown Tags 
now. 


Made of Plastic, Metal or Parch- 
ment, for jewelers, watchmakers 
and opticians . . . Made in attrac- 
tive harmonizing colors. Easy to 
apply ... just snap on. 


Markings are clear and permanent 
. not affected by cleaning solu- 
tions. 


Write for SAMPLES and Catalog 
on full line. 


ARCH CROWN TAG CO. 
279 Halsey Street 
Newark 2, New Jersey 
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JOS. B. BECHTEL & CO., INC. 


Watchmakers’ Tools and Supplies 
729 SANSOM ST. PHILADELPHIA 6, PA. 
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Crowder’s constantly upholds the prestige of its dia. 
mond stock by refusing to hold a sale of any sort. There 
have never been any markdown promotions of any sort, 
nor will Whittingham permit use of the word “sale” eyey 
when there is a clearance of leathergoods, costume 
jewelry, or some other more inconspicuous line. Instead, 
he merely marks his items “Your Choice, 1% price” and 
displays them on a small aisle table at the rear of the 
store. This, again, insures that the store’s prestige jg 
paramount in the minds of customers. 

Whittingham makes all of his contacts with college. 
student customers either on the basis of friendly refer. 
ences from one college student to another, or more 
directly, through college-newspaper advertising. He runs 
display ads on diamonds, always emphasizing the na. 
tional brand from two to three times a week. From three 
to four times a week, a display ad appears in the Colo- 
rado University student newspaper, with an invitation to 
engaged couples to visit the diamond department, or 
the “Silver Room.” College-paper advertising, while it is 
regarded as “charity expense’ by many jewelers, has 
been consistently productive for the Colorado retailer, 
Here again, it is the brand which turns the trick, he is 
convinced. 

Whittingham also makes use of direct mail, in co- 
operation with the diamond supplier. All letters, written 
to the New York headquarters of the firm, requesting 
information on its products, are referred to the Colorado 
jeweler, who follows each one up with a personally-writ- 
ten letter and an invitation to visit the store. Here he 
harps on the quality, on the famous brand, and encloses 
reprints of a display newspaper ad which gave “Seven 
reasons why you _ should buy _nationally-advertised 
brands.” 

“The only sure means by which the jeweler can obtain 
the confidence of a transient market such as that repre- 
sented by a college student body is by giving such good 
service that each class hands down a good word to the 
succeeding class,” Whittingham said. “By these above 
methods, we feel that we have done just that.” 





Glass Display 


(From page 116) 
excellence. Hald’s work has a charming lightness which 


emphasizes the bubble-like quality of blown glass. The 
work of Strombergshyttan is characterized by simplicity 
and elegance of form. 

Fine pieces from the Leerdam firm in Holland show 
crystals and colored glass in clear shades of blue, grey, 
and green. The Val Saint Lambert glassworks of Belgium 
is represented by cut and blown glass in the traditional 
style of the country. 

Although relatively little experimental work has been 
accomplished in England during the past fifty years, high 
standards of production have been maintained. The 
scene in England has long been dominated by Whitefriars, 
Webb, and Brierley. Whitefriars has shown a great 
flair for modern and original designs which are striking 
in their simplicity. Brierley is outstanding for its fine 
crystal forms. 

Other countries represented among the 400 pieces of 
20th century glass include Italy, Czechoslovakia, Finland, 
Austria, and Germany. 
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: For over 60 Years . . . Racine has 
~ The Book Shell 

C 00) C specialized in Dependable 
Manual of Silversmithing 


NY 
A Silversmith’s Manual, by Bernard Cuzner, N.R.D. Second 
edition. 1949. Published by N. A.G. Press, Ltd., London. 200 
pages, 200 illustrations. Sent postpaid anywhere in U, S. A. a 


or Canada, for $6.00, by Book Department, Jewelers’ Circular- 
Keystone, 100 East 42nd Street, New York 17, New York. 


For All Sports and 
Technical Purposes 


Silversmithing, in the uppermost levels of artistic 
character, is still with us as one of the surviving handi- 
crafts. There is, to be sure, a larger market for mass- 
produced wares that can be sold at a price that takes 
advantage of the economies of labor-saving machine work. 
But for the most discriminating buyers, artistic hand- 
made ware probably will never be pushed out of the 
field by machine-made product; no more than will pic- 
tures printed in color by the thousands, ever take the 
place of paintings made individually by great artists. 

Mr. Cuzner’s book is practical in its treatment of 
tools, materials and benchwork technic; it is compactly 
written and very well illustrated. It should be authorita- 
tive; the writer was, until 1942, head of the Department 
of Metal Work at the Birmingham (England) College 
of Art; and an Honorary Freeman of the ancient Wor- 
shipful Company of Goldsmiths of London, and he has 
other high connections in the art and craft. The literary 
quality of his book is high; it bespeaks the author’s 
familiarity with the history of his art, a sound back- 
ground for the practical means of its expression in forms 
of beauty as well as utility. Even if a reader does not 
intend to actually make silverware, a study of this book 
should be useful to anyone in the business of buying 
and selling the products of factories and shops, on the 
well-known principle that technical knowledge of the 
making of any kind of goods helps a salesman by in- 
spiring confidence in him, in the minds of his customers, 
as to whatever he may say about his merchandise. 

We recommend this up-to-date manual to all who have 
to do with the silverware branch of the jewelry trade. 














New Edition of Jewelry Book 


Jewelry, Gem-Cutting and Metalcraft, by William T. Baxter, GALCO TIMERS The new Racine 
M.A., 3d. Edition revised. Published by McGraw-Hill Book 
Co., New York. 334 pages, 175 illustrations. Postpaid to any- Catalog offers the 
where in U.S. A. for $4.00 by Book Department, The Jewelers’ 
Circular-Keystone, 100 East 42nd Street, New York 17, N. Y. GALLET TIMERS world's largest 
The first edition of this book came out in 1938. It selections of Timers. 


won rapid recognition as a valuable textbook for schools Write for it 
and as a good self-instruction manual for amateurs of the 
jewelers’ craft. After four printings of the first edition, GUINAND TIMERS * 
a second and revised one came out in 1942 of which 
twelve printings had to be made to satisfy an increasing 


demand; and now this third edition appears, with many GALLET CHRONOGRAPHS 


improvements in text and illustrations, and much new 


material added. 
These publisher’s figures are perhaps sufficient to give JULES RACINE 4 COMPANY. ING. 


a general impression, of the success of this book for its 


purpose, and of its well-tried merits. 
An examination of its contents shows that the author 20 WEST 47th SiREET, NEW YORK 19, N. Y. 


has taken care to explain processes and equipment up to 


Specialists in Fine Timers — Since 1890 
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JEWELRY D O U & L A S WATCHES 
COSMETICS NOVELTIES 
TOILETRIES OPTICAL GOODS 








YOUNG. inc. 


MANICURE SETS PEN & PENCIL SETS 


OOOO BE: 


Douglas Young Inc. are famous as creators of 
Outstanding Boxes, Transparent Displays and Dis- 
tinctive Packaging possessing unusual eye-value, in- 
creasing consumer acceptance. 

Spring hinges, exclusively patented, plus supe- 
rior craftsmanship combine to satisfy the most fastidi- 
ous buyer. Estimates, samples and service of highest 
standards invite your early inquiry. 


DOUGLAS YOUNG INC. e 110 KENYON AVE., PAWT.., R. I. 








JEWELRY SALESMAN 
WANTED 


Large Wholesaler wants high grade 
man with car to sell general line to 
Retail Jewelry Stores in Tenn., N. 
Car., S. Car., and parts of Ky., Ala., 
and Ga. Headquarters in Nashville. 
Commission Basis. Drawing Account. 
Very unusual opportunity. All 
leading lines of jewelry, diamonds, 
watches, clocks, silverware, electric 
appliances and materials. Give full 
information and send late snapshot. 
All replies held strictly confidential. 


BOX "C., 4892" Care 


The Jewelers’ Circular-Keystone 
100 E. 42nd St. New York 17, N. Y. 
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date, in things that have arrived at full development ang 
acceptance since the book first appeared, such ag cep, 
trifugal casting and the “lost wax” method. The lag. 
ification of contents is into four parts headed “Metal. 
craft;” “Jewelry Making;” “The Art of Gem Stone Cy. 
ting;” and “Identification of Gem Stones and Gem Mip. 
erals.” These headings are enough to suggest the valye 
of the book for study by almost anyone employed in o; 
operating the business of a retail jewelry store. There 
is a well detailed index of the contents and very usefy| 
lists of addresses of dealers in jewelry materials ang 
tools, reference books, and periodicals of the jewelry and 
lapidary crafts. 





1950 Jubilee Edition of Brides’ Book 


The Brides’ Book, by Edyth Thornton McLeod, 64 pp., 8 x 104 
inches; illustrated. A Know-How Book published by Arch. 
way Press, Inc., 41 West 47th St.. New York 19, N, Y. 
Paper covered edition, 50 cents. 

The 1950 edition of this informative little book covers 
virtually every conceivable aspect of the wedding prepa. 
rations and is indispensable to the bride-to-be. And there 
is no problem in getting it into brides’ hands, since the 
book is published in an inexpensive, magazine-type edi- 
tion selling for 50 cents. Jewelers would do well to buy in 
quantity and give it away to prospective brides as pro- 
motional material. 

Nearly every part of this book is certain promotion for 
the jeweler, including the section “Trousseau tips” which 
suggests accessories such as bracelets to go with the 
brides’ costumes. 

Also of interest to the jeweler are sections devoted to 
the selection of engagement and wedding rings, wedding 
gifts, gifts for attendants, etc. Too, the section concerned 
with household requirements, especially silver, is good 
from the promotional point of view. 

In short, circulation of this book among brides-to-be in 
any jeweler’s community should reap good dividends. 





Patriotic Tie-In Puts Jeweler in News 
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Last Armistice Day, Altman & Green, jewelers in Ithaca, N. Y. 
awarded a Lady's Benrus Embraceable wrist watch to the best 
drum majorette in the parade. This picture, taken at the new Naval 
Base dedicated at that time, shows Frank Hammer, manager of 
Altman & Green, congratulating Marilyn McGraw, winner, while 
Ann Hayward, second prize winner of a baton looks on. George 
Genung, co-chairman of the Armistice Day Committee in uniform 
at left, Mayor Bert T. Baker, and Al Eaton, co-chairman are others 
in picture. 
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in sheet, strip and wire, Cut to size, guaran- 
teed true to quality, working properties and 
gauge, with smooth, imperfection-free sur- 
: faces. Prompt delivery in any quantity. 





82 FULTON ST., NEW YORK 7, N.Y. 


LOS ANGELES, CAL. « TORONTO, CANADA 
PRECIOUS METALS SINCE 1867 








HANDY & HARMAN 


BRIDGEPORT, CONN. e CHICAGO, ILL. ¢ PROVIDENCE, R. |. 








One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 


CHINESE JADE CORP. 
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Sell School Rings 


and Class Pins! 


Develop the scholastic trade 
in your vicinity by featuring 
our complete line of gram- 
mar school and high school 
jewelry. These customers are 
your future potential buyers 
of watches and diamond rings. 


Send for our catalog. Samples sent on memo 


METAL ARTS CO., Inc. 


Dept. 40 Rochester, N. Y. 














DIAMONDS ox EXPORT 
BARBER ayo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON, E. c. 


CABLES: SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


LONDON, ANTWERP ano 





AMSTERDAM 
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| 
FOTO ALARM CLOCK 


Top grain natural cowhide case 
closes to a neat 3%” x 234”. Clock is 

fitted with a radium dial and hands and 
mainspring alarm. Holds two pictures’ in 


flaps. Retails for $1 4,95 Others from $7.95 up. 


HENRY SOCHARD Manufacturer of Traveling and 


Boudoir Clocks Since 1912 
435 FIFTH AVENUE, NEW YORK 16, N. Y. 
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Right in front of traffic flowing 
through the store entrance is g 
pillar display of sterling tea ser. 
vices, trays, candlesticks, and 
similar items. A stimulating at. 
mosphere has sparked this firm's 
aggressive bid for more business, 





Armstrong’s in Waco, Tex., has established 
itself as the bridal store because it’s 


known for reliability and quality values. 


by GRIER LOWRY 


I, was significant when a flurry of six big 
weddings transpired in Waco, Texas, recently that the 
bulk of the fine jewelry presents received by the happy 
couples came from Armstrong’s Jewelry, a closely-woven 
family institution. 

It was no coincidence that this store’s label predom- 
inated at the affairs. Armstrong’s is Waco’s “Brides’ 
Store” because Robert Armstrong, co-owner, has taken 
great pains to provide the proper atmosphere and other 
stimuli that inspires discerning brides-to-be and their 
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Robert D. Armstrong, an owner, with his nephew Robert 
Morrow who is responsible for promotional strategies. 


friends to select silverware, china, glassware and other 
distinctive merchandise at the store. 

All-important moments in a young lady’s life are when 
she selects engagement and wedding rings and her silver- 
ware. Armstrong’s aids a young feminine customer in 
making a wise choice by dispensing reliable counsel and 
a stock fitted to her budget and taste. 

The importance of attention to seemingly trifles that 
make for flawless service helps explain this store’s suc- 

(Please turn to page 138) 
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House beauliful 


BETTER your home... better your LIVING 





A PREVIEW 

OF THE SALES BUILDING 
OPPORTUNITIES TO BE 
FOUND IN 

THE JULY ISSUE OF 

HOUSE BEAUTIFUL 
REACHING YOUR BEST 
CUSTOMERS ON OR ABOUT 
JUNE 20th 


VERSATILITY 


July House Beautiful introduces a 
series of novelty ideas on silver 
usage, made to order for that fresh 
display approach silverware dealers 
have been looking for! Under the 
heading of “How Versatile Can Sil- 
ver Be?”, four pages of photographs 
and captions accent the hundred and 
one “extra-curricular” jobs that sil- 
ver can perform ... and simultane- 


ously open up brand new customer- 





HOUSE BEAUTIFUL suggests: 
A silver champagne bucket also 
makes a dramatic setting for flowers 
stopping, customer-selling opportu- 
nities that will have an unbelievable 
effect on your summer profits! 


(Continued on next page) 
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SLUMP STUMPER 


13 — PAGE EDITORIAL IN JULY HOUSE BEAUTIFUL 
DEVELOPS SELLING THEMES THAT CAN BE 
EFFECTIVELY ADAPTED TO YOUR BUSINESS 


Are you dreading that summertime lull in business when customers will be 
as hard to catch as frogs on a hot griddle? We don't claim that anything you 
can do can duplicate your pre-June boom, but we do say this. If there’s one 
thing that can make sales climb along with the thermometer it’s ideas! Give 


people additional reasons, additional 
incentives for coming into your store 
during July and August, and you 
won't scare off the casual customers 
and you will pick up additional 
traflic. That adds up to better busi- 
ness, doesn’t it. 

That’s why House Beautiful’s edi- 
tors timed the 13-page smash on 
silverware, hollow ware, china and 
glass for the July issue . . . to give 
your sales a shot in the arm when 
they need it most. This is your issue, 
and youll agree it is when you 
see it. It’s chock-a-block full of 
ideas that can be turned into mer- 
chandising gimmicks — newspaper 
ads, counter displays, windows, 
radio spots—with a flick of the wrist. 
We've outlined some of these tie-in 
ideas on this and the next two pages. 
Plan on putting them to work... 
for your sales curve. 





SALES 


Every issue of House Beautiful has 
ideas that make sense for you... of 
the dollars and cents variety. And 
every month we'll digest them for 
you here in the pages of J. C.-K. in 
plenty of time for you to make the 
most of them. 


FREE 


House Beautiful display aids featuring cur- 
rent advertisements can be had free of 
charge. See following pages for details. 








PACKAGE Here’s the “wrappings” 
—the front cover of the most com- 
plete package of merchandising 
helps ever to be put together for re- 
tailers of silver, china, glass and 
other table setting accessories. Use 
this cover in your window to draw 
extra customers into your store. 
Want a reprint of this cover for 
display? Write to us. No charge, of 
course. 
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RIGHT FROM 
HOUSE BEAUTIFUL 


SPR S SR e S a 
MORE ABOUT... 


VERSATILITY 


Suggestion: Clip the illustrations 
from this article in House Beautiful 
and mount them on cards. Under the 
picture letter a caption similar to 
those we've included with the pic- 
tures on this and the preceding page. 
Use them for counter and window 
displays. You'll find many, many 
more in your July House Beautiful. 
For your newspaper ads we'll send 
you glossy prints of any of these 
illustrations without charge. 


MENTIONS 


Products pictured in this article 
include: “Queens’ Lace” demitasse 
spoon, The International Silver Co., 
Meriden, Conn.; pie knife, Reed & 
Barton, Taunton, Mass.; “Old Mas- 
ter’ oyster forks, Towle Mfg. Co., 





HOUSE BEAUTIFUL suggests: 


Mix martinis in a silver ice water 
pitcher 





HOUSE BEAUTIFUL suggests: 
Use fruit or flowers in a silver vege- 
table dish for a striking centerpiece 
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Newburyport, Mass.; “King Rich- 
ard” dessert spoons, Towle Mfg. 
Co.; sugar tongs, Reed & Barton; 
““Webster” wine cooler, The Interna- 
tional Silver Co.; pipkin and dish, 
Tuttle Silver Co., Attleboro, Mass. ; 
vegetable dish, Oneida, Ltd., Oneida, 
N. Y.; pitcher and stirrer, The Gor- 
ham Co., New York, N. Y.; bowl and 
cracker box, Friedman Silver Co., 
New York, N. Y.; small pitcher, 
Reed & Barton; breadtray, Wallace 
Silversmiths, Wallingford, Conn. 
Other products include: glassware, 
Steuben Glass Co., New York, N. Y.; 
glass epergne, Cambridge Glass Co., 
Cambridge, Ohio; china and shell 
dish, Josiah Wedgwood & Son, New 
York, N. Y.; monogram § glass, 
Eunice Novelties, New York, N. Y.:; 
“Cathay” glass flower holder, Impe- 
rial Glass Corp., Bellaire, Ohio. 





HOUSE BEAUTIFUL suggests: 


Use a silver breadtray for vegetables, 
too 





A silver flower bowl is perfect for serv- 
ing fresh fruit, too 


‘RUPE RES oncom 
AMERICAN STYLE 


Page 81 continues House Beautiful’s dis- 
cussion of the American Style, introduced 
in the May issue. Though it contains no 
direct tie-ins for you, the article is im- 
portant to all who sell style merchandise 
for the home. 











ADVER-TIES 


FOR EASIER, MORE PROFITABLE 
SALES TIE-IN YOUR FORTHCOMING 
PROMOTIONS WITH THESE FAMOUS 
NAMES FEATURED IN THE ADVEp. 
TISING PAGES OF JULY HOUSE 
BEAUTIFUL 


| MRE Cs mage. 


SILVERWARE 


56. ALVIN STERLING 
THE ALVIN SILVERSMITHS 


26. FISHER SILVER 
FISHER SILVERSMITHS 


27. POOLE SILVER 
POOLE SILVER COMPANY 

Poole Silver Company, Taunton, 
Mass., manufacturers of sterling and 
plated hollow ware, is now introduc- 
ing the additions to its line. A total of 
16 new pieces have been added in- 
cluding new miniature cigarette tubs, 
vegetable dishes, pitchers, bowls, triv- 
ets, and hot water kettles. These new 
pieces can be secured from Poole 
distributors. 


28. PORTER BLANCHARD HAND-MADE 


STERLING 
PORTER BLANCHARD 


29. FRANK SMITH STERLING SILVER 
FRANK SMITH SILVER CO. 

FRANK SMITH STERLING FOR THE 

TOP THIRD OF YOUR STERLING 

MARKET. 


As advertised in: House Beautiful, 
House & Garden, Holiday, and Glam- 
our—to over 7,350,000 readers. Frank 
Smith Sterling, preferred in homes of 
eminence the world over—LOCALLY, 
TOO. 


LAMPS 
30. STARLINE SPUN BRASS TIER LAMPS 
MIDWEST LAMP CO. 
A new addition to Midwest's expand- 
ing selection of Starline Lamps is an 
interesting collector’s tier lamp of 
spun brass. Two removable glass 
shelves and bottom of base provide 
three levels for figures, miniatures or 
small plants. 26-inch lamp has parch- 
ment shade in antique gold, sells for 
$15.95 complete with six hand- 
painted figurines. 
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31. TOWER PICTURE WINDOW LAMP 
TOWER CRAFTSMEN, INC. 

“TOWER CRAFTSMEN”, Red Bank, 
N. J., informs us that from actual re- 
ports, their beautiful Picture Window 
Lamp (retailing at $49.50), when left 
lighted at night in store windows with- 
out supplementary lighting, is a guar- 
anteed traffic stopper, resulting in not 
only sales for the lamp, but for related 
items displayed with it. 


TABLEWARE 


32. PERMA HUES ALUMINUM TUMBLERS 
J. H. CRISTIL CO. 


CANDLES 


33. TAPERLITE CANDLES 
WILL & BAUMER CANDLE CO. 


ges YEAR AFTER YEAR 
gs MORE MANUFACTURERS 
gs OF SILVERWARE USE 
ges~ THE ADVERTISING 

gS PAGES OF HOUSE 

ges BEAUTIFUL THAN ANY 
ges~ OTHER MAGAZINE. 


HOSTESS ACCESSORIES 


34. MASSLINN GUEST TOWELS & NAPKINS 
CHICOPEE MILLS, INC. 

Dinah Shore helps you sell these lux- 
urious disposable products. In current 
magazine advertising, featuring 
Masslinn towels made of non-woven 
rayon and cotton cloth, Dinah Shore 
says, “These disposable guest towels 
need no apology.” Dramatizing social 
acceptability, Masslinn advertising 
emphasizes the cloth luxury . . . ex- 
quisite softness, superabsorbency, 
fashion-right colors and patterns. 


TREE 


HOUSE BEAUTIFUL display aids 
featuring the advertisements 
of any of these advertisers 

can be had without charge. 
Use the convenient coupon... 
and mail it today! 
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COMPATIBLE 


You will find plenty of salesbuild- 
ing material for your advertising and 
store displays in: “How to Combine 
Patterns,” appearing in July House 
Beautiful. The harmony of theme 
idea presented, as contrasted to the 
literal repetition of design, is adapt- 
able to any number of product com- 
binations. Table settings spotlighting 
combinations rather than single 
items are the direct route to “combi- 
nation” sales! 

Reproduced here is one of the 
many sparkling illustrations from 
July H. Bb. that make this story a big 
potential traflic stopper for you. 
Products featured include: Spode’s 
“Valencia” dinnerware, Copeland & 
Thompson, New York, N. Y., and 
goblet, Seneca Glass Co., Morgan- 
town, W. Va., with “Corsage” sterl- 


ing, The Stieff Co., Baltimore, Md.; 





Send for your FREE House Beautiful 
Window and Counter Display Card 
this easy way.... 


unadorned china plate, Josiah Wedg- 
wood & Sons, New York. N. Y.., 
“Waverly” handmade crystal, A. H. 
Heisey Co., Newark, Ohio, and shell 
design organdy place mat and nap- 
kin, Marghab Linens, New York, 
N. Y., with “Romance of the Sea” 
sterling, Wallace Silversmiths, 
Wallingford, Conn.; Royal York 
“Tulip” plate, Midhurst Importing 
Co., New York, N. Y., and “Colonial 
Dame” glass, Fostoria Glass Co.., 
Moundsville, W. Va., with “Danish 
Crown” sterling, Paul Wilken, Inc., 
Minneapolis, Minn.; “Twilight” 
china, Flintridge China Co., Pasa- 
dena, Calif., and “Georgian” glass, 
The Cambridge Glass Co., Cam- 
bridge, Ohio, with “King” sterling, 
Samuel Kirk & Sons, Baltimore, 
Md.; Booth’s “Lily of the Valley” 
china, Midhurst Importing Co., New 
York, N. Y., and “Karen” goblet, 
Tiffin Glassmasters, Tiffin, Ohio, with 
“Lily of the Valley” sterling, The 
Gorham Co., Providence, R. I. 





JC Jul 


Circle the numbers below which appear beside the advertisements you wish 
mounted, fill in your name and mailing address and mail coupon to: 
Merchandising Division, House Beautiful Magazine, 572 Madison Avenue, 


New York 22, N. Y. 
26 27 28 29 30 31 32 33 34 56 


NAME 





ADDRESS 





CITY ZONE STATE 
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cess with brides. Each bride is given a flannel roll for 
displaying silver after she makes her choice, or, if she 
wishes to show off silver in more elaborate fashion at 
the wedding, she is encouraged to borrow a handsome 
chest for the occasion. 

When high school senior girls arrive at the store to 
select class rings, a staff member presents them with a 
sterling silver teaspoon of their choice. A congratulatory 
letter is dispatched to other graduates inviting them to 
the store to receive spoons. 

Armstrong’s fosters relations with silver buyers of the 
future by seizing every opportunity to discuss the sub- 
ject before high school and college groups. “How to 
Select Silver,” and “Proper Table-Setting Technique,” 
are titles of two talks Robert Armstrong presents at high 
school and university club and sorority sessions. 

Little-copy-lots-of-white-space is a thumbnailed report 
of the firm’s newspaper layout strategy. About seven 
percent of the gross is set aside for advertising and the 
big chunk of this is channelled to newspapers. 

Ad-copy is characterized by an emphasis on value, 
quality and convenient credit. Price is soft-pedaled. 
The price tag isn’t the feature that propels people into the 
store so the jeweler doesn’t give it an ounce of consid- 
eration in promotions except to sloganize that the store 
has “Prices to Fit Every Purse,” or to proclaim in copy, 
as he did recently, that “It Costs No More To Buy 
Better-Grade Merchandise On Convenient Credit Terms 
at Armstrong’s.” 

Because Sunday ads catch the eyes of more readers, 
the store schedules full-page layouts on that day. “Satur- 
day is no longer a big shopping day,” said Mr. Arm- 
strong. “Monday has supplanted Saturday as the time 
when the hordes of farmers come to town and shop. The 
Sunday edition of the paper is the timely issue to get 
your name and merchandise before Monday shoppers. 
And it’s a day when housewives and their husbands study 
ads leisurely and make comparisons of values and prices. 

“We vie with the big department stores for attention 
in the Sunday paper by running full-page layouts that 
readers cannot overlook.” 

On a 30-minute musical show, on which listeners are 
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The front of Armstrong's, the "Brides store’’ in Waco, Tex. 
The firm makes an all-out bid for nuptial business by con- 
tacting Waco girls while they are still attending school. 


awarded Gruen watches by the store for identifying cer- 
tain tunes, the firm promotes the lasting value of jewelry 
for gifts. “Gifts Do Mean More in Boxes From Arm- 
strong’s,” is typical of the apt phrases coined to inject 
punch into radio copy. 

Set in a unique semi-circular arrangement, the 60- 
foot window layout is divided into five sections on each 
side of the entrance. At least two of the sections are 
completely changed every week so the setup may present 
a constantly fresh appearance. 

By not overloading windows with too much merchan- 
dise, by displaying more eye-appealing items, by draping 
backgrounds in smooth, handsome fabrics in colorful. 
seasonal hues, the window layout gives a filip of elegance 
to the front of the establishment. 

A new wrinkle is occasionally used to inject liveliness 
into displays. Recently, life-sized, cut-out cardboard fig- 
ures, fashioned by a local artist, have been placed in 
windows. The full-sized replica of an attractive girl 
decked out in rings, a watch and a necklace, gives window 
shoppers an idea how this jewelry would look on them. 

Twice a year, Bob Armstrong sends out what he terms 

(Please turn to page 146) 
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Beat Summer 


Sales Slumps 
_..with J.W. JOHNSON 


Summer Sales Winners! 
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When the mercury soars, your sales will go up, too, instead of down 
when you feature these nationally advertised, fast moving summer month 
gift specials from J. W. JOHNSON. And, this year as for the past 81, 
you can count on J. W. JOHNSON for the same efficient service and 
prompt deliveries that have won us the continued patronage of America’s 


leading jewelers. ORDER NOW! 





_ STERLING FLATWARE CLOCKS PLATED HOLLOWWARE 
1847 Rogers Bros. 


Rogers Sterling Westclox 
Amston Sterling Telechron Anchor Rogers 
Alvin Sterling Seth Thomas Community Plate 
Manchester Sterling Revere Tudor Plate 
ar ee Poole Hollowware 
STERLING HOLLOWWARE Semca JEWELRY—LIGHTERS, ETC. 
cect cilia Phinney Walker Ronson 
Baby Goods A.S.R. 
PLATED FLATWARE y re 
Sterling Handle Pieces PP 
Sian: Rintin 1847 Rogers Bros. Remington Rand 
William Rogers & Son Anson 
Community Plate Speidel 
| ELECTRICAL APPLIANCES Tudor Plate Jacoby Bender 
Manning Bowman Alvin Plate Gemex 
Knapp Monarch Silco Stainless Steel Heller Pearls 





Cash in on these extra-Profit Summer Sales Boosters! 


). W. JOHNSON, Inc. 


15 MAIDEN LANE Established 1869 NEW YORK 7, N. Y. 
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1. Ladies’ Watch Band 


2. Chime Clock 








6. Electric Iron 





7. Bible Ring Box 
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3. Lighter Set 
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5. Calendar Watch 





4. Railroad Watch 


ma 


[] 1. Gemex "Sonata," ladies’ watch band which introduces the 
firm's patented self-adjusting end. Made in yellow, white or 
pink, in lengths from four to six inches, the band retails 
at $9.95, tax included and comes in plastic gift display box. 


2. Electric Chime Clock by Sessions Clock Co., Forestville, 
Conn., has deep case of matched grain mahogany with ebony 
finished end panels. Gold finished metal dial with raised 
numerals edged in black, this clock retails at just $37.50. 


LJ 


[] 3. New table and desk cigarette lighter and server by Evans 
Case Co., No. Attleboro, Mass., is designed on cornucopia 
motif. In silver or gold metal finish, automatic lighter 
retails for $10; and the cigarette server is sold for $7.50. 


[] 4. Grade 571 of famous 21-jewel B. W. Raymond railroad 
watch named after founder and first president of Elgin No- 
tional Watch Co., is currently being introduced by Elgin fea- 
turing many improvements including Dura Power mainspring. 


[] 5. "Datometer,” one of new styles in Mido Multifort Super- 
automatic line, tells time of day and day of month. It is 
self-winding, anti-magnetic and water and shock resistant. 
17-jewel movement in steel case retails at $98 including 
tax. Distributed by Louis Aisenstein & Bros., Inc., N. Y 


[] 6 Universal's "Stroke-Sav-R" iron gives increased ironing 
surface with no increase in weight. Only 3!/ pounds, iron 
incorporates many new features to facilitate ironing job. 
Manufactured by Landers, Frary & Clark, New Britain, Conn. 


[] 7. This wedding ring box of white pearl-like plastic resem- 
bles miniature bible or prayer book when closed. Lined with 
rich bridal satin. Manufactured by the Mautner Co., 20 W. 
47th Street, New York, boxes are priced at $5.75 per dozen. 
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The Amazing New ‘‘TRIGALITER’”’ 


SURE FIRE GUN LIGHTER 
SY Precision Built in U.S.A. 


@® Automatic Trigger Action 


@® Fully Guaranteed 


es pce 


nh eine ae 
Nes 


cape sn 





With Flannel 


r Now! l__| ges 
i iy Protect Finish 


Polished Chrome or Yellow Finish No. 10G106 


Assorted Colored Grips Chrome Finish 
Imitation Ruby, Sapphire, Emerald, Pearl and Black ° 
No. 10G107 


Yellow Finish 














Here it is! The new automatic cigarette lighter that 
is sweeping the country. Looks just like a real gun. 


Precision built in the U.S.A. and handsomely finished Retail Price 





in bright chrome or polished yellow. Lights when 

trigger is pulled. Grip in assorted imitation ruby, $500 
sapphire, emerald, pearl and black. Manufacturer's Your Cost 
guarantee with each gun lighter. It's the perfect size 

for pocket or purse (3!/2"" x 2!/2"). Get in on this $ 00 
biggest seller in years. A real leader to bring in ee 
customers. Order yours today! 

5S No. Wabash Ave. Chicago 2, Ill. 
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They re New 











2. Clock-Barometer 


4 





5. Men's Jewel Box 





6. Holy Year Watch 





7. Calendar Watch 





3. Binocular "Specs" 





. Pen-Pencil Set 





[] 1. Detachable necklace-brooch combination by Walter Lamp, 
Inc., 608 Fifth Ave., N. Y., is in sterling silver set with 
rhinestones. Set retails for about $25, not including tax. 


2. Clock-barometer set the "Yarmouth,"' is in solid brass 
with Honduras mahogany base. Retails for $20, plus a $2 
tax on clock. Made by Swift & Anderson, Inc., 952 Dor- 
chester Ave., Boston, Mass. The "Chatham," clock-thermom- 
eter set shown in April issue, page 120, is $15 plus a $2 tax. 


LJ 


3. Binocular ''specs"’ weigh only three ounces, are rated at 
over three power. Center finger-tip focusing. They retail 
at $12.50 plus tax, with leather pocket case. From Hadco 
Engineering & Mfg. Co., 2706 W. Belmont Ave., Chicago, Ill. 


4. "Two-Way" fountain pen allows two types of strokes—fine 
normal letter in conventional position and thin stroke when 
pen is turned over. Pen retails for $1.50 with a metal cap; 
companion set $2.50. Other models up to $12; sets propor- 
tionately priced. Holt Pen Co., Crompton, W. Warwick, R. I. 


5. "Hi-Hat" jewel box for men is of leather in rich chest- 
nut shade. Deluxe model shown is lined with kid leather. 
Gold tooling and stamped motif. About $4.95 retail. Made 
by Tory Jewel Box Corp., div. of The Mautner Co., New York. 


6. Cronow Watch Co., 31 W. 47th St., N. Y., have introduced 
the “Anno Sancto" watch in commemoration of the Holy 
Year. Watch has 7-jewel shock-resistant movement, papal in- 
signia on dial, engraved back. Unique box is an authentic 
replica of St. Peter's. $10.95 retail in men's and women's styles. 


7. Erroneously listed on page 134 in May issue, the Medana 
Calendar Watch has 7-jewel movement in a chrome top case 
with stainless steel back. Extra hand indicates day of the 
month; small window day of the week. Sole distributors in 
U. S. is Louis Aisenstein & Bros., Inc., 630 5th Ave., N. Y. 
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Size 6/2" x HA" 





Just Published! 
JEWELERS’ 


DICTIONARY 


NEW COMPLETELY REVISED 
x SECOND EDITION x 





“Knowledge is Power’. Every jeweler will find 
profit-making power in the knowledge of terms and 
terminology of the jewelry trade which are authori- 
tatively explained in this, the completely revised Sec- 
ond Edition of THE JEWELERS’ DICTIONARY. 


Everyday expressions, as well as obscure and little 
known terms can be understood and fluently used 
after consulting this profusely illustrated volume. 


Diagrams and explanations of the many methods 
of cutting precious stones will enable you to identify 
and explain the origin and value of modern and 
antique jewelry. Exploded views of modern watches 
will help you sell watch repairing at a better price. 


Selling points on karat quality, rolled gold plate and S$ 6:00 
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the printed word, compiled by experts in these fields. Post Paid 
Terms in allied fields such as china and glass are also 
explained in detail in easy to understand language. HARD COVER BOUND 
IN RICH BLUE CLOTH 


In one comprehensive volume, THE JEWELERS’ DIC- 
WITH GOLD STAMPING 


TIONARY contains an invaluable wealth of information— 
indispensable to the jeweler, watchmaker, gemologist, 


advertising man; in short, to anyone seeking information ORDER TOD AY 


pertinent to the jewelry and allied fields. 
FOR IMMEDIATE DELIVERY 





AUTHORS 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St., 
New York 17, N. Y. 


Dr. Frederick H. Pough 
Curator of Gems and Minerals of the 
American Museum of Natural History 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.06 


John J. Bowman 
Director of 
Bowman Technical School 
ss bie hc dd We ceeds is enclosed 


Consulting Chemist Money order ......... is enclosed 


Jewelers’ Technical Advice Co. 


Check or money order must 
accompany all orders. 


DO NOT SEND CASH 
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They re New 














1. Sugar and Cream Set 


2. Ladies’ Watch Band 














3. Novelty Cuff Links 





4. Ladies’ Billfold 





i 


6. Miraculous Medal Ring 


[] 1. Sugar and Cream Set in silver plate from Reed & Barton, 
Taunton, Mass. Retailing at $8.95, this attractive set is 
based on designs by master silversmith Paul Revere. This 
set is gift boxed for a wedding or an anniversary present. 


[] 2. Ladies’ watch band with a rope motif from Flex-Let Corp., 
20 W. 47th St., New York City. Priced at $6.95, tax included, 
this new band, No. 255, is available in 1/20 10k gold filled 


in all colors with stainless steel, long wearing back. 


[] 3. Cuff links from Smith Sterling, 7331 Santa Monica Blvd., 
Hollywood, Cal. Part of a recently introduced line which 
takes the shape of animals, golf clubs, football shoes, etc. 
These differently styled links are priced at $2.50, Keystone. 


[] 4. Billfold for ladies of Gallun calfskin and fashionable 
colors with secret pocket in bill compartment, and space 
for keys, coin purse, and pass key. From Enger-Kress Co., 

7. Jewel Box West Bend, Wis., the retail price for the billfold: $12.50. 


[] 5. Hamilton Cedric model has 14k natural gold filled case. 
The dial is of sterling silver with applied gold numerals. 
Designed to meet the style and performance requirements of 
the modern businessman, this 19-jewel watch is $71.50, F.T.I. 


[] 6. Miraculous Medal Ring by Baden & Foss, Inc., 151 W. 46th 
St., New York City. One of a new line of Revelation Rings 
styled with a compartment built into top of ring. Available 
in 10k and 14k gold, they are priced from $18, Keystone. 

[] 7. The Deluxe Continental, jewel box by Mele Mfg. Co., Inc., 
366 Fifth Ave., New York City. Top is tooled with 24k gold 
fleur-de-lis motif. Aniline-dyed leather with velvet lining, 
this box has a secret compartment, self-rising tray, and a 
set-in lock with key. 10 x 7 x 3!/ in., it retails at $4.95. 

[] 8. Eight-Day Clock of solid mahogany from Hedstrom Asso- 
ciates, Fitchburg, Mass. With jewelled movement, this clock 
is one of six new styles from this company. The prices be- 
gin at $20 and go up to $35. Movement is by Lux Clock Co. 





8. Eight-Day Clock 
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Metals of Guaranteed Purity 


GOLD - SILVER - PLATINUM - PALLADIUM 
IRIDIUM - RUTHENIUM - RHODIUM - OSMIUM 


W. solicit your Swesps a 














oo Filings — Scrap Gold and 

a pedeee a Platinum — Metals 

| ——s Your Ol Gold Shipments 
| WILL RECEIVE 


Special Attention 
Kastenhuber & Lehrfeld, Inc. 


21 West 46th Street Tel. LUxemburg 2-2320 New York 19, N. Y. ||} 
* 





























| Howelers —New Children’s Swingtime Pendulum Clocks 


offer 
opportunity 
for 
year 
‘round 
sales 
and 


profits! 





} 
Three colorful designs! PLAY TIME, CIRCUS TIME, COWBOY TIME 


. . . with guaranteed chain-wind movements for accurate time-keeping. Perfect for child’s 
room, playroom, nursery or foyer. Dial 714” diam. Individually boxed in corrugated boxes. 


$4.95 retail. (Tax not included.) 
Contact your jobber or write direct for sample. 


MASPETH MFG. CO., Inc. “srooxtyna NY. 
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Famous makers of the 
finest sterling and reput- 
able repair shops have 
learned to depend on 
Northampton Cutlery for 
and illustrations the ultimate in quality 
and craftsmanship in 
forged stainless steel 
blades 


Prices 


gladly furnished 








NORTHAMPTON CUTLERY COMPANY e 


NORTHAMPTON 2, MASS: 7 ESTABLISHED 1871 














/ JEWELERS \ 


ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock, 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 








\Y 77 MADISON AVE. MEMPHIS |, TENN. JL 
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Bridal Promotion 


(From page 138) 


99 


his “good will mailings,” which include the use of 5,009 
names collected from watch repair files. In January, he 
turns out a letter thanking these customers for they 
past year’s business. In October, he rolls out the red 
carpet, via direct mail, for Christmas shoppers in a letter 
describing attractive new items in stock. 

Spaciousness and orderliness of this modern establish. 
ment, remodeled in 1946 at an expenditure of $36,000. 
lends itself to the ease and comfort of shoppers. | 

Special attention was accorded in refashioning the 
39 x 145-foot layout, to arranging appealing display set. 
tings for diamonds, china, silver flatware, hollowware. 
glassware, and other merchandise usually associated with 
weddings. 

The lighting system is a good example of the wise 
remodeling planning. General store illumination, dis. 
pensed by rows of 200-watt incandescent lamps down the 
center of the store, is teamed up with a series of spotlights 
to highlight particular areas. There is unimpeded pass- 
age between the sales areas, and a combination of rubber 
tile and linoleum flooring and light mahogany fixtures 
intensifies the light, airy atmosphere of the setting. 

High spots of the layout for wedding gift purchasers 
are the plated hollowware niche; the better diamond 
showcase; a floor case containing wedding bands; the 
silver alcove, displaying products of all the better 
known manufacturers; and the china and crystal de- 
partment, appointed with twin tables for complete place 
settings. 

A complete range of quality labels is a big factor in 
Armstrong’s program to develop a shopping haven for 
wedding present buyers. The plated hollowware wallcase 
is overflowing with a cache of water pitchers, vegetable 
dishes, and gravy boats. Next: A case full of cake plates, 
meat and chop dishes, and salt and pepper sets. Close by 
is a handsome wallcase devoted to tea services, water 
services and cocktail trays, both English- and American- 
made. 

Across the aisle in a 10-foot case, are sterling pieces, 
Paul Revere bowls, candlesticks and compotes. The 
companion piece of the cake plate case is a 12-foot unit 
showing both sterling and plated tea services. 

“A focal point is the sterling silver flatware setting 
where we show some seventy patterns,” said Mr. Arm- 
strong. “The wideness of the selection is a cogent fea- 
ture in attracting trafic among young women contem- 
plating matrimony. 

“Twin 8-foot tables, fitted with comfortably-cushioned, 
tuck-under chairs, in which patterns are displayed in- 
dividually beneath glass on pads with reachable storage 
units underneath for duplicate stock, make up this cozy 
study.” 

The floorcase, solid with gold and diamond-studded 
wedding bands, has items ranging from $8 to $1,200. 
Better quality diamonds, from one-quarter to four carats, 
priced from $150 to $10,000, are displayed on velvet 
pads. By stocking fine bracelets, rings, necklaces, the 
store makes an all-out appeal to those in higher income 
groups. 

“There is a definite market in smaller, modestly-priced 
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rings,” said the jeweler, “among couples who launch 
their marriages on slim budgets. We make it a point to 
advise young people whose funds are limited to select 
small, high quality stones, rather than large ones with 
flaws. We can, we tell young people, sell you a one carat 
ring as low as $200, or as high as $1,500, but there is 
a vast disparity in the quality of the two stones.” 
Everyone in Waco knows by heart the firm’s twin 
diamond slogans: “If You Don’t Know Diamonds, Know 
Your Jeweler,” and “If Armstrong’s Says ‘It’s Perfect’ 
_Jt’s Perfect.” Repetitious use of these sayings in news- 
paper and radio promotions has had a marked influence 
on the diamond-buying habits of shoppers, particularly 


the young crowd. 
Community Interest Promotes Sales 


A wide-awake jeweler who began by selling Bibles from 
door-to-door, today owns and operates one of the most 
modern jewelry stores in Corbin, Ky., which he started 
with just $300 of his own. Lyle L. Willis, proprietor of 
the Viv Sales Jewelry Co., is a living example of the 
American way of free enterprise and good citizenship. 








Lyle L. Willis presenting a ring to Mrs. Curtis Haverly of 
Bera, Ky., which she won as a prize in a national contest. 


Although Willis once had to make his way to the pub- 
lic’s door to sell his Bibles, now that he has his store, he’s 
still doing the same thing—the methods are a little dif- 
ferent, that’s all. Willis uses the radio and public interest 
to reach his customers. In fact, there is little in the way 
of events of public interest that he doesn’t capitalize on to 
keep his store name before the public. If there is nothing 
at the moment to tie in with for a bit of publicity, it is 
not beyond Willis’ capabilities to create something on 
his own. 

During the past year, Willis has sponsored radio broad- 
casts, spoken himself on such subjects as “Know Your 
City” and done his best in every way to encourage the 
growth of Corbin. 

When Mrs. Curtis Haverly of Bera, Ky., won a diamond 
ring as a prize in a national word-building contest, the 
ring was sent to Willis to deliver to her. Indeed, Willis’s 
fame has spread throughout and beyond his native state. 
And his sales have grown right with his fame. 

P. S.—He still has Bibles for sale in his store. 
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NOCK ON THE DOC 


F TODAY'S BEST CUSTOMERS 


_ Modern homemakers, 
- eagertocreate = 
inspiring room effects, 


are quick to welcome © 




















Feature these clocks 
and make the most 

of this opportunity 
to win new friends, 
new customers, in the 
___ livest, quickest-to-buy_ 








The MONTICELLO, 
with Westminster 
Tubular Chimes, 
retails for $495 





plus tax. 





& CHIMES OF WESTMINSTER 
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The R-951, smartly fashioned and with 
Westminster Chimes, retails for $42 
plus tax. 
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DONT BE FOOLED 


THERE IS 
Only One Niash Patented* Wing Back 


clicks opening 
clicks closing 






Found on the Finest Jewelry 
It has perfect mechanical operation, clicks 
opening, clicks closing. Has non-corrosive 
spring. Available in all metals. 

*Patented. Design 155,535 


Patented Construction 2,472,958 
Infringers will be prosecuted 


NIASH REFINING COMPANY 


116 Nassau St. CO 7-4496-7 New York 7, N. Y. 
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PA 


EASIEST TO 


SELL 


BECAUSE IT’S 
EASIEST TO USE: 
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Earrings 


(From page 93) 


shortened by wearing large round-shaped earrings. Ear. 
rings rate high among the jewelry styles that give per. 
fection and finish to a woman’s costume and grooming. 

It is quite natural that earrings should be growing 
constantly in popularity. As more and more women have 
realized how flattering earrings can be to their individual 
beauty they have begun to wear them more and more 
often. After all, earrings create an aura of enchantment 
for evening and high glamour for festive occasions. It js 
only reasonable that they should bring a comparative 
beauty to work, play, sport and street clothes. 


FULFILL DEMAND FOR ALL TYPES 


Designers and manufacturers have more than fulfilled 
the demand for all types of earrings. They have created 
stunning new designs in precious metals and in jewels, 
and have fashioned them for all occasions. A unique 
Wingback fastener has been developed which exerts no 
weight or pressure on the smallest ear lobe and keeps 
even large, bulky earrings from slipping. New dress 
fashions have been considered both for texture and style; 
new hat fashions and new hair-dos have been studied, and 
irresistible earring styles have been designed accordingly. 


A Paris version of pendant-earrings shows a slender 
thread of jeweled radiance dropping from ear lobe to 
shoulder and culminating in a single pearl of dramatic 
proportion. An American version of this glamorous 
pendant-fashion is a six-strand sparkling cascade of rhine- 
stones that flashes scintillating brilliance with each im- 
perceptible movement of the head. 


A distinctive design in tailored gold is called, “Lance- 
lot.” It is intended to give each pretty wearer all the con- 
fidence that his armour gave the famous knight. Ideal for 
wear all through spring, summer and fall. The drop-ear- 
rings are a perfect length for short hair. 


Tailored gold goes glamorous in the handsome swirl 
earrings highlighted by a row of tiny gold dangles. Wing- 
back fasteners make them easy to wear. These are flat- 
tering golden elegance for almost every type of beauty. 


In another, an exquisite pearl swings for a graceful 
scroll. This is another lovely expression of vibrant 
motion. It is a becoming length even with a hat. 


Pearls are a must—and always in fashion—especially 
the baroque pearls with dainty seed beads inside a gold 
leaf motif. Wingback fasteners give promise of comfort 
even with bulky dramatic designs. Whether for dress-up 
or everyday wear, pearls are a must! 


Women want to be beautiful on every occasion during 
the day! Women want earrings to wear with all of their 
clothes, and a wardrobe of earrings is indispensable to 
all who would be smartly dressed! 





The merchants of one eastern city cooperate on a spe- 
cial tabloid shopping guide which is mailed or distributed 
to nearly 50,000 rural homes about ten days in advance 
of their sales. News, well-chosen jokes, and items of in- 
terest are spread through the pages of this tabloid which 
includes the advertisements of the cooperating merchants. 
Merchants are charged for their advertisments and this 
helps to pay for the printing and distribution. 
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University District 
(From page 112) 


sented by the University Commercial Club 
in behalf of the University District. Remem- 
ber to tune in next week when Nancy shops 
for more good buys, and Bob keeps her 
musical company ... like this... 


ORGAN: “ON THE AVENUE.” 


In addition to the three basic community services, the 
program also advertised specific articles of merchandise, 
sometimes quoting the price. The name of the store where 
an article was available was not mentioned, the listener 
being referred to the Commercial Club’s office. The 
telephone number of the office was repeated at intervals, 
so that interested listeners could get this information by 
telephoning the Club’s full-time paid secrctary. Presen- 
tation of the program on Thursday morning, tied in with 
“Family Shopping Night” that same evening. 

A reliable indication of the program’s appeal, was the 
number of listeners who phoned the Commercial Club’s 
office following the broadcast. Only a very small per- 
centage of interested listeners will ever go to the trouble 
of responding in this way; therefore, Harry Pearson of 
Pearson & Morgan figured that even if there were no 
response at all to the first program, it would still be a 
satisfactory beginning. 

Actually, the first program brought 16 telephone re- 
quests for further shopping information. As it became 
better known, the telephone requests increased, so that 
the program eventually averaged 60 calls per program 
for the year it ran. Most of these calls came within an 
hour or two after the program ended. Since there was 
only one telephone in the Commercial Club’s office, there 
were probably a number of other calls as well which were 
not completed. 

In addition to radio, newspaper advertising has been 
used to a limited extent in the downtown newspapers. 
Occasional display ads here run one column by three 
inches. In case of a contest, such as the window song 
title contest which the Commercial Club sponsored a 
year ago, the ad carries the entry blank and announce- 
ment of the contest. , 

Newspaper advertising is concentrated mostly in the 
University District Herald and the University of Wash- 
ington Daily. The agency places a ten-inch box on the 
front page of the Herald once a month stressing either 
the general points or events of seasonal interest. Enroll- 
ment at the University of Washington exceeds 16,000 
students. They, therefore, represent considerable present 
and future buying power, and the student daily news- 
paper is read thoroughly. 

In addition to this, the community program furnishes 
good advertising material to merchants of the District 
to use in their own advertising copy. Merchants now 
stress the three main points of the community program 
in addition to their own advertising message. 

Billboard advertising is the medium most recently to 
be used by the group. It is particularly adapted to the 
“slogan” type of advertising, and stresses mainly the 
department store comparison, evening shopping, and free 
parking. Car cards likewise stress these points, in addi- 
tion to publicizing coming District events such as fashion 
shows and Christmas shopping services. 
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GOLD JEWELRY ATA 
PRICE THAT SELLS 











Scarabs of famed Egyptian 
legend, at quick turnover 
prices. Substantially set with 
prongs and channel wire. 
Available in 7 different col- 
ors. Richly mounted in 14K 
gold. Samples sent on re- 
quest. 


BRACELET #5-3! $29.00 
EARRINGS #128 $20.00* 


*Prices Keystone 






The largest stock of jade 
jewelry—to fill your every re- 
quirement. 


ART-CRAFT JEWELRY CO. 


"THE HOUSE OF JADE" 
| West 47th Street, New York 19 
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Chest No. 82 


EUREKA Silverware Chests are built with a 
high degree of cabinet craftsmanship in every 
detail. They are made of top quality, beautifully 
grained hardwoods, carefully seasoned and dried, 
and lined throughout with Pacific Silver Cloth — 
“the cloth that 
prevents tarnish”. 
EUREKA Chests are 
available in a wide 
range of styles and 
prices. Send for free 


leaflet on the new 


EUREKA Chests. 





EUREKA anti-tarnish Rolls and Bags of fest suede- 
finish EUREKA Duvetyn Cloth — in your exclusive 
color or color combination — assure your customers 
extra good anti-tarnish protection for fine silverware. 
Your imprint on every roll and bag is an attractive 
and lasting remind- 
er of your store. 
New lower prices. 
Send for free sam- 
ples, illustrated cat- 





alog and price list. 


Eureka Manufacturing Co., Ine. 
5 Maple Street, Taunton, Mass. 
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Advertising Mats 


(From page 108) 


ately, some manufacturers do not supply their deale 
with the proper mats. However, there are many wh, 
furnish their dealers with the finest illustrations availa}, 
and these should be used steadily and wisely to reap 
dividends. Silver, watch and jewelry manufacturers gy). 
ply a good choice of mats for many or all of their items. 
If you don’t get them, write for them. 

Following are a few basic hints for preparing and 
using mats. They are by no means a complete comp. 
ation of newspaper do’s and don’t’s. But if you beg 
these vital points in mind, you'll improve the results 
from your advertising investment. 


HINTS FOR. USING MATS 


1. When rearranging layouts to suit your own needs, 
never cut into the area of the actual mat. If your deale; 
mats or mat service comprises several ads on one sheet, 
these may be easily separated by cutting down the cen. 
ter of the “guard rule” of each mat. 

2. In the event you wish to use only part of a mat. 
release the entire mat to the paper after noting the un. 
wanted area lightly with a soft pencil. Specific instruc. 
tions on the proof will emphasize your requirements. 

3. You can make large mats smaller by cropping 
superfluous portions. Here, too, release the entire mat 
to the newspaper, along with a marked proof. 

4. You may use different illustrations in the same mat 
provided they do not touch one another. This can be 
done readily by cutting the proofs of the mats to be re- 
produced and placing them in the desired layout and 
then releasing them with the entire mat to the newspaper. 

5. A distinctive border design will lend character to 
ads, the small ones in particular. Choose an outstanding 
design but not one which will detract from the mer- 
chandise illustrations. Instruct the paper to hold this 
border for your continued future use. 

6. Be certain that you have included your store name 
wherever indicated on the layout. Check all prices and 
item descriptions carefully. 

7. Always try to give your newspaper ample time s0 
that they can submit a proof of the ad you want run. 
This will avoid needless errors. 

8. Organize a mat file. It’s often good business to 
re-run an ad that has been successful. 

9. Mats may be used many times. Instruct your news- 
papers to return all mats to your files after the ad is run, 
and place them in your files categorically. 

10. Select a legible type face available at your paper 
and continue to use it throughout your entire campaign. 
Be sure that the type face you select is in keeping with 
the character of your store. Specify one type for cap- 
tions and another for the body copy. Change the type 
style only when you want your ads to have a “new look.” 

11. Make certain that the ad is timely and that you 
have chosen the correct day of the week to run it. Also, 
be sure the ad is not too costly for the anticipated busi- 
ness on that price item or items. Moreover, be certain 
the caption is sufficiently thought-provoking to inspire 
the reader to read further. Test the “theme”’ illustration 
for its ability to attract the eye. When the ad is ready, 
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vive it a final check: Would the ad suggest your store 
ya if your signature cut was omitted? In other words, 
does it reflect precisely the character of your store? 

The size of your store does not matter. Whether it is 
large OF small, each has its place in the community. The 
important thing is to present your advertising story prop- 
erly. Your advertisements are your silent salesmen that 
reflect the character of your store. Their proper appli- 
cation will give you the distinct advantage over your 
competitors down the street. 





Mineralogist Views Gems 
(From page 100) 


acteristic. All the light that gets through a sheet of 
this crystallized substance is in a single plane while 
the light vibrating in the other plane is so strongly ab- 
sorbed that practically none comes out the other side. 
A “gem” of Polaroid would look very much like the 
tourmalines, grey along its length and black at the ends. 

Lesser known stones have interesting color effects. 
Andalusite shows three colors: a dull green, a grey, and 
ared brown. Sometimes this effect is undesirable. Many 
improperly cut zircons show a blue central band and paler 
sides in round brilliant-cut stones, which would be better 
if they were the same color throughout. 

A gem greatly valued by anyone familiar with jewelry 
stones is alexandrite. There are very few artificial sub- 
stances which have the startling color changes of this 
stone. They are not so rare that a jeweler cannot have 
an adequate selection available for his customers. This 
truly amazing effect can be produced in synthetic sapphire 
and spinel, and synthetic imitation alexandrites are all too 
common and are known as alexanderite sapphires. Some 
natural blue sapphires have a similar and striking change 
from blue to violet in artificial light. 

The star or streak present in certain gems is referred 
to as an “oriented inclusion” by the mineralogist. The 
reason for the rather factual words in talking about the 
lovely star in a sapphire or ruby is that the stars reveal 
the internal structure and pattern of the atoms in a gem 
and prove that the particles within the stone were aligned 
in a foreordained manner in which the crystal was formed 
Even though a star sapphire is rounded off by a lapidary, 
the star remains and men cannot alter the internal pat- 
tern except to emphasize it. 

From the earliest time, men have collected stone jewelry 
and used it in religious ceremonies and as adornment. 
Ancient and historical documents have been sealed with 
impressions engraved on stones and precious gems have 
played their parts in the wars and romances of the world 
right up to the present. With such an important part 
in the world’s economy for so many years, it is un- 
likely that they will lose favor no matter what tomorrow’s 
economy may be. But the ability to appreciate fully 
the properties and qualities besides the age-old tradi- 
tion of precious gems would take them far beyond mere 
monetary value. 

And that is why the mineralogist prefers a natural gem 
to a piece of glass on his finger; and many other people 
would, if they were better informed about the remark- 
able properties of their stones—whether they are the 
most precious of gems or the most common of quartzes. 
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get a 
NEW HERMES — pay out of profits 


13-19 University Pl. New York 3 
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Ask for Folder G 


NEW HERMES 13-19 University Pl., New York 3 | 
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Reach For Your 


W.R.C. 
FINDINGS CATALOG 


W. R. COBB Co. 


101 Sabin Street, Providence 3, R. |. 


New York Office, Chicago Office, 
320 Fifth Avenue 29 East Madison Street 
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2. Short Sets in China 





3. New Dinnerware Pattern 





CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. These two handsome cut designs appear in Tiffin crystal 
glassware—''Devon,"’ at the left, made up of cut mitres and 
punties; "Waterford," mitred cutting, also available with 


round foot. Made by the United States Glass Co., Tiffin, O. 


[] 2. Richly decorated dessert plates and after-dinner coffee 
cups and saucers (2 shapes) in Baronet china, with maroon, 
gray, turquoise or green rims, center florals and lines of 


gold. From Fisher, Bruce & Co., 219 Market St., Philadelphia. 


[] 3. “Mayfair"—new china dinnerware pattern of yellow roses 
and gray-beige leaves in a gracefully curving design, done 
on the "Century" shape. A 5-piece setting may be retailed 
for $11.75. From Castleton China, Inc., 212 5th Ave., N. Y. 


[] 4. New is this combination coin and glove holder in leaf 
design, gold-plated and gift packaged. Called the ‘Janis 
holder, it may be retailed for $2. Newspaper mats avail- 


able. Distributed by Soovia Janis, 223 Fifth Ave., N. Y. 


[] 5. Salt and pepper shakers in tapered trumpet shape, with 
lacquered silver-plated shells and glass liners. ye Poe 
3" in height and may be retailed, gift boxed, for $1.50 4 

ee oe pair. From Dart Craftsman Corp., 240 Madison Ave., N. ¥. 
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No. 4 SWAN 7” HIGH 


JANE WYMAN co-starring in HE GLASS 
MENAGERIE A Charles K. Feldman © 
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11” HIGH 


No. 2 BUNNY 3” LONG 


\\ X 
S\N 





Se Ss 











No. 11 MALLARD DUCK 
4Y,” HIGH 








how 





Beautiful crystal animals hand-wrought by Heisey are 
prominently featured in a heart-warming new movie, ‘The Glass 
Menagerie,” starring Jane Wyman and Gertrude 
Lawrence. And exquisite Heisey figurines just like those 
shown in the film are available now. They'll delight your 
customers as versatile decorative pieces for the home, as 
gifts, or as choice items to include in crystal collections. 

Take advantage of this unusual opportunity to bring more 
trafic into your store. The movie will be released 
in August, so don’t delay. Your Heisey Representative 
will see that your order gets prompt attention 
and that you are supplied with free newspaper mats. 
Order today, and contact your local exhibitor of Warner Brothers 
pictures so you'll know the best time to feature 
“The Glass Menagerie’’ in your advertising and store displays, 
See your Heisey Price List No. 30 for listing of items 
shown here and many other sparkling figurines. 
A. H. Heisey & Co., Newark, Ohio. 


No. 2 GOOSE 812” LONG 








HAND-WROUGHT CRYSTAL 


THE FINEST IN GLASSWARE...MADE IN AMERICA BY HAND AND NATIONALLY ADVERTISED FOR MORE THAN FIFTY YEARS 
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5. "Florence" Teapot 


15¢ 
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1. Glass and 
Silver Vase 











2. "Century" Stemware 





3. Aluminum Candles 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] I. Cornucopia vase is engraved with "Daisy" pattern, has 
spun sterling silver base—II" tall overall, with 534" base. 
The horn is well balanced over the base center, with no 
danger of tipping. From Silver City Glass Co., Meriden, Conn. 

[] 2. Sherbet, footed tumbler, goblet, and wine glass in the 
Century" design in pressed glass stemware; other pieces 
are cocktail, 5-oz. footed tumbler, oyster cocktail. All $9 
a doz. retail. From Fostoria Glass Co., Moundsville, W. Va. 


[] 3. "Perma-lite" candles of anodyzed aluminum are made in 
various colors, gold, silver and black; retail $2.95 for a 
pair. They have suspended wick and hold lighter fluid. By Pan 
American Metal Products Co., 401 N.W. 71st St., Miami, Fla. 


[] 4. Humorous ceramic figures of medieval knights, standing 
or mounted on horses, are hand-made by Fosco Martini in his 
studio in Florence, Italy; 8!/2" tall, retail from $35 to $50. 
Distributed by Hammer Galleries, Inc., 682 Fifth Ave., N.Y. 

5. Spode teapot in ‘Florence’ design—an |I8th Century pat- 
tern in the style introduced by the Brothers Adam; printed 
in sepia with hand-painted colorings, on the “Charlotte’ 
shape. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 
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ode since 1770 


THE WFINE ENGLISH 


DINNERWARE 


COPELAND 





Fine English Earthenware 
ENGLAND 


; ; SPOUE 
COPELANCS CHINA 
English Bone China CoPetancs cs 





Lowestoft Stone China 
Stone-China 


Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 


206 FIFTH AVENUE, NEW YORK 10, N.Y. 











A long-established, nation-wide service, 
noted for prompt service and consistently 
accurate returns. Send us your next lot 
and compare, 








HANDY & HARMAN 


82 FULTON ST., NEW YORK 7, N.Y. 
BRIDGEPORT, CONN. e CHICAGO, ILL. « PROVIDENCE, R.}. 
LOS ANGELES, CAL. « TORONTO, CANADA 
PRECIOUS METALS SINCE 1867 








.. with meaning 


New! Fraternal Rings.. 


MASONIC RIN G* 























Here's a Masonic Ring with real 
meaning, rich symbolism, elab- 
orate detail, fine craftsmanship! 
10-Kt. gold . .. . $35 
14-Kt. gold ... . $42 


Prices Keystone 





ef tested newspaper 
*Patent No, D-157620. 


ARTS « CRAFTS 


FINE MEN‘’S RINGS 


106 ANN STREET 
HARTFORD, CONN. 
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Write Arts & Crafts for free mats’ 
advertisements. | 














by MADELINE LOVE 


NE of New York’s most style-conscious retailers of 

china, glass and home accessories made a speech, 
few weeks ago, in which she ardently re-aflirmed her 
belief in tvihiinne for the table. “Re-affirmed,” because 
she originally propounded, a year or more ago, the theory 
of building tableware sales by making the consumer as 
aware of helen ‘old hat” in her china as in her millinery, 
If the enenaitiions believes that she needs only two sets of 
dishes and two kinds of glassware, one for every day and 
one for company, then the industry has no one to blame 
but itself, said the speaker. Custom or no custom, she 
declared, it is high time to make women think differently, 
to change tableware styles as often as they change their 


type of hair-do! 
% % % 


T the annual meeting of the National Gift and Art 

Association, held April 27 in New York, Edward 
Greeman was elected president; Ralph Gunschel, vice 
president; George F. Little, treasurer; and William E. 
Little, secretary. The Association has decided to increase 
exhibition hours at the New York Gift Show in August, 
all show rooms remaining open until 9 o'clock in the 
evening on August 22. It was also decided to open the 
Philadelphia Gift Show on Sunday afternoon, October 8, 
and to close at 9 o'clock the evening of October 12. 


% * % 


ONALD R. NEIL, of Paul A. Straub & Co., New 
York, was elected president of the China, Glass and 
Pottery Association of New York at its annual meeting 
May 16 in the Astor Hotel. J. William Farley, Anthony 
Falutico, and Theresa Meyer were chosen vice presidents, 
and B. C. Sammis was elected treasurer; John Henry 
Griffin, secretary. Guest of honor at the meeting was the 
retiring president, Eugene P. Henn, of the Cambridge 
Glass Co., who has served in that office since the Associa- 


tion was organized. 
*% * *% 


OR its “golden anniversary,” the Chicago Gift Show 

scheduled for July 31 to August 11, will be expanded 
in size to accommodate many additional exhibitors. Space 
in the La Salle Hotel has been taken, in addition to the 
usual floors in the Palmer House, and the two divisions 
will comprise about 350 exhibits. Two social events are 
scheduled to celebrate the anniversary—a dinner-dance 
August 3 at the Palmer House and a cocktail party on 
hea 8 at the La Salle. 

Added to the list of summer shows is the 31st Cali- 
fornia Gift Show, set for July 23 to 28. The show will 
cover several locations, including the Alexandria and 
Biltmore Hotels; the Brack Shops, and the Merchandise 
Mart Building. And still another summer event is Helen 
Brett’s china, art, giftware and housewares show, which 
is set for July 23 to 27 at the Harrington Hotel, Wash- 
ington, D. C. 
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HILIP SHERMAN, who was recently elected presi- 
— of the Crownford China Co., New York, has 
announced that members of the sales and administrative 
taffs will remain with the firm. Mr. Sherman replaces 
Meyer Fireman, who severed his connection with the com- 
pany this spring. 

Crownford has appointed a new sales agency for the 
mid-west territory. The Ralph P. Higgins Co., with show 
rooms in the Merchandise Mart, Chicago, will carry the 
company s lines of French, English and German china, 


and Italian giftware. 
% % % 

HE Royal Worcester Porcelain Society of England 

has formed a new subsidiary, the Worcester Silver 
Co., Inc., for the importation and distribution of sterling, 
plated. and antique silver throughout the United States 
and Canada. The new company will have its headquart- 
ers at 234 East 46th Street, New York, which is also the 
showroom for the Worcester Royal Porcelain Co., Ince. 
Edward L. Plimmer has been appointed vice president 
and general manager for the new company, which will 
have exclusive representation of the silver line of Adie 
Brothers, in Birmingham, England. Mr. Plimmer was 
formerly with I. Mangin and Black, Starr & Gorham, 
and most recently with Georg Jensen. 


% *% % 


ERE is a view of the new Val St. Lambert glassware 
showrooms which were opened late in April at 9 
East 55th Street, New York. One of the best-known 
names in the field of fine glassware. Val St. Lambert is 
made in Belgium and has been represented on the Amer- 
ican market for many years. This is, however, the first 





time that the factory, itself, has established its own show- 
rooms. Occupying quarters in the street floor, the dis- 
play rooms are open to the public but none of the glass- 
ware is sold there to retail customers. The merchandise 
must be ordered through the dealers, many of them 
jewelers. 


TURING a 3-day period, more than 11,000 New York- 


ers were enough interested in flower arrangement 
to visit the flower dion held early in May at the Steuben 
Glass shop in Fifth Avenue, New York. This attendance 
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No. 6112 Centerpiece <e- | oo 
3 sparkling glass nap- ( "iis | . 
pies, and candle holder, 
with chrome base... 
for a wealth of uses, 
dozens of decorating 
ideas. 


nationally advertised 


Krome-Kraft 


Chrome-and-Glass 
accessories to gracious living! 





Krome-Kraft has everything! Everything the enter- 
taining woman has in mind for serving with a 
sparkle. And now Farber Brothers add new designs 
to their ever-popular line . . . new designs in the 
same beautiful combination of non-tarnishing chrome 
and hand-made colored glass. It’s a dutiful com- 
bination, too. Krome-Kraft’s chrome holders (a 
patented feature), protect the glass, snap off and 
on for easy cleaning. 


Prepare for your coming gift rush with counters 
of quality Krome-Kraft. See the complete line, 
including clever new items, shown with descriptions 
and prices in free booklet. Send for yours today. 


No. 6121 Marmalade Jar 
Of glowing amber or amethyst glass. Lid, spoon, 
holder of handsome chrome. Ht. 5”. 


No. 5456 Cream and Sugar 

gracefully shaped amber, green or amethyst 
glass inserts. Complete with smart tray. 
Height, 4”. 





snops snops 
off on 


{(potented feature} 





FARBER BROTHERS 


15 Crosby Street, New York City 
“distinguished for quality” 
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more than doubles the company’s previous records for 
special showings, and indicates the increasing fascination 
which the effective arrangement of flowers holds for the 
consumer. Jewelers, with their great variety of available 
flower holders—silver, china, glass, pottery—nmight find 
the success of this Show something to think about for 
their own stores. 





Time Around the World at a Glance 


For those with world-wide interests, those who would 
need to know the time of day in Bagdad, Guam or Vladj. 
vostok, or in any spot throughout the world at a glance, 
the new Kalex World Clock fills the bill. 

Being introduced to the trade this month by the Kalex 
Corp., 405 Lexington Ave., New York, the clock has an 
electrically driven movement of special design. The case 
is covered with top grain leather, hand-tooled in 24K 
gold, and available in a variety of colors such as bur. 
sundy, teal green and saddle tan. 





Time around the world at a glance with this new clock by 
the Kalex Corp., a good item for the international-minded. 


In the upper right hand corner of the gold face of the 
clock there is a small conventional 12-hour dial with a 
sweep second hand. This gives the time in the owner's 
locality. The majority of the face of the clock is taken 
up with a world map divided into 24 hours and fractions 
thereof. Around this are listed the names of cities and 
localities throughout the world arranged according to 
time differences to the United States. This 24-hour dial 
is synchronized with the conventional clock in the upper 
right hand corner so that the user has only to locate the 
city or locality in which he is interested and read off the 
time at that spot at a glance. 

The entire mechanism of the clock is sealed at the back 
by an attractive etched plate on which there is the com- 
plete instructions for using the clock. 

Retail selling price of the clock is $245, plus the tax. 
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DELAYS JEOPARDIZE TAX REVISION 


‘Foot Dragging’ on Part of Congressional Leaders 
May Lead Way fo Indefinite Postponement of Tax Bill; 
Chances for Relief by Mid-Year Becoming More Remote 


Prospects for excise tax relief by mid- 
year were distinctly dim in early June as 
congressional leaders continued to delay 
action on their 1950 “revenue revision” 
bill. 

Despite the fact that an overwhelming 
number of congressmen in both the Senate 
and the House favor prompt action to 
afford relief to the jewelry and other retail 
trades, enactment of this relief appears to 
be many weeks away—at the earliest. At 
the present time, a reduction of 10 per 
cent in excises on jewelry—already voted 
by the House Ways and Means Committee 
—appears to be the most that can be 
realistically anticipated. 

Meanwhile, there is a growing suspicion 
among both Democrats and Republicans 
that “there may not be any tax relief at 
all this year.” Such speculation is more 
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than idle talk. There are increasing signs 
of “foot dragging” on the parts of con- 
gressional leaders that point the way to 
indefinite postponement of tax reduction. 

For example, the final issuance of a 


favorable report on tax reduction by the ° 


Ways and Means Committee in June means 
that the present session of Congress has 
spent nearly three-fourths of the time 
alloted for its entire session simply in 
talking about tax revision in a committee 
of the lower house. 

There is little justification for such a 
delay, in the opinion of congressional ob- 
servers, if Congress really means what it 
says about cutting taxes. In the past, the 
two-tax-writing committees of Congress 
have put their stamp of approval on major 
tax measures within a matter of days in 











Is There a Talent Scout in the House? 





Courtesy of the New York World Telegram and Sun and Scripps-Howard Newspapers. 
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cases where they felt quick action man- 
datory. 

Considering that the House committee 
alone consumed approximately 22 weeks 
in wrangling over what tax action was 
necessary this year, it is obvious that the 
scheduled early August adjournment of 
Congress will scarcely leave a sufficient 
amount of time for the Senate to act on 
tax reduction through its tax-writing Fi- 
nance Committee and in debate on the 
floor of the upper House. 

No congressman wants to face his con- 
stituents this autumn with a record of 
failure to act on the subject of wartime 
excises. Most Republican members and 
some Democrats favor the immediate re- 
duction of the wartime levies. Their wishes 
are being stymied, however, by the pro- 
Truman leadership in Congress which 
favors the retention of present excise rates 
on the ground that the Administration 
“needs every cent of revenue it can get.” 


OFFER TWO PLANS OF ACTION 


The pro-Truman leadership is now try- 
ing to “sell” to individual members of 
Congress one of two plans of action: 

1—The House can record its members 
as favoring excise reduction in passing the 
“revenne revision” hill in late June or 
July—thus sending the bill to the Senate 
too late for hearings, debate, and passage. 

2—The House and Senate can both 
record their members as favoring tax cuts 
in passing the “revenue revision” bill just 
prior to adjournment—thus sending the 
measure to President Truman and an al- 
must certain veto. Under this plan, there 
would be no opportunity for either house 
to override such a veto because Congress 
would have adjourned in the meantime. 

While neither of these alternatives of 
tax strategy have been “bought” by a sufh- 
cient number of congressmen to warrant 
their adoption, it is nevertheless unwise 
to ignore the fact that excise reduction 
this year is becoming a more remote pos- 
sibility as the weeks go by. 

In the last analysis, taxes either will be 
cut this year or they won’t. And the de- 
laying tactics being employed this month 
by congressional leaders are clear-cut in- 
dications that the entire subject of excise 
reduction is in danger of being side- 
tracked until 1951. 
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Waltham Trustees Submit 
New Reorganization Plan 


In an attempt to re-establish the century 
old Waltham Watch Co., court appointed 
trustees of the closed plant filed a new 
reorganization plan with the United States 
District Court in Boston on May 15th. 
Hearings on the latest plan will be held 
June Ist. 

Under the plan, the company’s loan 
from the Reconstruction Finance Corpora- 
tion would be reduced from $4,000,000 to 
$3,000,000 through sale of the present in- 
ventory by January 31, 1951. 

The plan also calls for a reduction from 
four per cent to 3%4 per cent of the in- 
terest rate on a $4,000,000 ten year RFC 
loan, now in default. Under its provisions, 
the company would pay $1,000,000 of the 
loan by the end of 1950 while the remain- 
ing $3,000,000 would be extended from 
10 to 15 years. 

The proposed plan also calls for $200,000 
of new capital, half of it to be provided 
by Teviah Sachs, former vice president of 
the Gruen Watch Co., and now vice presi- 
dent and general manager of the Waltham 


Watch Co. 








To Subscribers Making 
Change of Address 


When reporting a change of ad- 
dress, please be certain to send 
your old address as well as the 
new. Copies mailed to the old 
address will not be forwarded by 
the Post Office unless extra post- 
age is sent to the Post Office by 
the subscriber. To avoid such 
expense and make sure of receiv- 
ing your copies promptly, notify 
us six weeks in advance. Send 
your change of address to: The 
Jewelers’ Circular-Keystone, Sub- 
scription Dept., 100 East 42nd 
Street, New York 17, N. Y. 











Industry Pays Tribute to Niemeyer on 50th Anniversary 


A stirring tribute was paid to G. H. 
Niemeyer on the evening of May 8th when 
his many friends from near and far gath- 
ered in New York’s Waldorf Astoria Hotel 
to express their profound respect and af- 
fection on the occasion of his 50th year 
in the jewelry industry. 





This attractive oil painting of Mr. Niemeyer, 

a gift from his many friends in the trade, 

was presented on the occasion of his 50th 
anniversary in the jewelry industry. 


Approximately 350 diners filled the ho- 
tel’s famous Starlight Roof to capacity. 
The evening’s festivities started with a 
cocktail reception in the adjoining hall. 
Preceding the dinner August O. Packer, 
chairman of the testimonial dinner and 
president of the Twenty-Four Karat Club 
of the City of New York, made a short 
address of welcome in which he congrat- 
ulated Mr. Niemeyer on his golden an- 
niversary and commented on his lifetime 
of service to the industry. 

W. Waters Schwab, president of J. R. 
Wood & Sons, was toastmaster for the oc- 


casion and introduced the Hon. Howard 























Cullman, a close friend of Mr. Niemeyer; 
Both have been associated in severa] char. 
itable activities over a period of many 
years. He was therefore well qualified to 
deliver an address (humorously seasoned) 
on “Gus—the Citizen.” 

If there was any one of the three speak. 
ers who might have been considered the 
feature speaker it was Walter N. Kahn, 
chairman of the Protective Bureau of the 
Jewelers Vigilance Committee. During the 
past 46 years, Mr. Kahn has worked with 
Mr. Niemeyer as he expressed it “on many 
a problem and many activities in the 
jewelry industry.” 

In his address, “Gus-—of the Jewelry 
Industry,” Mr. Kahn said in part: “As | 
look back over the years | think that the 
one thing that gives me more satisfaction 
than perhaps any other is that Gus and | 
have never been on opposite sides of the 
fence. We have worked out many diff- 
cult situations together and have always 
fought side by side. That has been a great 
comfort to me because when Gus was on 
my side I always felt that I was right. 

“Gus Niemeyer has always been that 
sort of man. He makes up his mind as to 
what he thinks is right and is then ready 
to fight for it tooth and nail—without com- 
promise. 

“No tribute is adequate,” Mr. Kahn 
said in concluding his talk, “to convey to 
him the deep appreciation we all feel for 
the many things he has done for all of us. 
The jewelry industry is indeed fortunate 
that he was given to us and it is our 
ardent prayer that he may remain hale 
and vigorous for many years to come. He 
cannot be spared nor can he ever be re- 
placed.” 

Following a talk by the famous after- 
dinner speaker Tex O’Rourke, W. Waters 
Schwab paid tribute to Mr. Niemeyer’s 
achievements and said that when leaders 
old wanted their picture 
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General view of the large gathering of industry leaders who attended the testimonial dinner to G. H. Niemeyer. 
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painted they called upon the services of 
a master. In this case, however, the sub- 
ject himself was the master. 

At this point the curtains at the far 
end of the hall were drawn apart to re- 
veal a framed oil portrait of Mr. Niemeyer. 
The canvas had been painted (unknown 
to Mr. Niemeyer) by the artist, George 
Beline, from photographs of his subject 
and from the artist’s personal observation 
of Mr. Niemeyer at various trade func- 
tions. The entire audience rose to its feet 
and delivered a rousing round of applause 
as Mr. Niemeyer accepted the tribute. 

After the applause died down Mr. Nie- 
meyer expressed his appreciation and de- 
livered a short address on the state of the 
jewelry industry in general. He stated that 
the full cooperation of the jewelry indus- 
trv is necessary to best fight for its interests 
‘n all trade-wide problems. 

As a souvenir of the occasion, each diner 
received a testimonial book appropriately 
bound in a striking gold color. The book 
contains a tribute expressing appreciation 
to Mr. Niemeyer “for his years of devo- 
tion to the overall interests of the in- 


dustry.” 
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J. C. Travis, (right), vice president of 

Handy and Harman, presented Mr. Nie- 

meyer with a handwrought gold cigar box 

at a ceremony commemorating his 50th an- 

niversary with the company. The affair was 

held on May Ist at the Waldorf-Astoria 
Hotel. 


Just a week prior to the industry-wide 
testimonial dinner, Handy and Harman, 
refiners and fabricators of precious metals, 
honored Mr. Niemeyer, their president, at 
a ceremony commemorating his 50th an- 
niversary with the company. 

J. C. Travis, vice president of Handy 
and Harman, acting for the entire com- 
pany, presented Mr. Niemeyer with a 
handwrought gold cigar box, lined in 
mother of pearl with a portrait medallion 
of his head on the cover, “in recognition 
of his vision and leadership.” 

Accompanying the box was a leather 
hound book signed by the officers, direc- 
tors and employees of the company. 

Mr. Niemeyer joined the company gs an 
office boy on May 1, 1900. He became 
Handy and Harman’s first salesman in 
1902 and traveled for the firm until 1915 
when he was appointed manager of the 
New York plant, then sales manager and 
later vice president in charge of sales. 
In 1938 he became president. 
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How to meet a payroll 
(at a cost of $3.19) 
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Twenty-four hours before factory payday, another check-writing machine was 
needed fast. At 10 a.m. plant manager ordered one from supplier 400 miles away. 
He specified Air Express, the service regularly used to keep production rolling. 
26-lb. carton delivered same day at 2 P.M.—in time! Shipping cost only $3.19! 
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You get round-the-clock service with 
Air Express. Shipments go on all flights 
of the Scheduled Airlines. Air Express is 
service you can count on to keep your 
business rolling in high gear. 





$3.19 was total cost — and included 
door-to-door service! Air Express is the 
most convenient way for you to ship or 
receive—in addition to being the world’s 
fastest transportation method. 


Air Express gives you all these advantages 


World’s fastest transportation method. 

Special door-to-door service at no extra cost. 

One-carrier responsibility all the way. 

1150 cities served direct by air; air-rail to 18,000 off-airline offices. 
Experienced Air Express has handled over 25 million shipments. 


Because of these advantages, regular use of Air Express pays. It’s your best air 
shipping buy. For fastest shipping action, phone Air Express Division, Railway 
Express Agency. (Many low commodity rates in effect. Investigate.) 


AR ERE 


GETS THERE FIKST 


Rates include pick-up and delivery door 
to door in all principal towns and cities 





aN A service of 
nt sd Railway Express Agency and the 


“SCHEDULED AIRLINES of the U.S. 
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ANRJA’S 1950 Show Seen as ‘Biggest Ever’; 
Exhibitors to Feature Varied Jewelry Lines 


playing in open exhibit space and in the 
fourth floor rooms at the hotel, and that 
subsequent releases will cover those firms 
who are displaying in rooms on the upper 
floors of the hotel. 

In this connection, Mr. Evans announced 
that a plan had been worked out between 
the association and the Waldorf whereby 
rooms of convention “Participators” will 
be grouped on adjoining floors imme- 
diately above the ballroom floor, and the 
rooms could actually be used this year 
for displays. The hotel has agreed to re- 
move beds and install display tables, and 
will again permit directional signs at the 


Based on the exhibit space already sold, 
the American National Retail Jewelers 
Association anticipates that the 1950 show, 
to be held in connection with its 45th 
annual convention at New York’s famed 
Waldorf-Astoria, August 14 through 17, 
will be not only the largest, but also the 
most important one ever held. 

In commenting on exhibit space already 
reserved, Boyd Evans, exhibit manager, 
pointed out that the Exhibitors Roster 
contained the names of the country’s lead- 
ing manufacturers, wholesalers and im- 
porters. He emphasized that the current 
list covers only those firms who are dis- 























for the jeweler 


Every day the B A & Co. Catalogue is at hand ready 
to be of service when something needed is lacking 
in stock. Through the years it has kept pace with 
the requirements of changing demands. Make it 


a helpful friend. 
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elevator doors. ANRJA will supply a stand. 
ard size and type sign for each “Py. 
ticipator” for use outside his room door 
and every effort is being made to accom. 
modate those firms using this type of 
display. 

It is understood that the number of 
rooms available is limited and they are to 
be offered on a “first come, first served” 
basis, up to the hotel’s capacity. 


DISCONTINUE ‘COURTESY PASSEs' 


As has been the custom for the past 
several years, the 1950 show will be fo, 
retailers, exhibitors and participators, 1, 
whom admission badges will be issued, 
The old-time “courtesy pass” for many. 
facturers and wholesalers not officially 
represented has been discontinued, . 

Here is a list of firms who have reserved 
space for the ANRJA 1950  conventioy 
and trade show up to and including May 
Ist: 


EXHIBITORS AT 1950 
ANRJA CONVENTION AND TRADE SHOW 


ee, Tr, Bs 6s kaw ewiden New York City 
Ge: WI, onc cdexd ce dedce Philadelphia, Pa. 
PEE, 2 pc ck KKRERDEEVAKRE ES Philadelphia. Pa. 
AMborta, 1., Bots, Be... cccccccss Boston, Mass. 
Alpina Watch Co............. New York City 


American Jewelry Distributors, Ince., 

New York City 
American Safety Razor Co...Brooklyn, N. Y, 
American Time Products, Inc...New York City 


Axel Brothers, Inc........... Long Island City 
me He GD. GE Gc cv cccccass Providence, R. I. 
Baden & Foss, Inc............. New York City 
ee ee eee beet Newark, N. J. 
Baldwin-Miller Co........... Indianapolis, Ind. 
Ballou, B. A., & Co., Inc..... Providence, R. I. 
Bass, Louis, Co., The...... Los Angeles, Calif. 
a Se a ees Connecticut 
Bayer, Pretzfelder & Mills, Inc., New York City 
Beattie Jet Products, Inc...... New York City 
ES ere New York City 
Bojar Company, Inc......... Providence, R. I. 
Brett, Morris & Co........... New York City 
Bretton Watch Bands......... New York City 
Bristol Seamless Ring Co....... New York City 
Brown & Gravenson, Inc....... New York City 
Bruner-Ritter, Inc. ........2.2. New York City 
Bulova Wateh Co... ....00scee. New York City 
Clausin, S. H., & Co....... Minneapolis, Minn. 
Cohen, A., & Sons Corp....... New York City 
Columbia Diamond Rings....Long Island City 
Re. cece nneeeeeeasee New York City 
Croton Watch Co............. New York City 
Cramer-Tobias-Meyer.......... New York City 
Cyma Watch Co., Inc......... New York City 
Davidson & Sons Jewelry Co., Inc. 
ew York City 
Doxa Watch Agency, Inc.....New York City 
Babwards @& Ue... .scccvcccses Kansas City, Mo. 
Elgin American Div. Illinois Watch Case Co. 
Elgin, Ill. 
Elgin National Watch Co........ Elgin, Ill. 
Empire State Glass Co........ New York City 
ee. 2 Gin Bn ovsenaawe Baltimore, Md. 
a New York City 
Fantasy of Jewels............. New York City 
Feinstein, E. S., & Co......... New York City 
Pee Ss wei cscwecee cus New York City 
Florn Clock Co., The.......... New York City 
Forever Yours Ring Co., Inc...New York City 
Forstner Chain Corp.......... Irvington, N. J. 
Freed, Edwin, Advertising..... New York City 
Freed, Edwin, Inc............. New York City 
Freedman, Marvin J., Inc...... Buffalo, N. Y. 
Freeman, I., & Son, Inc......New York City 
eS cc caeedendee New York City 
Se Union, N. J. 


Gemological Institute of America 
Los Angeles, Calif. 


Gerwe-Brown Co...........-.; Cincinnati, Ohio 
Glass, Leo, & Co., Inc......... New York City 
Giyeime WateMes. ...cccccccces New York City 
Goth&m Watch Co............ New York City 
Gross, B. & E. J., Co., Inc.....New York City 
Gurwitt, Albert, & Co......... New York City 
Hamilton Watch Co........... Lancaster, Pa. 
Helbros Watch Co............. New York City 
Heller, L., & Son, Inc......... New York City 
Holzer Watch Co............. New York City 
Hurlburt, H. O., & Sons..... Philadelphia, Pa. 


Huye Space Saving Box System 


New Orleans, La. 
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e Park Watches......--+--- 


Hyde ie ss int ennnes Elgin, Ill. 
Ilinols Wioearl aeatieate eer New York City 
er atch Co.......-+--+- New York City 
International Silver " ras .Meriden, Conn. 
: in o., inc. 

—————— Philadelphia, Pa. 

ee: cea asso nnn ees New York City 
ite industry Council...... New York City 
Jewelry Magazine ......--+-++: New York City 
Karp, David, Co.,  errer ee New York City 
Karpeles Rosary Ee ésaenees Providence, R. I. 
Kassoy, I., Imc...-.-+++eeeeeee New York City 
Kaufman, Bert L, CO... . sere eee New York City 
Keepsake Diamond Rings..... Syracuse, N. Y. 
Keystone Silver, a New York City 
Kirk, Samuel, & Son, Inc...... Baltimore, Md. 
Kramer Jewelry Co...........- New York City 


Manufacturing Co. 
North Bergen, N. |. 


& R Manufacturing Co....Arlington, N. J. 


Kreisler, Jacques, 


Lady Alice Pearis........+++. New York City 
Lampl, Joseph ....---+++++ee- New York City 
Lampl, Walter, NR, nee an bee ee New York City 
Lasner Jewelry Corp.........-. New York City 
Lederer, Victor E., Co........-. New York City 


Lee Watch Corporation ....... New York City 
Lehman Brothers Silverware Corp. 

New York Citv 
Leichter, Emil, Watch Co., Inc.. New York City 


Leif Brothers .........-+..--- New York Citv 
Levitz, Ira, Inc. .........+06- Buffalo, N. Y. 
Loyd Rings .....--+-+seeseeees New York City 


Longines-Wittnauer Watch Co., Inc. 
New York City 


Luria, L., & Son, Ine......... New York City 
i TE Cie ccs cnsnecs New York City 
etme Ci., BOs cos essccoes's New York City 


McKenna, Walter H., & Co., Inc. 
Providence, R. I. 
Mercury Ring Corp. ........... New York City 
Nardin, Ulvsses, Watch & Chronometer 
Corp. (of America)......... New York City 


National Silver Co............ New York City 
New Hermes, Inc.............. New York City 
ESS, Pee ee New York City 
Ollendorff Watch Co., Irc...... New York City 
Oneida Communitv, Ltd......... Oneida, N. Y. 
Ostby & Barton Co. ........ Providence, R. I. 
i a ik ad Providence, R. I. 
P. M. Jewelry Creations, Inc...New York City 
eee is ns hs tee ds Janesville, Wisc. 
Paulson, Henry, & Co............ Chicago, III. 
CO New York City 
Polishook, K., & Son, Corp.....New York City 
pea, B. Bin Gein Bik cei ecu Syracuse, N. Y. 
Poo'e Silver Co., Inec.......... New York City 
ee a Milwaukee, Wisc. 
ry New York City 


Reiling, J. W., Manufacturine Co. 
Battle Creek, Mich. 


Remington Rand, Ine. ........ New York City 
OS re ere eee New York Citv 
Revnolds, E. W., Co., Inc...Los Angeles, Calif. 
Richie Premium Corp.......... New York City 
Rings O’Romance ............ New York City 
Rivkin, Morris, & Sons, Inec....New York City 
a ee. New York Citv 
Rogers, William A., Ltd........ Oneida, N. Y. 
Ronson Art Metal Works....... Newark, N. J. 
Sammartino Brothers ....... Providence, R. I. 
Sarkin, David, Inec............ New Yark City 
Semca Watch Corp............ New York City 
Semea Clock Co., Ine.......... New York City 
Sheaffer, W. A., Pen Co...Fort Madison, Iowa 
Sickles, M., & Sons......... Philadelphia, Pa. 
Simons-Michelson Co........... Detroit, Mich. 
Speidel Corp. .............. Providence, R. I. 
Stern, Louis, Co............. Providence, R. I. 
ee ree Baltimore, Md. 
Streicher Manufacturing Co.....Newark, N. J. 
Surnamer, S. J., Co., Ine...... New York City 
cn cenedudeseeanen New York City 
Swartchild & Co., Inc............ Chicago, III. 
Swift & Anderson, Inc......... Boston, Mass. 
mame, Pibilie, Co. ... .occccccce New York City 
Telechron, Inc. .............-. Ashland, Mass. 
Tessco Jewelry Creations...... New York City 
Thomas, Seth, Clocks....... Thomaston, Conn. 
Tissot Watch ................ New York City 
Ulrich Associates ............. New York City 
United States Time Corp....... New York City 


Vacheron & Constantin-LeCoultre 


Watches, Inc. .............. New York City 
i New York City 
Wadsworth Watch Case Co....... Dayton, Ky. 
Waltham Watch Co. ......... Waltham, Mass. 


Watchmakers of Switzerland, The 

New York City 
Wefferling, Berry & Co., Inc....Newark, N. J. 
White Rose Jewelry Manufacturing Co. 

New York City 


Whiting & Davis Co. ........ Plainville, Mass. 
Wiesner, ID an ae ee esa New York City 
Wilton Merchandise Corp. New York City 
Winard, ea ere New York City 
Winton Watch Co., Inc........ New York City 
Wood, J. R., & Sons, Inc....... New York City 
Zuckerman, a 2. ee New York City 
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Bassett Appeals to Sentiment 
In Mother's Day Advertising 


A dignified, sentimental approach to 
Mother’s Day gift-buying was taken by E. 
F. Bassett, 302 Main St., Jamestown, N. Y., 
in a newspaper ad designed to attract gift 
business. 

The ad was headed by the caption: “She 
Always Remembers So Don’t You 
Forget Mother on May 14th.” 

Copy read: “She always remembered 
your birthday . . . baked a wonderful cake 

prepared your favorite dish with all 
the trimmin’s . . . brought the present you 
longed for. And now the tables are turned 


Styl. ce fs eauly 


Diamond and Platinum 
Jewelry enhanced by the 
extra touch of design that 
transforms beauty to sales. 
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| 
j 





510 


Left Sp 


_ it’s You to remember Her on Mother’s 


Day. 


“The best way you can do that is a gift 
from Bassett’s. Something from the Jewel- 
er’s is always Something Special. And at 
Bassett’s you'll find that a special gift of 
jewelry needn’t be expensive, for we have 
a complete collection of lovely gifts at 
prices to suit your budget. 

“What's more, no matter what 
choose, your gift in one of our boxes will 
please and delight her . . . really touch her 


you 


heart. Why not come in and see us today 
... Let us help you choose the gift she'll 
always remember . 
forget. 


. because you didn’t 


9 















37 W.47th ST. 
NEW YORK 
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Talks of Leading Jewelry Trade Figures 
Highlight Wisconsin RJA’s 44th Convention 


Close to two hundred Wisconsin retail 
jewelers gathered at the Loraine Hotel in 
Madison to attend their 1950 annual con- 
vention starting April 30th and running 
through four days till May 3rd. 

Convention highlights included the elec- 
tion of new officers and directors for the 
organization, speeches by experts con- 
nected with the industry, and a dinner 
with a floor show for the retailers and their 
womenfolk. 


vention was opened with an invocation read 
by the Reverend Alfred W. Swan, and an 
address of welcome by Governor Oscar H. 
Rennebohm. 

The noted lecturer on diamonds, Gladys 
Babson Hannaford, gave an illustrated talk 
on the mining of diamonds in South Africa. 
Drawings for door prizes closed the first 
day’s meeting; while that evening consisted 
of a social gathering with motion pictures 
and refreshments for the jewelers and their 





wives. 





Sunday afternoon, April 30th, the con- 














When you oder Kingo 0B 66 
‘You get ths trayand more! 
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ment is polished and reviewed an- 
nually to insure steady turn-over of 
each design featured. 

Here’s what you get with your 
initial order of twenty Rings-O- 
Bliss matched weddiny sets 


Twenty-four hour service for 
personalized engraving and ship- 
ment of every set you sell. Again at 
no extra cost, just part of our ex- 
tensive service-to-dealers program. 


An eye-catching tray... 
grain-leather, velvet-lined; the per- 
fect complement for the merchandise 
it displays to such striking advan- 
tage. Yours at no extra cost. 


Extra sales and added profits 
that come when fine rings are dis- 
played to maximum advantage in 
the eyes of potential buyers. All 
yours with Rings-O-Bliss. 


A complete line of high quality, 


fast-moving sets in all sizes. Assort- 


Write for beautiful new 1950 catalog of Bliss Rings 
A few choice territories available in 1950 for established salesmen 


Ble King (2 


29 EAST MADISON STREET e CHICAGO 4, ILLINOIS 
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| Monday morning, after a period of com: 
munity singing led by jewelers Me] Anshus 
B. M. Henninger, and Nels Anshus; ang 
reports by the Secretary, Ben Heald, anq 
President Arthur Hentschel; Richard Rice 
Legislative Counsel for the Association 
spoke on, “The Discriminatory Persona] 
Property Tax and Means of Alleviation” 

Mr. Rice stressed the importance of 
group action in securing passage of law 
that treated jewelers more fairly, since 
under the present personal property tay 
setup, taxes are based upon a dealer’s jp. 
ventory of stock as of May Ist. Under this 
system, other retailers such as grocers oy 
liquor dealers whose turnovers are yery 
rapid, can have only a small stock on hand 
on May Ist, and thus are assessed a smaller 
tax. Whereas a jeweler, who has to keep g 
big stock on hand just then for graduation 
and wedding items, is assessed much more. 
while his actual amount of sales can be 
much less, considered over a year’s time. 

Mr. Rice urged the importance of push. 
ing another bill similar to the defeated No, 
506 S which had not succeeded in getting 
passed in 1949, 





Lecturer Gladys Babson Hannaford address- 
ing the Wisconsin Retail Jewelers Associa- 
tion convention in Madison on Sunday, April 


30th. 


LeRoy Steller, a Milwaukee jeweler, was 
the next speaker. He showed how sales of 
jewelry and watches in drug stores and 
other chain outlets were cutting into the 
jewelers’ business. He pointed out that 80 
per cent of Milwaukee’s retail jewelers are 
now supporting the publicity program 
which puts ads in the newspapers featuring 
the slogan, “Buy jewelry from your Jjew- 
eler.” And he suggested that more retailers 
give thought to more credit sales, while 
keeping a careful eye on how much credit 
was extended in the future when spending 
money for luxuries might be more scarce. 

H. C. Kirkberg, Regional Vice-president 
of the American National Retail Jewelers’ 
Association, came from Fort Dodge, Iowa, 
to address this convention and he spoke on 
the need for continued pressure on Senators 
and Congressmen for repeal of the excise 
tax on jewelry. He praised the trade 
journals in the jewelry field for their fine 
work in the interests of retailers and the 
various insurance groups for their care of 
retailer clients. He suggested that store 
owners install commission setups so that 
employees would have an incentive for 
boosting sales instead of just being clerks 





and wrapping up purchases. 
Clay Seipp, a representative of Elgin 
American, impressed his listeners with the 
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Longines Names Abel Sales Mgr. 


Vv. Fred Cartoun, chairman of the board 
of the Longines- Wittnauer Watch Co., re- 
cently announced the appointment of 


Irving Abel as national sales manager. 


IRVING 
ABEL 
Appointed 
National 
Sales Manager of 
Longines-W ittnauer 
Watch Co. 





experience 
in the field of sales and merchandising 
and since 1936 has been a member of the 
sales force of Longines-Wittnauer. 


varied 


Mr. Abel has had 





—————————— 
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importance of making the customer want to 
buy jewelry. And sentiment is the best 
way to insure that, he added. The manu- 
facturers in their large ads are doing their 
part to make the public jewelry conscious, 
he said, and so it was up to the retailers 
to do their part on the lower level by tying- 
in their own newspaper ads and window 
displays with the factories’ promotions. 

Attractive stores, good-looking floor and 
window displays, good salesmanship, and 
the sincere desire to be of service to the 
customers are the main drawing cards of 
the retailers, he concluded. 

Frederick C. McMillan, executive sec- 
retary of the Wisconsin League of Munici- 
palities, spoke on tax matters and showed 
the convention delegates charts which ex- 
plained where their tax dollars went. 

At the evening session on May 1, a ques- 
tion box was conducted by Vice-president 
C. W. Hubbard, and Ray Stark of Milwau- 
kee, J. Spiegel of Manitowoc, and J. T. 
Krumrich of Oshkosh, for members only; 
followed by a buffet luncheon and dance 
for retailers and their womenfolk. 


STRESSES IMPORTANCE OF REPAIRS 


On Tuesday morning, the regular busi- 
ness of the meeting was followed by an 
address given by Wallace H. Goldsmith II, 
of Foote, Cone & Belding, representing the 
Watchmakers of Switzerland. He urged the 
retailers to take advantage of the materials 
supplied by the manufacturers for window 
displays and newspaper ads. Since 91 per 
cent of the public owns watches, he sug- 
gested that dealers stress services such as 
watch repairing and cleaning and check-ups 
to get people into the store, with watch 
sales sure to rise as a consequence. 

Professor J. C. Gibson, of the University 
of Wisconsin School of Commerce, next 
stressed the importance of keeping close 
tabs on stock and turnover. “Are you run- 
ning your business, or is your business 
running you?” he asked to startle his 
listeners. “Make up your mind how big 
you want your inventory to be, and then 
stick to that figure,” he said. “Keep records 
of your advertising results. Make a check- 
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list of all angles of store operation and 
follow through on it. Be a thorough busi- 
nessman,” he conciuded. 

The last of the guest speakers was P. W. 
Monohon of the B. A. Ballou and Company 
of Providence, R. I. He spoke on “Selling 
Your Store to the Public.” He differed 
from the usual comment that women buy 
85 per cent of all goods by remarking that 
they consult some man in the family on 
most purchases. So that if a man is badly 
treated in a store he will tell his women- 
folk not to buy there any more. Therefore 
friendly courtesy is important in showing 
merchandise to men and women, he said. 

“Speak of your merchandise with pride, 
for enthusiasm is catching,” he _ stated, 
“and purchasers leaving your store carry 





that enthusiasm with them. What’s most 
important, they remember your store with 
kind thoughts, and come back to buy 
more.” 

Milwaukee, Wisconsin, was voted as the 
city in which to hold the 1951 annual con- 
vention. 

The following men were elected to these 
ofhces for this coming year: C. S. Hubbard, 
President; Harmon McCarthy, Vice-presi- 
dent; Ben Heald, Secretary; and Orville 
Oestreich, Treasurer. These men _ were 
added to the Board of Directors to serve 
this coming year: LeRoy Steller, Harry T. 
Blum, and R. J. Treiber, and E. F. Wald- 
hier. The other four retained from last 
year include: Arthur Hentschel, Melvin 


Anshus, Erwin Fuchs, and Sam Dalin. 











DUSTPROOFE 


VULCAIN 
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GOLD-FILLED 
stainless steel back 


In 14K Gold — $210. 


WRIST WATCH 


the only precision watch with an alarm! 
the only watch that tells—and tolls— 
the time! 

@ the only watch without competition! 


THE CRICKET — latest development of 
the watchmaking industry — is one of the 
world’s most accurate timepieces! 


$ Jj 50° 


ALSO 














FOR HER 
14 K Gold lady’s watch, 


17 jewels.* 


466.00 


FOR HIM 


14 K Gold man’s watch, 
17 jewels, gold-applied 
figures, alligator strap.* 


$132.00 





*includes Federal Tax 


Grand Prix Waiches 


vULCAIN 














VULCAIN WATCH COMPANY, INC. 630 Fifth Avenue, New York 20 
West Coast: Hubert A. Wood, 649 South Olive Street, Los Angeles 14, California 
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> . | in the instalment-sales percentage of to- | tive wartime excise tax. He said tha 
A9 Credit Jewelry Sales | tal volume, credit jewelers’ accounts re- | statistics show definitely that from the 
’ | ceivable at the close of 1949 were sub- time the high excise tax was imposed the 
Off 12% From 43 Levels _ stantially less than at the end of 1948. jewelry business began to lag in getting 
Throughout the year, down payments and its proper share of consumers’ dollars 
Instalment jewelers’ sales volume in | monthly collection percentages averaged spent in retail trade. 

1949 was 12 per cent below 1948, ac- | only about 2'2 per cent below the per- Watches and diamonds were credjt 
cording to a comparative statement com- | centage figures for the preceding year.” jewelers’ best-selling merchandise in 1949, 
. piled by the National Association of Data submitted by credit jewelry stores accounting for about 50 per cent of single. 
Credit Jewelers. In 1948, the decline from belonging to the association show that in unit sales and about 40 per cent of the 
1947 volume was six per cent. | 1949 single-unit firms made a profit of dollar volume of chain stores. Radio, tele. 
“Last year’s credit jewelry stores’ sales 1.13 per cent while chains earned 2.29 vision and appliances accounted for abou 

to instalment buyers amounted to 70 per | per cent. For 1948, profits were 2.6 per 14 per cent of chain-store volume. 
cent of total volume, about the same per- cent and 3.73 per cent respectively. Reports by both single-units and chain 
centage as in 1948,” said Wm. Wagner, | The decline in net profit, according to stores showed that in 1949 credit jewelry 
executive secretary of the association, “and Wagner, can be attributed in large mea- stores merchandised sterling and _ plated 
with sales off 12 per cent and no increase sure to the devastating effects of the puni- silverware to a far greater extent than jn 


former years. 

Single-unit stores increased their adver. 
tising expenditure by about one per cent 
of net sales and chains reduced theirs 
slightly. The former spent 7.51 per cent 
and the latter 5.94 per cent. The same 


13 z x . B , | B a as in 1948, newspaper’s got the lion’s share 
ia : of the credit jewelers’ advertising dollars, 
istinctive rida OOKS 
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Clausin Plays Host to Jewelers 
L. CIBSON-_NORWALK At Pacific Northwest Convention 


Dressed in costumes reminiscent of the 
Gay Nineties, personnel of S. H. Clausin 
Every bride wants a Gibson Bridal Book! When & Co. were hosts in Clausin’s Hospitality 
SGanaalaslermeslilanlimcelacsinuaae team telemeldstas Room” at the recent Pacific Northwest 
Retail Jewelers Convention. The costuming 
was appropriate because S. H. Clausin & 
Co. is currently celebrating the 65th anni- 
. versary of the tounding of the firm. 

W rite for catalog. ~ if “y > This is the fourth year S. H. Clausin & 
3.4. Co. has played host to friends and cus- 
tomers of the company, and this year’s 
attendance broke all records. Primarily, 
the Hospitality event was established to 
vive retail jewelers a chance to get to- 
svether in a congenial atmosphere, have a 
little refreshment and a bite of lunch, and 
meet and talk with S. H. Clausin person- 
Pictured is our ; nel. 
No. W- 302 





= — 





oresents. show them Gibson Bridal Gift 


Books—and make profitabic extra sales. 


eTarueranatl m @1ttas ar. an G7) aan 5100) <mceley 





C. R. GIBSON & COMPANY 
NORWALK e CONNECTICUT Shown above getting instructions on the 
New York Display — 200 Fi lvuenue . ° . 
Chiceel pie ‘A Samad yb me _ fine points -of hosting are, from left to 
right: Henry Lind, Jack McNulty and 
Carl Peterson. all of S. H. Clausin & Co. 


———______» 


Einbinder Buys Jamaica Store 


Meyer Einbinder, who for over ten years 
was associated with Filmac Jewelers, 
Brooklyn, N. Y., recently purchased the 
Zickerman Bros. Jewelry store, located at 
90-56 Sutphin Blvd., Jamaica, N. Y. The 
store has been completely remodeled and 
the trade name has been changed to 
Lesron Jewelers. 
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Biggins and Farrar 
Named Elgin Directors 





J. F. P. FARRAR J. M. BIGGINS 


John M. Biggins, vice president and 
treasurer of Elgin National Watch Co., 
and John F. P. Farrar, Chicago manu- 
facturer, were recently elected to the Elgin 
hoard of directors. 

A regular quarterly dividend of 15 cents 
per share was declared, payable June 22, 
1950, to shareholders of record as of June 
1. 1950. At the shareholders’ meeting 
immediately preceding the directors meet- 
ing, J. G. Shennan, president, announced 
that net income after taxes for the first 
12 weeks of 1950 was $169,510, compared 
with $216,979 last year, on net sales of 
$4,886,000 compared with $4,487,000 last 
year. Non-recurring expense adversely af- 
fected net earnings by approximately 
$40,000. 

Shennan attributed increased sales over 
the corresponding period last year to 
Elgin’ss promotion of its All-American- 
Youth series of timepieces, undertaken to 
help jewelers stimulate sales during the 
normally quiet early spring months: The 
promotion accelerated February and March 
shipments. 

He added that although 1950 sales were 
higher than those of the corresponding 
period in 1949, orders received during the 
first 12 weeks of 1950 were lower than 
those for the same period a year ago. Ship- 
ments were higher because of Elgin’s 
larger finished-goods inventory, which en- 
abled the company to fill orders as re- 
ceived this year whereas shipments were 
often delayed for lack of inventory last 
vear. 


Biggins, one of the new directors, was 
elected vice president and treasurer of 


Elgin last year. He was an official of a 
subsidiary of Quaker Oats Co. until 1932, 
when he became secretary and treasurer 
of Elgin. 

Farrar, the other new director, is presi- 
dent of Chicago Metal Hose Corp., with 
plants at Maywood, Elgin, and Rock Falls, 
Ill., and of Canadian Metal Hose Co., Ltd.. 
Brampton, Ont. 


Employees of Wm. Harris & Sons 
Purchase Business, Change Name 


Employees of Wm. Harris & Sons, jewel- 
ers located at 19 East Blackwell St., 
Dover, N. J., recently purchased the busi- 
hess and will continue to operate it at the 
same address under the new firm name of 


Dover Jewelers, Inc. Wm. C. Harris, 
former owner, is a member of the new 
firm 
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Watch Shop of Jamestown, N. Y. 
Ties-in With Local Promotion 


The Watch Shop, 200 Cherry St., 
Jamestown, N. Y., tied in with a “Miracle 
of America” promotion by Jamestown mer- 
chants designed to impress upon residents 
the greatness of this country’s progress. 

The store set up a special window dis- 
play of unusual timepieces, antique and 
modern. Included in the group was the 
second watch made by Hamilton and a 
water clock dated 1682. 

The store also employed an institutional 
newspaper ad, built around the theme: 
“When Grandpa was a gay young blade.” 


Ad copy read: “. .. he told time by a 
round gold watch on a befobbed chain. 


wore a diamond stick pin in his cravat and 
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Directed by Mr. Wm. 
O.Smith, President W.P.H.|I., 
Pittsburgh, Pa. to demon- 
strate the new ESEMBL-O- 
GRAF method of watch re- 
pair. 


Eventually every watchmaker will realize the superi- 


| ority of the PAULSON Time-O-Graf in getting all 
ON THE PAULSON TIME-O-GRAF 


it is pos- 
sible to get all the answers including 
the train, pallet stone, roller jewel, etc. 


with continuous tape record, 


on one complete record. 


ON THE PAULSON TIME-O-GRAF 
a continuous 
positions on one tape 


is it possible to reveal 
record of all 


without stopping the machine. 








| 


favored grandma with a miniature locket 
or chatelaine watch. 

“. , . 50 years of phenomenal progress 
have transpired . . . we are proud to be 
part of this progress, this Miracle of 
America .. . proud to be able to offer you 
a handsome collection of quality jewelry 
which would have been the envy of kings 

. yet through the miracle of modern 
production is within the range of every- 
one’s purse.” 


Mountford Co. in New Quarters 


Mountford Mfg. Co., manufacturers of 
necklace clasps, formerly of 481 Wash- 
ington St., Newark, N. J., are now located 
in new quarters at “Manufacturer’s Vil- 
lage,” 66 Franklin St., East Orange, N. J. 











[ssembly THON 


in both 






will 


Siete every watchmaker 
PAULSON Time-O-Graf can give a continuous 24-hour 


check-up on a chronograph movement, 
fore the chronograph parts are assembled. 


too. 


PROVE IT YOURSELF WITH A 


NO RISK T 





LESS 2% FOR CASH 


PAYMENT PLAN AS LOW AS 


$2, 27 PER 


— MONTH 
HENRY PAULSON & co. 





131 S$. WABASH AVE., CHICAGO 3, 





ILL. 


USE THIS HANDY COUPON 


j HENRY PAULSON & CO. 
Dept. C6, 131 S. Wabash, Chicago 3 
['] Please send Paulson Time-O-Graph on No Risk Trial. 
} C] pee send Paulson Time-O-Graph at $490.00 less 2% for 
ash. 
[] Please enter order for Time-O-Graph—$100.00 with con- 
tract. Balance $24.27 per month for 18 months. 
| Name 
| 
| Address 
] 
| City State 






T/ME-O-GRAF 


rfuorefieion a 


'"l owe much to my Paulson 

Time-O-Graf for the knowl- 

edge and helps 

watch repairing and busi- 
ness building." 

Jack Blackman, 

A & B Watch Service, 

9 Maiden Lane, N. Y. C. 













Mr. Jack Blackman's 
dis-assembly and 
assembly procedure 
won first prize of 
trophy and one 
hundred dollars. 
TIME: 16 MINUTES, 
37 SECONDS. 


know that only the 


so necessary be- 


ON THE PAULSON TIME-O-GRAF 
can you regulate your watch and see 
exactly what it is doing as you move the 
regulator. Wonderful for hairspring work 


THE PAULSON TIME-O-GRAF 
Gives You Superior Scanning Speed and 
Also Unparalleled Scientific 


Accuracy. 
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JIC Makes Public More ‘Diamond Conscious’ 
Through Cooperation of Retail Members 


paign. The Council supplied its members 
with the information and material to do an 
effective job. 

Due to the uncertainty concerning action 
on the reduction or elimination of the 
Federal Excise Tax at the time of the 
campaign, it was expected that diamond 
promotion by retailers would drop consider- 
ably from the mark set in 1949 by the first 
nation-wide diamond promotion to be co- 
ordinated and sponsored by the Jewelry 
Industry Council. However, indications of 
retailer promotional activities received by 
the Council in the form of tear sheets from 


Newspapers, jewelry store windows and 
radio programs reminded the public of the 
appeal of diamonds during the recent na- 
tion-wide promotional campaign created 
and sponsored by the Jewelry Industry 
Council under the name of the “1950 Dia- 
mond Exhibit,” running from March 23 
to April 12. This campaign, using the 
slogan, “No Gift Says Quite So Much As a 
Diamond,” encouraged many retail mem- 
bers of the Council to use direct mail, 
newspaper advertising, radio, television and 
window displays to boost the sale of dia- 
monds in a coordinated, nation-wide cam- 
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Engraves 15 sizes 
| ee from ON E alphabet — 
The last word in Modem Engraving 


e Tracer guided— 
anyone can operate it 
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e Diamond cut— 
brilliant as hand engraving 







e Profit maker for 
every jeweler 
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‘We received our machine, 
unpacked it and went to work. 
Our customers are delighted  . 6 
with the work—and soare wel’ | “%e ; ee 
B. B. Billmeyer ee 
West Market Street 
Marietta, Penna. 


and more than 6000 enthusiastic 


users agree! 







For engraving of 

silverware, jewelry, pens, 
watches, compacts, lighters; 
from soft metal to 
stainless steel. 


Convenient time 
payments. Geta 
New Hermes and pay 
out of profits! 
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NEW HERMES Tite 13-19 University Place 


New York 3, N.Y 
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selected cities and towns in all sections of 
the country —the same communities are 
chosen each year for all Council campaigns 
and are picked for their location and size 
to give a representative picture of the 
activity throughout the nation—show tha; 
jewelers from Maine to California useq 
newspaper space advertising to an extent 
that was considerably greater than ap. 
ticipated. 

In addition to the activity of retailers 
the Council backed up the campaign with 
news releases and general publicity on dia. 
monds. Results from the publicity materia] 
released by the Council to newspapers and 
radio stations throughout the nation show 
that during the “1950 Diamond Exhibit” 
the public was constantly told about new 
fashion trends in diamond jewelry, the 
history of diamonds, how to take care of 
them, how they are cut and how to buy 
them. 


Free Gifts and Give-aways 
Feature Shoor Bros. Opening 


A successful one-day celebration, de. 
signed to keep the public’s attention cen. 
tered on their new store, featured the 
recent opening of Shoor Brothers Jewelers, 
977 Main St., Manchester, Conn. 

The newly remodeled store provided an 
attractive setting for the presentation of 
silver plated jelly servers which were dis- 
tributed to the first 100 adults who at. 
tended the opening day ceremonies. An- 
other important feature of the promotion 
was the drawing for twenty grand prizes 
which were awarded to visitors who had 
registered at the store during the opening 
celebration. The drawing was conducted 
by the town manager a week after the 
store opened. 





The front of the new Shoor Brothers store 
is modern yet simple and dignified. 


The new store is owned by Alan and 
Creighton Shoor who bought out Wior’s at 
the above address last November. Wior’s 
had been in the jewelry business there 
for 24 years. 

Opening day guests were very much 
impressed by the informal and _ inviting 
atmosphere of the new store. The brothers, 
in remodeling the store, installed new spot 
lighting, new asphalt tile flooring, new 
fixtures, floor and wall cases and a new 
neon sign on the front of the store with 
two foot letters in channel tubing which 
give off a pink glow at night. 

Both brothers are veterans of World 
War II. Alan has been in the retail mer- 
chandising field for the past 12 years. 
Creighton has been connected with lead- 
ing jewelry firms in Connecticut and 
Rhode Island for the past 17 years. 
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4 George Fine, president of Max Fine & 
Sons, Inc., 20 W. 47th St., New York, left 
May 6th on an extended European trip. 
Mr. Fine, president of the Diamond Manu- 
facturers and Importers Association of 
America, is visiting major stone centers 
in England and Belgium to purchase 
quantities of diamonds. 

4 On Sunday, May 14th, a surprise party 
was tendered to Hyman “Doc” Goldschmidt 
and his wife on the occasion of their 25th 
wedding anniversary. The party was held 
at the home of “Doc’s” daughter, Mrs. 
Charles Schwartz, 92-11 35th Ave., Jack- 
son Heights. A well known New York 
jeweler, “Doc” operates a retail jewelry 
store at 472 Third Ave. 

q1. Stern & Co., Inc., are justly proud 
of their spacious and up-to-date plant at 
320 Washington St., Mount Vernon, N. Y. 
The new plant building was recently pur- 
chased by the firm and was completely 
modernized. When the remodeling pro- 
gram was completed the firm moved from 
their old location at 233 Spring St., New 
York. 

q A. Edward Fisher, president of A. Ed- 
ward Fisher & Co., Inc., manufacturers of 
Lovebright diamond rings located at 580 
Fifth Ave.. New York, is on an extended 
tour through Europe visiting the various 
foreign offices of the company in Belgium, 
Holland and London. 

q Wedding bells will ring for Herbert 
Steinbauer and Miss Louise Leffert of New 
York City on July Ist. Mr. Steinbauer 
is a sales representative for the Goldman 
Kolber Co., 42 W. 48th St., New York. 

q Frank Tackella, who for many years has 
headed the New York office of Wendell & 
Co., located at 180 Broadway, was sched- 
uled to begin a leave of absence in the 
near future. He is taking the leave, it 
was explained, for reasons of health. Mr. 
Tackella has been with Wendell & Co. 
since 1903, when he started with the firm 
as an office boy. In 1913 he moved to 
Kansas City to manage Wendell & Com- 
pany’s shop there. He returned after a 
few years to assume his position of man- 
ager of the New York office. His many 
friends in the jewelry industry have joined 
in wishing him a speedy recovery and an 
early return to work. 

q The American Watch Assemblers’ Asso- 
ciation has moved their New York head- 
quarters to 39 Broadway. The association’s 
ofces were formerly located at 2 Broadway. 
q Herbert L. sorgzinner, a member of the 
Staff Section of the 9007th Volunteer Air 
Reserve Training Wing in New York City, 
was recently promoted to the rank of 
Major. Mr. Borgzinner, who served for 
four years with the Troop Carrier Com- 
mand in World War II, is associated with 
the firm of Albert Borgzinner & Co., 11 W. 
32nd St., New York. 


FOR JUNE, 1950 


a VEW YORK 











q Leo Kobrin of Kobrin Importers, 20 W. 
47th St., New York, sailed on the Niew 
Amsterdam, April 28th, to visit the Euro- 
pean diamond markets. 


q Kittay & Blitz, Inc., of 48 W. 48th St., 


New York, recently announced the addi- 


tion of Henry Edsforth to their sales staff. 
Mr. Edsforth, who was formerly connected 
with the firms of Belgard & Frank, Inc., 
and E. H. Ashley & Co., Inc., will repre- 
sent the firm in New York, Newark and 
Philadelphia. 

q Foster Jewelers, Inc., for more than 20 
years located at 63 W. 42nd St., New York, 
has moved to new quarters at 1605 Broad- 
way, according to a recent announcement 
from Bernard H. Golden, president. 

q Congratulations are in order for Miss 


Eva Garey of L. Luria & Son, Inc., and 


Louis Levine, president of Keystone Silver, 
Inc., on their recent marriage. Prior to 
her marriage, the bride was Luria’s silver- 
ware buyer and was associated with the 
firm for 1] years. 

q Sam Engel, who has been associated in 
the watch business for over 28 years, re- 
cently resigned as sales manager of N. 
Engel & Co., in order to go into business 


SAM ENGEL 


Forms 
Engelton 
Watch Co. 





for himself. Mr. Engel has formed the 
Engelton Watch Co., Inc., with offices 
located at 666 Fifth Ave., New York. 

q Adolph Pusrin of Adolph Pusrin & Bro.., 
99 Chrystie St., New York, was guest of 
honor at the April 24th meeting of Con- 
course Lodge No. 689 of the Knights of 
Pythias. Mr. Pusrin, long active in both 
civic and trade organizations, is chairman 
of the lodge’s Sick and Distress Committee. 
q Harry Smolin, importer and cutter of 
precious stones, of 62 W. 47th St., New 
York, left on April 28th aboard the Niew 
Amsterdam to visit European markets. 
While aboard, Mr. Smolin will visit Lon- 
don, Paris and other major stone centers 
in Europe. 

q Members of the New York Guild of the 
American Gem Society met on April 18th 
at the offices of J. R. Wood & Sons, 216 E. 
45th St., and elected Harry B. Gerber 
president to succeed Jerome B. Wiss. Miss 
Emily Jaeger was elected vice president; 
Carl E. Bjorlin was elected secretary, and 
Wm. A. Greenfield was named treasurer. 
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DIAMONDS 


All Sizes - All Qualities 
Order the quantity, size and quality you 
need. We will fill orders by mail. We 
also send diamonds on approval. Ask for 
Price List No. 17 of April 1950. 
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JiC Prepares Booklet on Proposed Excise Cut 


To Help Retailer Publicize News of Change 


The Jewelry Industry Council with the 
cooperation of Leon J. Engel, chairman of 
the Jewelry Industry Council Tax Commit- 
tee—a standing committee of the Jewelers 
Vigilance Committee—has written a special 
promotional booklet called. “What to do? 
What to Say?—When a Change is Made 
in the Federal Excise Tax on Jewelry.” 

This promotional idea booklet, to be dis- 
tributed at a date to be set by the Coun- 
cil’s Chairman, Victor A. Lambert, will 
give retail jewelers newspaper copy and 
layouts, radio commercials, direct mail 
ideas and publicity releases which they 
can use to bring news of the money-saving 





significance of the excise tax change to 
the public. 

In a foreword to retail jewelers in this 
booklet, Albert E. Haase, the Council’s 
Executive Director, points out to retail! 
jewelers that when a change does come in 
the excise tax, news of the change will 
only be “news—for a day or two.” 

“After that,” he continues, “the news 
may be forgotten and its money-saving 


significance to the public unappreciated 
unless you, and other jewelers throughout 
the country, take it upon yourselves to 
meaning of 


publicize the money-saving 
this news to the public.” 
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Recommended for use with 
10k yellow gold. This solder is 
of lower gold content than qual- 
ity of gold for which its use is 
recommended. 
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559 W. 59TH STREET 


CHICAGO 2}, ILL. 





It’s your guarantee of Satisfaction. 


A solder for every Jewelers’ need. 


Also manufacturers of: 


@ “Trophies for Champions” — the ultimate in 


prize awards 


@ Presentation Boxes of Distinction 


@ A complete line of quality Jewelers’ Findings 


Distribution through better dealers—every where. 


F,H. NOBLE and COMPANY 


559 W. 59th ST. 


CHICAGO 21, ILL. 


Branch Sales Offices: 


15 Maiden Lane 
New York 
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In the same foreword, Mr. Haase - 
gests to retailers who desire to create thes 
own promotional copy and publicity ma. 
terial on the change in excise taxes, that 
they give consideration to the following 
basic thoughts: 

1. Good News. News that means definite 
measurable savings for the public—is wk 
come news. Therefore, emphasis on neys 
of the change should be in your headlines 
or sub-heads. 

2. Emphasize the low price level that has 
prevailed on products sold by jewelry 
stores since the end of the war. Post-war 
years have seen prices increase on many 
products—even on staples such as tea, 
cofiee and wool. You know, very well, 
that the only weapon which the jewelry 
industry has had with which to meet the 
competition from products of other indys. 
tries not handicapped by a 20 per cent 
Federal excise tax. has been to keep the 
nrices of its products at a comparatively 
low level. Therefore, in presenting news 
of a change in excise tax, associate news 
of that change with the current low-level 
prices of jewelry store merchandise. 

3. Stress newness and wide variety of 


stock. If you are among the many pro. 
eressive retailers who have replenished 


stocks with new merchandise and widened 
the variety of your inventory, tell the pub. 
lic so in your promotions. Tell the public 
vou have a wide variety of new merchan- 
dise. 





Jewelers Mutual Fire Insurance 
Re-elects Officers, Directors 


On Wednesday, May 3rd, at the Loraine 
Hotel in Madison, policyholders of the Na- 
tional Jewelers Mutual Fire Insurance Co. 
held their 38th annual meeting and re- 
elected the following directors for a term 
of three years: E. R. Fuchs, Alf. W. Fuchs, 
Inc., Milwaukee; Henry W. Rank, Rank 
and Motteram Co., Inc., Milwaukee, and 
Maurice Adelsheim, Sr., S. Jacobs Co., 
Minneapolis, Minn. 

Reports from officers and auditors indi- 
cate the company is in a strong position 
financially with continued increase in num- 
ber of policyholders served. 

Following the policyholders meeting the 
directors met and re-elected all officers as 
follows: E. R. Fuchs, president; Samuel 
Dalin, West Allis, vice president; I. W. 
Andersen, Neenah, secretary-treasurer, and 
G. M. Jeffery, Neenah, underwriting man- 
ager. 


—_- - -——— 


Dubois Host at Press Reception 


During his recent visit to the United 
States, Marcel Dubois, head of the mar- 
keting department of the Swiss Federation 
of Watch Manufacturers, met with repre- 
sentatives of the jewelry trade press on 
May 12th at the Swiss Watch Repair Parts 
Information Bureau in New York. 

Mr. Dubois, who was host at the press 
reception, discussed the program of the 
Watchmakers of Switzerland with his 
cuests and received their comments and 
suggestions on bettering Swiss and Amer- 
ican relationships. 
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N.Y. JEWELERS AT ‘OLD TIMER'S' CELEBRATION 





Derby hats and handlebar mustaches were the order of the day for members of the Jewelers 
Square Club of New York on May Ist when "Old Timer's Night" was celebrated at Schwartz's 
Restaurant. Guest of honor on this special occasion was Joe Page, ace relief pitcher of the | 
New York Yankees. The club presented Joe with an A.S.R. table lighter and a fireman's 
hat, emblematic of his reputation as "fireman" of the team. The informal gathering shown 
above, snapped by Irving Weiner during the festivities, are, |. to r.: Lloyd Lassner; Arthur | 
Bergman, club president; Arthur Neuwirth, secretary-treasurer; Jimmy Theise; Jack Gochman; | 

Ben Rosenthal, and Irving Schiff. 





—_—_—-—— 


Handy & Harman Shareholders 
Elect Officers and Directors 
Stockholders of Handy & Harman, in 


an annual meeting held on April 19th, 
elected the following directors: Howard 


W. Boynton, John W. Colgan, Cortlandt 
W. Handy, Frank C. Jones, Robert H. 
Leach, Gustav H. Niemeyer, Harry E. 
Radix and Judson C. Travis. 

Frank C. Jones, manager of the firm’s 
Bridgeport plant for the past nine years, 
member of the board. Thomas 


is a new 
G. McMahon, formerly a director, has 
resigned. 

At the organization meeting of the 


newly-elected board of directors, the fol- 
lowing officers were elected: Cortlandt W. 
Handy, chairman of the board: Gustav H. 
Niemeyer, president; Judson C. Travis, 
executive vice-president; Howard W. Boyn- 
ton, vice president and treasurer; Robert 
H. Leach, vice president; John W. Colgan, 
vice president and sales manager, and 
Richard G. Jones, secretary. 
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Hold a Special Sale! 
Self Winding Wrist Watches 


Imported from Switzerland 

11'/. Ligne 

Full Arabic Luminous 
Figures 

Incabloc (Shock Proof) 

Steel Rubis Escapement B 

Half Reversed Main- 16 Gift Screws Galba Bath 
spring B Special Nickeling e 

Prices, $18.00 with Chrome Watch Case; $19.00 with 

All Stainless Steel Watch Case; and $20.00 with Yel- 

low Top Steel Watch Case. Fine Leather Straps or 

Matching Expansion Bands with All Watches. Send 

for Samples. 


All Watches Not Sold in 30 Days Can 
be Returned to Us. 


TREBEX WATCH CORPORATION 


122 E. 42nd St., Suite 464,N.Y.17,N.Y. Tel. Lex. 2-9625 


17 Jewels 

Silvered White Dials 

Red Sweep Second Hand 

Spiral Nivarox Hair- 
spring II 
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Mr. Travis, in his new office of execu- 
tive vice president, will be responsible for 
the sales, manufacturing, refining and re- 
search operations of the company and will 
have general charge of its five plants. 

In addition to his duties as a newly- 
elected vice president, Mr. Boynton will 
continue to serve as treasurer of the com- 
pany but not as secretary. 

Robert H. Leach will continue as a vice 
president. He has retired from active man- 
agement but will act as consultant and 
adviser in matters concerning production 
and research, and metallurgy. Mr. Colgan 








is also a newly-elected vice president in | 


which capacity he will function as sales 
manager. 
Richard G. Jones, the newly-elected sec- 


retary, will continue as controller of the | 


held for the 


company, an office he has 
past five years. 


Hospital Appoints Co-Chairmen 
For Anniversary Celebration 


Stephen Hoffman of Diamond Distribu- 


- SSS 





tors, Inc., and Benjamin Lazrus, chairman | 


of the board of Benrus Watch Co., Inc., 
have been named co-chairmen of the 5lst 
anniversary celebration of the National 
Jewish Hospital at Denver, America’s first 
free non-sectarian tuberculosis institution. 

Appointed as co-chairmen of the Cos- 
tume Jewelry Division were David Gold- 
stone of Imperial Pearl Syndicate and 
Carl Rosenberger of Coro, Inc. 


The National Jewish Hospital at Denver | 


charge more than 


6,000 


has treated without 
50,000 patients from 


communities | 


throughout the United States. It has been | 


selected as the United States training site 
for foreign tuberculosis specialists by the 
World Health Organization of the UN. 
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Necklaces, Bracelets, Brooches, Dress Clips, Scatter Pins 
and Earrings (Pierced, screw or clip) Hand made, 
Prong set. 
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Fantasy of Jewels 


MADE BY ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, New York 7, N. Y. 
























ENCRUSTERS 


Stone Engravers 
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108 Fulton St., New York 7, N. Y. 











LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 

1 have REVISED WAYS AND MEANS enabling me 

to do your JEWELRY REPAIRING AND SPECIAL 

ORDER WORK at a REDUCTION of 26% te nn 

With Quicker Serviee and Better Workmanship! 
“Send Me Your Next Package.”’ 

M. J. STERN 

Repatring of Jewelry & Special Order Werk 

61 Beekman Street New York 7, N. Y. 
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Fine Jewelry for Gentiemen 
MopERN DesiGNs—PRrRICED RIGHT 





Styled by CHARM CRAFT CORP. 


Available in 14K., Gold-Filled, Sterling Silver 
Rhodium Finish 


Finest Quality Finish 
Singly or in sets $3.00 to $15.00 Keystone 


CHARM CRAFT CORP. 


Mfc's. of 14KT. & Sterling Silver and Gold Filled Jewelry 


198 Broadway New York 9, N. Y. 
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The Time-Honored Know-How of the American and 
Swiss trained Watchmakers employed in our 


WATCH REPAIR DEP’T FOR THE TRADE 


guarantees you speedy, efficient, inexpensive service. 
All watches, chronographs, automatics, calendars, etc., 
Tested-Timed on Watch Master. Write for free, self-ad- 
dressed shipping labels. Send watches for Free estimate. 


We carry a complete line of low priced watches 
and watch bracelets. Request circulars. 

ALL BOOKS on Jewelry—Precious Stones 
Gems—Engraving—W atch—Clock Repairing 
MODERN TECHNICAL SUPPLY CO. 
Service Dept. 6CK,55 W. 42nd St., New York 18, N. Y. 
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LOST AND FOUND 


Lost, the sale of a watch repair because you 
were unable to obtain the necessary part. 

Found, acomplete supply house that specializes 
in ""Hard-to-Get"" watch parts. If you are hav- 
ing difficulty in obtaining a Swiss or American 
watch part, try JOHN A. POLTOCK & CO., 15 
Maiden Lane, New York 7, N. Y. Write for 
—— catalogue, ligne gauge and stationery. 
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CAPITAL, Custom-Made 


INITIAL RING 


**An initial suecess.’’ In 
2 or 3 letters. Plain or 
stone set. Prompt delivery. 
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for illustrated price list. 
Fully protected by 
U.S. Pat. D 109,626 
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Earrings — Pins and Rings 
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2 Allen St. New York 2, N. Y. 
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Alexander Named Tiffany Officer 


Dr. A. E. Alexander, internationally 
known authority on gemstones and pearls 
who joined Tiffany & Co. last October in 
an executive capacity, was recently elected 
assistant treasurer of the company and was 
also named to Tiffany’s board of directors. 

Dr. Alexander was formerly director of 
the Gem Trade Laboratory, Inc., which was 
sponsored by many of the precious stone 
and pearl dealers of New York as an in- 
dependent laboratory for the scientific 
testing of pearls and gemstones. 


L. |. RJA Installs Officers; 
Zickerman is New President 


Phineas Peters, general chairman of the 
Executive Board of Retail Jewelers Asso- 
ciations of Greater New York, installed new 
officers of the Long Island Retail Jewelers 
Association at the annual installation cere- 
mony of the organization held on April 26th 
at Papprin’s Restaurant, Woodside, N. Y. 

New officers of the Long Island RJA in- 
stalled at the ceremony were: President, S. 
Zickerman, Woodside; First Vice Presi- 
dent, B. H. Schwartz, Long Island City; 
Second Vice President, H. M. Neutra, Rich- 





mond Hill; Third Vice President, A. Brook. 
man, Brooklyn; Treasurer, E. W. Gross, 
Long Island City; Secretary, M. Welter. 
Jackson Heights, and Set.-at- Arms, <A. 
DeVenuto, Long Island City. 

The affair was attended by approximately 
150 people who enjoyed the dancing and 
refreshments which followed the installa. 
tion. 


North Attleboro ‘Kneedlers' 
Fete Lambs on Anniversary 
William A. “Billy” Lamb, formerly of 


Chicago and now of California, with his 
bride of a year, Lea, were accorded a first 
wedding anniversary celebration in No. 
Attleboro, Mass., when they were guests 
of the North Attleboro Luncheon Club— 
the famous Kneedlers. 

Billy, who has represented George H. 
Fuller Co. of Pawtucket about as long as 
any fitting man can remember, said it was 
the best first wedding anniversary he had 
ever enjoyed. The wedding cake, sump. 
tuously served in the main ballroom of 
the Hotel Hixon, No. Attleboro, added a 
decorative touch to the festive occasion, 
The club members were in their usual 
high spirits and a good time was had by 
all. 
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DIAMONDS SPARKLE AT CALIFORNIA FASHION SHOW 


The annual fashion show staged at the 
Del Mar Club in Santa Monica by the 
St. John’s Hospital Guild for the benefit 
of the hospital’s new wing, brought forth 
the generous contributions of the hun- 
dreds of women who attended, of film stars 
who contributed their time, of hand-knit 
gowns by Audrea and the fabulous clothes 
by Marusia—and the newest in diamond 
jewelry by Bud Tobias of Beverly Hills. 

Gowns and jewels were coordinated with 
hats by Keneth Hopkins and the show 
was MC’d by Academy Award winner, 
Broderick Crawford. 





Feliza Pablos Vanderbilt, one of the most 
popular figures in Los Angeles social circles, 
became a model for the St. John's Hospital 
Guild show, displaying Bud Tobias’ fabulous 
29!/2 carat diamond, the "Yellow Goddess," 
along with a king's ransom in other dia- 
mond pieces. Her Marusia gown of cham- 
pagne-colored organdy set off the blazing 
yellow of the big diamond. 
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Here, jeweler Bud Tobias, clasps a wide 
diamond bracelet about the arm of lovely 
June Blanchard, wearing baguette necklace, 
crown pin earrings and ring airily styled in 
diamonds to match the daintiness of her 
pink eyelet embroidery gown by Marusia. 















Diamonds against Marusia's warp-print taf- 
feta gowns were shown by Jeri Cameron, 
left and Jane Lynn, right. The diamond 
necklace pendants by Tobias may also be 
worn separately as pins and are perfectly 
set off here by the deep, wide necklines. 
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Tri-State Jewelers Convene in Washington; 
Levitt Succeeds Burnstine as President 





we 


a) 


New officers of the Maryland-Delaware-District of Columbia Jewelers Association and guest 
speakers who addressed business sessions at the group's 36th annual convention are shown 
above. They are seated |. to r.: Jay G. Engel, director; A. C. Mayer, general chairman 
of the convention; Harry Groll, secretary; Walter Greenabaum, first vice president; B. N. 
Burnstine, retiring president; Melvin Levitt, newly elected president, and Frank Geraci, trea- 
surer. Standing |. to r. are: Paul Monohon, B. A. Ballou & Co., Providence, R. |.; Theodore 
Grape, chairman of the reception committee; Charles Schwartz, second vice president; 


Howard Kleitz, director; Karl Schwemmer, president of the Pennsylvania RJA; Howard Heiss, | 








member of the banquet committee, and Oscar Kind, Jr., vice president, Middle Atlantic | 
Region, American National Retail Jewelers Association. | 


Over 400 retail jewelers, wholesalers 
and manufacturers’ representatives regis- 
tered at the beautiful Shoreham Hotel in 
Washington, D. C., for the 36th annual 
convention of the Maryland-Delaware- 
District of Columbia Jeweler’s Association 
on May 7 and 8. 

Registrations began on Sunday morn- 
ing, May 7, and by the afternoon, there 
were nearly 200 present who availed them- 
selves of the boat ride down the Potomac 
to Mount Vernon. Cocktails were served 
in the Louis Seize Room of the Shoreham 
that evening, followed by dinner and en- 
tertainment in the Blue Room at 8 p.m. 

Monday was given over to the business 
sessions with Bernard Burnstine, president 
of the association, welcoming the members 
present and introducing the speakers. 
Leon Engel, of J. Engel & Co., Inc., Bal- 
timore, and Chairman of the Jewelry In- 
dustry Tax Committee, led off the day’s 
discussion with a report on the Status of 
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the excise tax situation. Mr. Engel re- 
viewed the work of the Tax Committee in 
their efforts to bring about the elimina- 
tion of the retail excise tax on jewelry. 





He paid particular tribute to P. Irving | 
Grinberg, of the Jewelers’ Vigilance Com- | 
mittee for his successful efforts in having | 
included within the tentative proposals on | 
the tax bill by the House Ways and Means | 


Committee the stipulation that all sales 


of jewelry by auctioneers, whether pri- | 
vately owned or not, be subject to the | 


retail excise tax. This was the first loop- 
hole to be closed in the proposed tax bill. 

The most optimistic forecast on which 
action on the tax bill can be expected 
was July 1, Mr. Engel pointed out, with 
August 1 the more probable date before 
retail jewelers can expect relief. He con- 
cluded his talk by emphasizing the im- 
portance of continued 
action in fighting for tax relief. 


trade unity and | 


Next speaker on the morning program | 


was Oscar Kind, Jr., of S. Kind & Sons, 
Philadelphia, and Vice-President of the 
American National Retail Jewelers Asso- 


ciation. Mr. Kind stressed the importance | 


of unity in organization to better the 


jewelry industry and solve industry prob- | 
lems. He urged jewelers present to stop | 


worrying about competition within the in- 


dustry and start worrying about compe- | 


tition without. In other words, he empha- 
sized, “it is not the jeweler down the 
street you have to worry about but the 
other types of businesses who, _real- 
izing the dividends to be earned from the 
merchandising of jewelry, are making seri- 
ous inroads into the business of the legiti- 
mate retail jeweler.” 


Following an informal luncheon in the | 


Blue Room, the afternoon 


session con- | 


vened at 2 p.m. with the opening talk | 
given by Paul W. Monohon, of B. A. Bal- | 


lou & Co., Providence. Pointing out the 


increase in the number of families and | 


(Please turn to page 175) 


An Investment Opportunity 
You Should Not Overlook 







e Speed Up Polishing Jobs 
¢ Protect Employee’s Health } 
e Recover Valuable Dust 


SRE 


PUT THIS UNIT TO WORK FOR YOU 


The LEIMAN BROS. MODEL A POLISH- 
ING DUST COLLECTOR takes up only 2’ 
x 4’ floor space yet it is big enough to handle 
two 8” wheels or buffs (or smaller) at the 
same time, operating at 3000 R.P.M. Grind or 
polish ... either operation is SAFE because 
dangerous metallic dust is collected in cloth 
bags under the bench. Irritating metallic dust 
cannot get into your operator's lungs. Com- 
pactly and sturdily built to last a lifetime. 
Moderately priced. Write for catalog 275-G 
LEIMAN BROS., INC. 146-181 Christie Sc., 
Newark 5, N. J. 











REPAIRS and PLATING 
in GOLD and SILVER 


31 Years of Continuous 
Service to the Trade 
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to 
(Before) 
After) 
Highest om 
Quality 


Workmanship 





HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Sliiversmiths 


17 West 45th St. New York 19, WN. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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These newly created, modern Diamond Mount- 
ings are made with the same meticulous care 
and fine finish as the well-known line of 
“GRAN” Emblem Rings. 

Bridal Sets and Dinner Rings have the new 
illusion settings to make small diamonds ap- 
pear larger. Rhodium finish for that platinum 
look, in 14K yellow and white or white gold. 
Available with or without small diamonds at 
competitive prices for re-sale. 


GRAN and COMPANY, INC. 
546 So. Meridian St. * Indianapolis 4, Ind. 

















SEND FOR NEW 

" 400-DAY CLOCK 
CATALOGUE 

AND PRICE LIST 


_ Kieninger & Obergfell 400- 
Day Clock and Parts Cata- 
logue, completely illustrated, 
with price list. Now you 
can guarantee’ customers 
100% repair service. All parts 
available for the first time in 20 years. Request 
catalogue on printed letterhead or send 25c, 
credited on next purchase. Bonafide Jobbers, ask 
for quantity discounts. 


CHARLES TERWILLIGER 
6 WILDWAY BRONXVILLE 8, N. Y. 
Largest Dealer in 400 Day Clock Parts in the U.S. 


DIAMONDS 


Lowest Wholesale Prices 
AIRMAIL 


JOACHIM GOLDENSTEIN 
Diamond Club, Antwerp, Belgium 





























HONG KONG 


EXPANSION WATCH BANDS 
MFD. BY HOWE TACK TRADING CO. 


P.O. BOX NO. 2293, HONG KONG 


Rep. SAM YEUNG CO. 


120 Wall Street New York 5, N. Y. 
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New Swiss Ring Watches Shown at Basle Fair 





Among many ring watches displayed at the 

Swiss Industries Fair was this 18-karat gold 

creation, with 16 rubies mounted on the 

hinged cover concealing the gold dial, 
hands, and hour markers. 





Easily visible is this Swiss creation—an open 

faced platinum ring watch with small dia- 

monds and two matched sapphires mounted 
on the outside of the crystal. 


The Watch Pavilion at the annual Swiss 
Industries Fair attracted the world’s lead- 
ing buyers and horological experts to its 
exhibit of “everything new in timekeep- 
ing.” 

This year’s keynote was high fashion 
and the design of watches as an integral 
part of the modern wardrobe for both 
men and women. At the same time strong 
emphasis was placed on classic styles in- 
spired by the French 18th century, in 
harmony with the latest fashion trends. 

The various exhibits again demonstated 
to the world that watches no longer are 
luxury items. Fine watch movements were 
presented in moderately priced models as 
well as in jeweled settings with hand- 
enameled dials and raised crystals. 

Creations included every type and style 
needed for the retail market. Refinements 
of many Swiss horological “firsts,” such 
as automatic and calendar timepieces, were 
included in the exhibits. A large assort- 
ment of ring watches attracted the at- 
tention of buyers, as did such novelties 
as the new lapels, “lipstick” watches and 
ether chic features. 

A survey of manufacturers’ offerings, 
revealed a wide variety of size and shape 
preferences. While some of the new 
models for women placed emphasis on 
petiteness, such as a line of automatics 
employing ball-bearings, others, for sports 
and utility wear, boasted large, easy-to- 
read dials. Cases included round and 
square designs, for both men and women. 








| 


The ring watch shown above, which is said 
to be the smallest in existence, made its 
world debut at the Swiss Industries Fair in 
a platinum mounting. The silver dial ap. 
pears between matched baguette diamonds. 





Concealed under the rose gold and plati- 

num grille of this gold ring is a silver-dialed 

Swiss movement. A diamond solitaire is 

mounted in the center of the grille, while 

small diamonds outline its clover-leaf de- 
sign. 
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Roger-Lee Jewelers Move 


Roger-Lee Jewelers has moved from its 
old quarters at 1966 Sherman Ave., in 
North Bend, Ore., to a new location at 
1988 Sherman Ave., just two doors away. 
A new enlarged silverware and china de- 
partment is one of the many added fea- 
tures of the new location. 
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Learn WATCHMAKING 
JEWELRY REPAIR 
ENGRAVING 


Prepare NOW! Our Master Course 
covers everything needed for high- 
salaried positions in Jewelry Field. 
Latest equipment makes learning a 
pleasure. High percentage of gradu- 
ates successfully placed. Housing 
available. (Schools in Warren, O., 
and P’gh, Pa.). Catalog FREE. 


A. W. THACKER ACADEMY FOR JEWELERS 


DEPT. C. 423 FEDERAL ST. PITTSBURGH 12, PENNA. 











Auralloy* "ecu °atoy 


Outwears any gold finish with 
Comparable Gold Content 
Insist on Auralloy Finish for Your Plated Products 


PLATERS RESEARCH CORP. 
59 East 4th St. New York 3, N. Y. 
* Registered, Proc. Pat. Pending 
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TRISTATE CONVENTION 
(From page 173) 


increased spending power over ten years 
ago, Mr. Monohon emphasized the oppor- 
tunity that is present for jewelers to capi- 
talize on this larger market. He too, like 
Mr. Kind in the morning, stated that the 
retail jeweler’s competition was not the 
jeweler down the street, but that offered 
by the drug store, the beauty salon and 
even furniture stores who are each taking 
a bite from the legitimate jeweler’s trade 
by the sale of jewelry. 

“Do a better merchandising job,” Mr. 
Monohon urged, “with a program of more 
down-to-earth selling and customer infor- 
mation. Jewelers must project their stores 
beyond its four walls tv fully cover their 
potential market. This can be done best 
by going beyond the store to reach the 
customer on a more personal basis, through 
lectures and demonstrations and by culti- 
vating customer goodwill by such simple 
expedients as the giving of baby rings or | 
teaspoons to graduates. | 

“Take advantage of all occasions to join | 
in your store with all events of commu- 
nity or country-wide interest.” 

Concluding the afternoon talks was Ar- 
thur R. Kirby, President of the Virginia 
Retail Jewelers’ Association and Chairman 
of the ANRJA Committee on Post Ex- 
changes. The subject of Mr. Kirby’s talk 
was trade diversion, with particular em- 
phasis laid upon the growing threat of 
the so-called “discount houses.” 
















AV AILABLE 
NEW YORK SHOWROOM 
& SALES OFFICE 


WE OCCUPY A LARGE SUITE OF 
WELL APPOINTED OFFICES IN THE 


GOELET BUILDING, 608 FIFTH AVE., N. Y. 
AND COULD CONVERT A 
COMPLETE UNIT AS A ° 
SHOWROOM FOR DISTRIBUTION 
OF YOUR PRODUCT TO THE 
FINE RETAIL JEWELRY STORES 








































OUR DIAMOND JEWELRY 
BUSINESS HAS BEEN 
ESTABLISHED FOR 
64 YEARS AND OUR 
CUSTOMERS INCLUDE THE 
LEADING STORES THRUOUT 
THE EAST 


IF YOUR PRODUCT IS 
SUITABLE FOR THE 
"QUALITY" STORES, WRITE 
FOR ADDITIONAL DETAILS 










Write Box "B., 4862" 
JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St. New York 17, N. Y. 






FOR JUNE, 1950 








The nominating committee was heard 
from next and everything went smoothly 


on the voting on their proposed slate until | 
the self-styled “renegades” pulled another | 


of their “acts.” Eventually things were 
ironed out and the original slate was un- 
animously elected. These were as follows: 
Melvin Levitt, president; Walter Greena- 
baum, first vice-president; Charles 
Schwartz, second vice-president; Frank 
Geraci, treasurer, and Harry Groll, secre- 
tary. 

Directors elected were: 
Arthur J. Sundlun, 
Aaron Jacobson, Jay G. Engel, H. Holias, 
James Levi, J. Judson Mealy, J. Paul, 
William Wright, Elwood Davis, Howard 


A. C. Mayer, 


Collins, Howard Kleitz and George Falk- | 


enstein. 

At the banquet on Monday evening, A. 
C. Mayer, General Chairman of the con- 
vention, introduced the new officers and 
directors to the guests. Following these 
introductions, Mr. Mayer was_ presented 
with a television set by the association 
for his work in making the convention 
such a success. 





Clucas is First Prize Winner 
In Lansing Repair Contest 


Philip H. Clucas, Detroit watchmaker, 
won first prize in a chronograph watch 
repair speed contest sponsored jointly by 
the Michigan Horological Association and 
the Michigan Retail Jewelers Association 
on April 23 at the Olds Hotel, Lansing. 
An estimated 350 jewelers and_ watch- 
makers, attending the state convention of 
the two organizations, watched Mr. Clucas 
and five other contestants disassemble and 
reassemble a chronograph mechanism by 
the simplified Esembl-O-Graf method. 
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Officials and winners of the Michigan 
chronograph repair speed contest: William 
O. Smith, Sr., originator of the Esembl-O- 
Graf method; Philip H. Clucas, first prize 
winner; Wallace Penney, second prize win- 
ner; Robert Gaver, third prize winner, and 
William O. Smith, Jr., technical director of 
the Esembl-O-Graf Research Laboratories. 


Mr. Clucas completed the task in 22 
minutes, 3/5 seconds. Wallace Penney, 
watchmaker for Ray’s, Inc., Grand Rapids, 
was second with 24 minutes, 48 seconds. 


Third prize winner was Robert Gaver, 
associated with Basch Co., Inc., Grand 
Rapids, whose recorded time was 30 


minutes, 21 seconds. 

Judges were Charles Fisher, president 
of the Michigan Horological Association: 
Earl J. LeBeau, president of the Michigan 
Retail Jewelers Association, and John H. 
Perry, representing the Esembl-O-Graf 
Research Laboratories. 


Bernard Burnstine, | 


| THESE RINGS 


OVER AND OVER AGAIN 
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GUARD RINGS. Sterling silver or 
yellow gold-filled with square imita- 
tion ruby, sapphire, emerald or crystal 
stones. 


To retail @ $2.95 each. 




















FRIENDSHIP RINGS, in heavy yellow 
gold-filled. Variety of design to suit 
everyone. Hand-Chased. 
To retail @ $1.95 each. 
In Sterling—to retail @ $1.00 each. 


























QUEEN SIZE FRIENDSHIP RINGS. 
The wide bold look, beautifully execu- 
ted in yellow gold-filled or Sterling 
Silver. Hand-Chased. 

To retail @ $1.95 each. 


J. D. SCHLANG CO. 


305 EAST 46th ST., NEW YORK 17, N.Y. 


Through Wholesalers Only 
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ILVERWARE Kansas Jewelers and Watchmakers a 
RECONDITIONED Attend Joint Annual Convention in Wichitg 
\ 





/ 47 Officers were elected for the coming Also called for was a closer contro] on 

a, year by Kansas jewelers and watchmakers house-to-house canvassing by silverware 

mic, —— during a highly successful three-day con- and jewelry salesmen. Repeal of Wartime 

ee a vention held at the Allis Hotel in Wichita excise taxes was asked in another rego, 
we . -_ April 15-17. Approximately 750 attended lution. 

Sieneteens : — making this the largest state convention Sunday’s principal feature was a tech. 

) SS =A —_——— held yet. nical symposium for watchmakers conduct. 


snes = | a Preston E. Loomis, Newton, was re- ed by Max J. Schwartz, senior instructor 
elected president of the Jewelers group. of the Joseph Bulova School of Watch. 

Richard Kogler, Wichita, succeeds Rich- making, New York. The symposium « 
‘ , . to) . g as 

ard L. Bock, Hays, as the new horological held under the auspices of Bulova material 


ee Kies, ° . 
~~ NAY >. > as ° ~ 
SSDS ~ association head. jobbers. Sponsors were L. J. Pracht, Jr 


Pie ae by one & Co., Wichita, and Carl R. Shaffer & 
etal ewelers ssociation are: JVirs. . Co.. Inc.. Jules Borel & Co. and Meyer 


a B. Brasfield, Wichita, and Ed Marshall, 
Let our organization, established 46 Anthony oie presidents: ten Bian Jewelry Co., Inc., all of Kansas City, Mo. 


years and staffed with the finest crafts- 








men in the country, do your work and nick, Wichita, secretary-treasurer; Eugene Tom Collins, Kansas City banker and 
GUARANTEE IT! Coombs, Wichita, legal adviser, and E humorist, addressed the jewelers and their 
@ SILVER PLATING | George McMahon, executive secretary. guests on Monday evening. H. L. Carter, 
@ GOLD PLATING Directors: Vern Webster, Salina, Frank vice president, Northwestern Region, 
pin + Pfeiffer, Parsons; Andrew H. Wehling, American National Retail Jewelers Asso. 
e ENGRAVING REMOVED. REFIN- Wichita; Vane C. Meador, Hutchinson, ciation, spoke on the subject, “Now What 
M. Cassity, Topeka; W. J. Glick, June- | Are We Going to Do?” 
ISHED, REPLATED AND LAC- !. M. Cassity, Topeka; W. J. Glick, Junc Are We Going to Do: 


QUERED 


Repairing of the most intricate nature 
on sterling and plate, for the discrimi- 
nating jewelers from coast to coast. 


Send pieces for accurate estimate, 
or for approximate estimate, write to: 


OXFORD SILVERSMITHS CO. 


REPAIR DEPT. 
Established 46 Years 
875 2ND AVENUE NEW YORK 17, N. Y. 




















The Best Place To Buy... 


IMPORTED GENUINE 
Black Forest 


CUCKOO CLOCKS 
and Parts 


Hand Carved, best 
quality movements; 
strike half and full 
hour with a gong. | 








~ 
Priced 13:2 A. J. Auble, left, of Omaha, president of the Nebraska Retail Jewelers Association, was 
Le 


_ guest of honor at the three-day Kansas RJA convention which closed with a banquet at the 
Allis Hotel in Wichita April 17. Newly elected officers of the Kansas RJA shown with Auble 





All sizes of clocks. Ask for Price List 11 are from left to right: Auble; Ed Marshall, vice president, Anthony; Mrs. W. B. Brasfield, 
vice president, Wichita; Preston E. Loomis, president, Newton; Heim Resnick, secretary- 

P. KAUFFMANN, Importer treasurer, Wichita, and Vern A. Webster, chairman of the board of directors, Salina. 
PORT JEFFERSON, N. Y. Tel. 1011 renee : a 

















tion City; Dale Berthelson, Dodge City; 
John Barrier, Wichita, and William E. 
#11J—Sheepskin case—Black, Sellers, Emporia. 

Win ne a en Serving the watchmakers’ group with 


#22J Genuine Morocco Leather af ‘ a : 
sae-liftes, ted, Wasa ee Kogler will be: J. E. Lewis, Great Bend, 












Brand New Sensation 


CALENDAR STOP WATCH 


ONE WINDOW e 2 PUSH BUTTONS 













° , Jeweled Movement 
Brown, Green ......... $11 K | vice president; Bruce Brunk, McPherson, , : DATE CHANGES 
#35J — Genuine Calf Leather > LT , Anti-Magnetic AUTOMATICALLY 
_— ag ag border, Black, secretary-treasurer; P. E. Loomis, Newton, | 
Brom, ‘Tan, Ned and 14h | state trustee, and Henry Widiger, Me- | OD Seen tots 
234” and 254” for Swiss and ‘ o 4ce 
- iceeeeee. Semendiate Dalian. Pherson, technical adviser. aed 
ARISTO IMPORT CO., INC. Directors: Dale Herman, Wichita, new- Lots of 60....... $5.85 
630 Fifth Ave., New York 206 Lots of 12..... so See 





ly-elected to serve with TIra_ Bailey, 


Hutchinson; Ed Marshall, Anthony; W. E. 


en ia, ‘als, Dodge 
WATCH MATERIALS— — Emporia, and Robert Beals, Dodge 


De GE Be ccvess 6.05 
Plastic Band $1.20 doz. 
Gold Plated. .75¢ extra 
Rhinestones $1.00 extra 
Instructions with every 






















Parts for all makes of The Kansas RJA adopted a resolution watch. ©Copyright 1950 
Swiss & American watches endorsing fair trade laws and called for Orders for less than 6, add $1.50 ea. 





Prompt mail service their more strenuous enforcement in Kan- 
Write for Price List C se : 
sas to protect the legitimate jeweler and 


DEAN WATCH COMPANY the public which “is sometimes taken in 


116 Nassau St. New York 7, N. Y. 


SARO WATCH, Dept. GG 


1674 Broadway, New York 19, N.Y. 
Phone: LUxemburg 2-3207 

























by unfair practices.” 
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KANSAS WATCHMAKERS ELECT NEW OFFICERS 





New officers of the Kansas State Horological Association are, left to right, seated: J. E. 
Lewis, vice president, Great Bend; Richard Kogler, president, Wichita; Bruce E. Brunk, secre- 


tary-treasurer, McPherson. 


Standing, left to right: Ira Bailey, chairman of the board of direc- 
tors, Hutchinson; Preston Loomis, state trustee, Newton; Dale Herman, Wichita: W. E. Sellers, 


Emporia, and J. E. Marshall, Anthony, directors. 


Williams Hits Jackpot 
On Radio Quiz Show 


Tex Williams, vice president of the 
Williams Jewelry and Manufacturing Co., 
Chicago, Ill., appeared as guest of honor 
April 18 on station WGN-TV’s wrestling 
quiz program. Mr. Williams was ap- 
pearing to collect prizes he had won 
the week before when the station had 
called him on the telephone and asked the 
aati “How many miles of streets are 
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14K Gold Diamond Earrings 
Set With Selected Quality 
Full Cut Diamonds up to 1/4 Ct. 





Competitively Priced for True Value 
MEMO. SELECTION UPON REQUEST 


JACK T. GOLDMAN & CO. 


29 E. MADISON ST. CHICAGO, ILL. 

















LEARN WATCHMAKING, 
CHRONOGRAPH WATCH 
REPAIR, ENGRAVING 


el! |) 4 60I.A. Certified — also Ap- 
a proved for Veteran Training 
Write for free 32-page illustrated school catalog 
WESTERN PENNSYLVANIA HOROLOGICAL INSTITUTE 
Desk 18 706 Smithfield St. Pittsburgh 19, Pa. 


INTERNATIONALLY RECOGNIZED AUTHORITY 
ON THE CHRONOGRAPH WATCH 
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there in the city of Chicago?” Mr. Wil- 
liams’ correct answer was “3.641.” 


The question had been running on the 


program for several weeks, rolling up 
prizes as it went unanswered. Mr. Wil- 


liams was interested enough to write to 
the Chicago Bureau of Streets for the cor- 
rect answer. The letter from the Bureau 
arrived on the day he received the phone 
call from the station. 

Turning to business matters, Mr. Wil- 
liams reported that his firm, which han- 
dles awards and trophies, has been aver- 
aging 50 per cent more sales volume this 
year over 1949. Mr. Williams thinks the 
largest factor in the increase is the firm’s 
new bowling catalog which he says has 
been made especially attractive and which 
has had a distribution of more than 50,000. 


Heller Predicts Continuing 
Strength in Pearl Market 


Ernest Heller, President of Heller Del- 
tah, one of the largest imvorters and dis- 
tributors of cultured pearls, returned re- 
cently from a two months’ study of the 
Japanese market. 

At a press conference, he revealed his 
convictions that prices will remain high 
because of the currently strong worldwide 
demand and the relatively low production 
in Japan. The supply picture, said Heller, 
cannot be expected to improve in the im- 
mediate future because of the natural limi- 
tations of the oyster’s capacity to produce; 
it taking about five years to form a 9 or 
10 mm. pearl. This condition is aggravated 
by the loss of about 80 per cent of the 
crop in 1946-47 due to cold waves and 
earthquakes. 

Heller pointed out the strength of the 
market by relating how he saw a dealer in 
Japan offering a 14 mm. pearl for $20,000. 









































A Masterpiece in 
miniature is the 
only way to de- 
scribe this beau- 
tiful antique 
mantel clock. 
With every de- 
tail given care- 
ful attention 
from the metal 
etched dial to 
the gold tipping 
en its delicately 
carved design. 
Finished in Ma- 
hogany, Walnut 
or Antique 
Ivory. 

Consumers price 


$14.95 


Keystone List 
$17.94 
dimensions 
16%” high 612” 
wide 3%” deep. 


Mother 
Clock 


Consumers 
price 


$15.95 


Keystone 
list 
$19.14 
dimensions 
10%,” high 
51%” wide 
31%,” deep 


a 





MODEL 25+ 
more anniversaries than wed- 
dings in June, this little motion clock is a 
natural. The case is of delicate design. The 
Mother in continuous motion and the fire- 
place with actual dancing flame effect in 
beautiful hand painted colors are 3 dimen- 
sional. Added beauty is afforded by indirect 
lighting. Finished in Walnut er Antique Ivory. 


See your jobber 
or write. 


Since there are 





All Haddon clocks—powered with “America’s 
Finest”? the Hansen Synchron (sealed in oil) 
motor and movement, fully guaranteed. Ad- 
vertising mats available. 


See Your Jobber or Write 


HADDON Prooucts, Inc. 


main office & factory. 

2066 So. Canalport Ave. Chicago, Ill. 
Write for brochure of other famous Haddon 
Action Originals. The Ranch’oand Teeter Totter 








177 




















seater 








MAX JUROW 


(President Mid-Town Auction Center, Inc. ) 


Recent sales conducted 
for these jewelry stores:— 


I. Rhoad’s Jewelers — Louis- 


ville, Ky. 

2. Gotham Jewelers — Yon- 
kers, N. Y. 

3. Stewart Jewelers — Stam- 
ford, Conn. 


4. Feffer Jewelry Co. — Co- 
lumbus, Ga. 
e We buy your stock. 
e Conduct a 30 day sale on 
your premises to raise neces- 
sary cash. 


e Will also advance rea- 
sonable amount of 
eash against meney 
that will be realized 
from auctien sale. 


e Sell your overstock at our 
own auction rooms at ad- 
dress below (Prominent 
Jewelry Center of the World) 
on commission basis. 


Expert confidential analysis of 
your particular problem will 
be gladly furnished without 
obligation. 


Bank reference—National City 
Bank, Times Square Branch, 


New York City. 


MAX JUROW 


Auctioneer since 1924 


37 West 47th St. New York 19, N. Y. 
Tel. JUdseon 6-4127, 4128 





LET US HELP 
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Obituaries 


GeorcE E. DoscHer, 65, diamond buyer 
for the Mermod-Jaccard-King Jewelry Co., 
St. Louis, Mo., died suddenly on April 
25th. A native of Charleston, S. C., Mr. 
Doscher had been in the jewelry business 
for the past 40 years. Prior to joining 
Jaccard’s he had worked in Columbus, 
Ohio, Indianapolis and Houston. In Hous- 
ton he was employed by the Sweeney Jew- 
elry Co. Surviving are his widow, a stepson, 
two sisters and a brother. 

Raymonp C. GowELL, vice president of 
Sloan & Co., Inc., 15 Maiden Lane, New 
York, died on April 7th after an illness of 
several months. Mr. Gowell, who was made 
vice president in 1947, had celebrated his 
37th anniversary with the firm in January 
of this year. In addition to his widow he 
is survived by two sons and five grand- 
children. 

HitLeLt D. Grnsspurc, 90, prominent dia- 
mond cutter and exporter, died in Antwerp, 
Belgium, on April 28th. Mr. Ginsburg was 
known as a philanthropist, and was one of 
the foremost diamond cutters and exporters 
who contributed largely to the development 
of the Antwerp diamond market. He estab- 
lished himself in that city in 1898 after 
giving up his jewelry business in Moscow, 
Russia. Surviving is his son, John Gray, 
who is a partner in the firm of Adolphe 
Adler, diamond importers and cutters lo- 
cated at 630 Fifth Ave., New York. 

Haroi_p HAMMEL, vice president of Ham- 
mel, Riglander & Co., Inc., 395 Fourth Ave., 
New York, died March 7th after a long 
illness. For many years Mr. Hammel lived 
in Frankfurt au Main, Germany, where he 
acted as European manager for the firm. 
Subsequently he moved to Paris and con- 
ducted the company’s European purchasing 
from there. After being in Paris for quite 
some time,” Mr. Hammel returned to New 
York at the outbreak of World War II 
where he had served until the time of his 
death. He had made several trips to Europe 
since the war ended. On his most recent 
trip, in July, 1949, he took sick in Paris 
and had to return to the United States to 
convalesce. 


Mrs. Emma Jacoss, 89, widow of the late 
August Jacobs, jeweler of Quincy, IIl., died 
on April 18th after a short illness. Mr. 
Jacobs, who died in 1923, established a 
retail jewelry store in 1883 at its present 
location, 534 Hampshire St. Since his death 
the store has been successfully continued 
and operated by Mrs Jacobs and the sur- 
viving children, three daughters and two 
sons. 

FRANK Hope-Jones, 83, long prominent 
in British horological circles, died on April 
3rd in Richmond, England, after a short 
illness. Hope-Jones, who at one time held 
the record for timekeeping accuracy, is 
known to the general public as the man 
who “invented” the six-pip time signal of 
the British Broadcasting Corporation. He is 
also credited as being the co-inventor of an 
electro-magnetic clock movement which he 
helped design and make at the turn of the 


_ century. In 1913 when the world was de- 


pendent on an occasional time signal from 
the Eiffel Tower, Hope-Jones soon invented 
and produced a simple crystal receiver 
which he termed the “Horophone” go that 
the watchmakers of Great Britain coy), 
get the correct time from Paris. Long actiy, 
in the British Horological Institute of which 
he was a vice president, Hope-Jones’ horo. 
logical achievements are known the world 
over. He will long be remembered for }j, 
energetic interest in the main subject of 
accurate time-keeping and the establish. 
ment of public clock systems, and more 
particularly through his books and_ wri. 
ings. 

Louis SAFER, 57, proprietor of a jewelry 
store at 142 N. Miami Ave., Miami, Fla, 
died May 8th in a local hospital. The de. 
ceased is survived by his widow, two son; 
and a daughter. 











Armor Changes 
Taunton Location 


Armor Bronze & Silver Co., formerly 
located at 4 Spring Lane, Taunton, Mass. 
have moved their plant to a new location 
on Weir Street where their facilities wil] 
be quadrupled in size. The new plant is 
| streamlined for most efficient production, 
A large percentage of the present Armor 
line consists of copper hollowware and 
novelties. Their lines of silver plated hol. 
lowware are to be expanded considerably 
as a result of the move to the new plant, 
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Exceptionally well made, Adjustable 
Main Spring Winders. Set of three sizes. 
Handles complete range of wrist watch 
barrels, down to the smallest baguette 
size. Cat. No. ABCX . . . $6.90 per set. 
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THE EDWIN FREED ADVERTISING AGENCY 
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Universal Stroke-Sav.r Iron 
Introduced at Press Luncheon 


Top sales executives of Landers, Frary 
& Clark traveled from Connecticut to New 
York on May 3rd to introduce their new 
Stroke-Sav.r Iron to a large group repre- 
senting the consumer and _ trade press, 
newspapers, radio and television. Over a 
hundred guests were entertained at a 
luncheon meeting at the Hotel Pierre’s 
Roof Garden. Bret C. Neece, vice president 
‘in charge of sales, welcomed the guests 
and gave the preface to a dramatic engi- 
neering design and product story by Stan- 
ley Fisher, sales manager for Electric 
Housewares. 

Mr. Fisher described in detail the latest 
thing in electric irons—Universal’s Stroke- 
Sav.r, which combines many new features 
for effiiciency—resulting in both stroke 
saving and time saving. Mr. Fisher men- 
tioned the product development which Uni- 
versal engineers have put into this iron 
over a period of years and highlighted the 
factory research, field research and studies 
made by outside independent organiza- 
tions. 

William J. Cashman, director of pub- 
licity and promotion, presented the feature 
of the meeting—a controlled test under the 
direction of an independent testing labo- 
ratory. Stroke and time study results re- 
corded on the spot clearly demonstrated 
Stroke-Sav.r’s superiority, both in reducing 
the number of strokes and the time neces- 
sary to iron the garments. 

The meeting closed with the presenta- 
tion of a Universal Stroke-Sav.r Iron, com- 
plete with plastic zippered case, to every 
ouest. 


Swank Appoints Wylie 


Harold B. Wylie has been appointed 
general superintendent for Swank, Ine.. 
manufacturers of men’s jewelry, leather 
and other accessories, it was announced 
recently by J. Carlton Bagnall, executive 
vice president. 


HAROLD B. 
WYLIE 
General 
Superintendent, 
Swank, Inc. 





Wylie was previously associated with the 
Snell Mfg. Co., Fiskdale, Mass., where he 
was chief industrial engineer. Prior to 
that he was chief engineer for A. S. 
Campbell Co., Inc., East Boston, Mass., 
and has also served in various engineering 
capacities with Woodbine Mfg. Co., Hart- 
ford, Conn.; Talon, Inc., Meadville, Pa.; 
and Bard-Parker Co., Inc., Danbury, Conn. 

He is a past president of the American 
Society for Metals and is a member of 
the American Society of Tool Engineers. 
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WOODEN WATCHMAKER 
DEPENDABLE 


REPAIR 
SERVICE 


24 to 48 Hours Service 


the following: 


e WATCHES & JEWELRY 
Pixy-like Judy Splinters, video starlet e FOUNTAIN PENS 
of the five-day-a-week NBC network show CIGARETTE LIGHTERS 
bearing her name, turns a loupe on a 
jeweled-lever watch held by Paul Tschu- Also 
din, director of the Swiss Watch Repair 
Parts Information Bureau. Mr. Tschudin 
and his two youngsters, Jean-Charles and 
Francoise, were recent program guests 
of Judy and _ Shirley Dinsdale, her 
creator. 





PLATING—LAPPING 
PEARL RESTRINGING 
PICTURE ENGRAVING 

e WATCH CRYSTAL FITTING 
e SPECIAL ORDER WORK 





JIC Moves to New Quarters All Watches timed by “Watch Master” 
with dependable accuracy. Com- 


The Jewelry Industry Council _ has 
moved to new and larger headquarters 
from which to direct its expanding activi- 
ties. The new offices are at 608 Fifth Ave., D qd bl Jewelers 
New York 20, N. Y. The JIC is a non- epen able 


profit, industry-wide promotional organi- 652 Newark Avenue 
zation. Its membership includes retail- 


plete Insurance Coverage. 


ers, wholesalers, and manufacturers in all Jersey City New Jersey 








branches of the jewelry industry. 


The most completely equipped Trade 
Shop in the United States with facilities 
to handle all types of repairs including 


ENGRAVING—STONE SETTING 























WV e recommend 


WESGO CRUCIBLES for 


CASTING 
MELTING 


PLATINUM 


Wesgo D_ casting crucible Large stocks maintained of 
a eee Wesgo crucibles in all stand- 
ard shapes for immediate 
delivery. 





Send for 
descriptive leaflet. 





Complete jewelry casting 


Wesgo “High Back’’ dishes ‘ : 
keep filings from being and melting equipment and 
blown out of crucible by : 

torch. Durable refractory of supplies. 


highest quality. 


ALEXANDER SAUNDERS & CO. 


Precision Casting Equipment and Supplies 
95 Bedford Street @ WA 4-8880 @ New York 14, N. Y. 
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HOT DOLLAR ITEM! 


Fast Moving! 
... Traffic Item! 


Sterling Silver 


HAND MADE 


SUGAR TONG 


BON-BON 

Ideal for Brides, 
Anniversaries, 
Hostesses, Home. 


YOUR COST 60c 
$7.20 A DOZEN 
1 DOZEN MINIMUM 
HENRY MARSHALL CO. 


109 Central Ave., 
Lynn, Mass. 



















THE 
Viher SPORTS LINE 
CHARMS AND MEDALS 


Oo 
ALL EVENTS 
7O YEARS OF 


QUALITY AND SERVICE 


THROUGH THE WHOLESALER ~S 
— oO os 





SPORTS CATALOG ON REQUEST 


J. M. FISHER COMPANY 


MANUFACTURING JEWELER 
BOX 60, ATTLEBORO, MASSACHUSETTS 











FINE STERLING 
HOLLOWWARE 


and 
AUTHENTIC ANTIQUE 


REPRODUCTIONS 


O 72 K STREET 
ee -1@)9 00), Fe 














SPECIAL STERLING SILVER 
A SIPPER 
SPOONS 


ideal for wedding 
and shower and 
hostess gifts. 


$6 for box of eight 


MICHELE 


36 Bromfield St. 
Boston, Mass. 





















Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 











NICKEL SILVER 
id CON) oo LO) OAD 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 
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q The Boston Jewelers Club will hold its 
annual outing at Ten Acres, Wayland, 
Mass., on Wednesday, June 14, according 
to invitations just out. Sports events will 
be staged at 2 p.m., with dinner at 6:30. 
Golfers will meet at the nearby Sandy 
Burr Golf Club in Wayland. Albert S. 
Munnis of Worden-Munnis, Inc., and Her- 
bert L. Thomae of Charles Thomae & 
Son, Attleboro, are co-chairmen of the 
sports committee, assisted by J. Gould 
Cook of A. Stowell Co., golf; Charles G. 
Thomae, soft ball; David C. Percival, Jr., 
of D. C. Percival & Co., three-legged race; 
Roy S. Broos of Mauran Watch Co., po- 
tato race; Herbert L. Thomae, bag race; 
and John S. Kennard, Kennard & Co., 
tape race. Mr. Brooks and Ellsworth W. 
Read of Kettell, Blake & Read, are co- 
chairmen of the entertainment committee. 
A full report of the activities will be 
given in next issue. 

q Ted M. Page, of Meriden, Conn., who 
formerly traveled the New England ter- 
ritory for many years as a manufacturer’s 
agent, has purchased the jewelry store of 
James A. Payson, Laconia, N. H., and will 
operate it now as T. M. Page, Jeweler. 
Prior to the war Mr. Page was engaged 
in the silverware industry by Interna- 
tional Silver Co. of Meriden. He spent 
eight years in the office on sales and ad- 
vertising work and in 1933 started calling 
on the retail jewelers in the New England 
states. 

q Members of the New England Guild 
of the American Gem Society met at the 
Smorgasbord Restaurant, Boston, on May 
10, where a laboratory period preceded the 


dinner. Prof. Rolle Wolfe, of the miner- 
alogy department of Boston University 


gave an interesting lecture on the sub- 
ject, “If I Were a Jeweler.” 

q As this issue went to press, Boston was 
in the midst of its great mid-century “Ju- 
bilee.”’ with jewelry stores joining with 
other merchants in display appropriate 
to the occasion. At the Smith-Patterson 
Co., Frank M. Libbey, president, planned 
a month-long celebration, tying in with 
the Jubilee, to commemorate the approach- 
ing three-quarter century mark of the firm. 
Highlights of this 74th anniversary were 
sroups of spectacular diamonds. Another 
feature was the presentation of a world- 
famous watch offered for the first time 
at its price. Additional birthday values 
in gold jewelry, giftwares, and_ sterling 
silver were to be found throughout the 
store’s spacious seven floors. William Tut- 
tle, employee of the firm for 50 years, 
received many gifts and congratulations 
at the recent anniversary kick-off dinner 
attended by Smith-Patterson employees. 
q Historic antique jewels collected by 
“Sabine” from all parts of the world were 
on display recently at Boston’s Bonwit 
Teller store. The collection represented 
periods and types from English court 
jewels to a Javanese eye-gouger, worn on 
the thumb like a ring. One of the oldest 





NEW ENGLAND 


pieces was a ring seal which belonged 
to Alaric, director of the Visigoths in 
370 A.D., a 45-carat sapphire portrait of 
himself. Individual pieces were valued 
at from $15 to $2,500. 

q Harry Dogem of 902 Jewelers Building 
headed for Moose Head Lake, Maine, the 
first of June for a fishing trip. 

q Wedding bells will sound a triple tone 
in the Louis F. Guiness Co., 711 Jewelers 
Building, with Carol Thorup, assistan 
bookkeeper, married on May 27; with 
Lawrence S. Guiness, son of Louis F., to 
be married on June 11, with a honeymoon 
trip to Miami, Havana, and Nassau; and 


with head bookkeeper, Charlotte Koch, 
announcing her wedding date of Octo. 
ber 18. 


q Meantime, another seventh floor engage. 
ment, in the Washington Building—that 
of Miss Rosalyn Channen, bookkeeper 
with Colton-Lewis Co.—will culminate in 
her marriage on June 6. 

q Mrs. Rose Marshall, secretary with the 
Travis-Farber Co., 909 Jewelers Building, 
set off recently in her four-passenger 
Cessna plane for her annual visit to the 
Kentucky Derby. She took with her, 
Harry Desjardins, Beverly, Mass., jeweler; 
“Bop” Johnson of the Parker Pen Co.; 
and George Allman of Quincy Jewelry Co. 
Her winning ticket on Middleground, 
which paid $17.80, supplied the party with 
plenty of mint juleps. Mrs. Marshall's 
son George was married on April 16 to 
Miss Sarah Kushner. 

q Stanley Mercer, formerly with William 
N. Milligan, Brookline, Mass., is now on 
the road for I. Alberts’ Sons, Inc., 8th 
floor, Jewelers Building. 

q The recently purchased Washington 
Jewelry Company’s store in Brockton, 
Mass., has been completely redecorated 
and restocked at 183 Main St., and is 
known now as Alden Jewelry Co. A for: 
mal opening was held on April 27. Walter 
M. Levitan is president, and Sam Sherry 
is general manager. 

q The Joseph Gann, Inc., firm, 406-409 
Jewelers Building, can chalk up come sort 
of record with Dan Cupid, the fifth per- 
son in the organization within a yeaf, 
Stanley Bello, salesman, becoming engaged 
on April 21 to Phyllis Sawyer. Walter 
Kuszek, salesman, and Laura Maimone, 
bookkeeper, were married on May 7. 

q The Albert Walker Co., Providence, re- 
cently moved their quarters from 202 
Washington St., to 37 Chestnut St. 

4 William Walsh, associated formerly with 
his brother, John F., in Millinocket, Maine, 
has opened a new jewelry store in Ayer, 
Mass. 

q Gerber’s of New Bedford, Inc., recently 
combined two stores in that city, merging 
their South Water St. unit with the main 
store at 902 Purchase St. 

q Plans are about completed for the an- 
nual outing of the New Hampshire Retail 
Jewelers Association. to be held June 25 
and 26 at the Hotel Wentworth-by-the-Sea, 
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Portsmouth, N. H., according to Mrs. M. 
A. Noury, secretary, Manchester, N. H. 

4 Leo and Bella Glass of the Bella A. 
Glass Co., 609 Jewelers Building, are back 
from a Washington trip where they cele- 
brated their 20th wedding anniversary, tak- 
ing with them their daughter Carol. While 
in the capital they visited U. S. Repre- 
sentative Joseph W. Martin of Masssachu- 
setts, who showed them around. 

q John “Duke” Reagan, formerly of the 
watch department of D. C. Percival & Co., 
Jewelers Building, is now on the road for 
the firm in New York State. 

4 Wilmot “Bill” Schwind of R. C. Jewelry 
Co.. held a big formal three-day opening 
of his new store in Rumford, Maine, on 
May 4, with more than 5,000 attending, 
as $1,000 worth of prizes were given away 
on Saturday, May 6, and with Main Street 
blocked off due to the crowds. Each lady 
visiting the store was given a gardenia 
corsage, and each man a_ pocket knife. 
The next day, Sunday, May 7, Mr. and 
Mrs. Benjamin Schwind, parents of “Bill” 
celebrated their 50th wedding anniversary. 
4 Peter Postma, jeweler and watchmaker 
who went into retirement five years ago, 
has opened a store in the lobby of the 
Phoenix State Bank Building, 805 Main 
St.. Hartford, Conn. 

q Richards Jewelry Co., formerly located 
at 1173 Elm St., Manchester, N. H., has 
moved to new and larger quarters at 1035 
Elm St. 

q Miss Beatrice Blanchard of Blanchard’s 
Jewelry, Pascoag, R. I., is convalescing 


from several weeks illness in a Worcester, 
Mass., hospital. 
q Philip Israelson recently purchased 


Small’s Jewelry Store at Livermore Falls, 
Maine. 

q Mrs. Stella Mitchell of Goodfellows 
Jewelers, Barre, Vt., has been ill at the 
Parkway Hospital, Brookline, Mass. 

q Athanas, Inc., of Southbridge, Mass., is 
now being operated by Ted Farland and 
Fileno de Gregorio, and henceforth will 
be known as Bel’Oro Jewelry. 

q Dexter R. Dodge of Whitinsville, Mass., 

















AT LAST! A NEW NUT 
FOR PIERCED EAR WIRE 


The earring nut 
turns as simply as 
the pierceless ear- 
wire nuts. Sixteen 
full threads on the 
nut. 

Plenty of protection 





for expensive’ ear- 
rings. 
Patent Applied For Minimum order 3 
Price for Wire and Nuts: pairs. Quantity 
14K Yellow gold $1.50 pr. Prices on request. 


14K Pink gold $1.50 pr. Platinum Price also 
14K White gold $1.65 pr. on request. 


MURGIA CORPORATION 


99 Essex St., Lawrence, Mass. 














USE DIRECT MAIL 






@ Contact Mr. Grant of 
ACCURATE ADDRESSERS CORP. 
1233 - 6th AVE., N.Y. 19 
CIRCLE 5-5876 
Your direct mail addressed as low 
@s $7.50 per 1000 to the largest, 
most accurate list of retail jewelers. 


FOR JUNE, 1950 





sold out on May 1 to his watchmaker and 
another, and the firm is now known as 
Hall and Newell. 

q Mr. Samuel Goldstein, owner of Gold- 
land Jewelry Co., 616 Washington Bldg., 
was on a recent fishing trip in New Bruns- 
wick, Canada, where he caught two large 
salmon. 

q Elmer C. Read of Kettell, Blake & Read, 
is off for his home at Dennisport, Cape 
Cod, for the summer. 

q Anthony R. West, 183 Devonshire St., 
Boston, planned to open a branch store 
in Wellesley Hills, Mass., about the first 
of June. 

q Daylight saving time has brought out a 
number of “Closed-All-Day-Saturday dur- 
ing May, June-through September” signs 
in the wholesalers’ stores. 

q Thomas J. Fagan, jeweler and watch- 
maker, formerly located in the Statler 
Building, and who then joined C. H. 
Singleton, Inc., has set up now for him- 
self in Room 506 at 145 Tremont St., 
Boston. 

q M. H. Gustat, formerly with Kay Jewelry 
Co., is now associated with David Sostek, 
812 Washington Building. The latter is 


back at work part time, following a 
month’s illness. 
q M. Schuster, wholesale diamond im- 


porter, formerly at 701 Jewelers Bldg., has 
joined the firm of Jorge Epstein & Co., 
412-416 Washington Building, setting up 
attractive quarters in that establishment. 
q Joseph Golden and William Baldwin, 
formerly with Washington Jewelry Co., 
have opened a new place at 45 Bromfield 
St., second floor. 

q M. Martin Sarill, 304 Washington Build- 
ing, has renovated and enlarged his quart- 
ers, formerly shared with Fred Chace, now 
retired. 

q The firm of Dubin & Rosengard, 838 
Province Building, Boston, is now known 
as the Fred Dubin & Co., with Fred and 
Paul Dubin continuing in the same 
location. 

q Allan Davidson, president of Thomas 
Long & Co., announces that the firm will 
be the first big jewelry store to take up 
quarters in the new Chestnut Hill mer- 
chants’ center, now under construction in 
Brookline. The store will locate a branch 
there this summer, near the new Franklin 
Simon, Filene, and S. S. Peirce stores, 
with “Bert” Perkins, of the silverware 
department as the new manager. Miss 
Ella Mellen, assistant office manager, has 
been on an extended trip to Daytona 
Beach, Fla. 

q Harold W. Battis, 701 Washington Build- 
ing, presided over the three-day sessions 
of the Order of Eastern Star, as the Grand 
Chapter of Massachusetts held its sessions 
in Springfield, Mass., May 10-12. Retiring 
as Past Grand Patron, he received a jewel. 
Among other jewelers to attend the ses- 
sions was Thomas Harriott of Harriott Co., 
47 Winter St., himself a Past Grand 
Patron. 

q Joining with the jewelry fraternity, the 
Institution for Savings in Roxbury, Mass., 
presented, through May and June, a public 
exhibit of late 19th century enamels on 
silver, at their Boston office, 426 Boylston 
St. The exhibit attracted wide attention. 























Alice ‘‘Circlettes” 


One of a Complete 


Fashion-Tailored Line 
Just put a sample selection of Alice ear- 
rings on your counter and watch them 
outsell all the rest. Their lustrous, pol- 
ished and plated finish is umcondition- 
ally guaranteed for one year! 

Ask your jobber to show you the com- 
plete Alice line. 

Retails for ONLY $1.00 


Samples on request 


ge. JEWELRY CO. 
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JEWEL-RE-CLEAN 


HELPS BUILD 


STORE TRAFFIC 


CLEANS IN 
TWO QUICK 
OPERATIONS 


IMMERSE AND 
WIPE DRY 


That's all there is 
to it. Dip and dry 
to a beautiful, 
lasting glow. 





Jewel-Re-Clean is the fast acting dia- 
mond and jewelry cleaner that does the 
job with little effort and complete 
safety. Every one of your customers is 
a potential user of this product. And 
once they try it they will come back 
again. Then you can sell them other 
products. So take advantage of Jewel- 
Re-Clean as your extra salesman. Keep 
your customers satisfied and make a 
profit at the same time. 


No. 18503 
ae ee 
SOT OC ETT TT Te 


500 circulars printed with your name and 


144 labels printed with your name with 
each gross of Jewel-Re-Clean 


AT NO EXTRA CHARGE 


C.& E.MARSHALL CO. 
Box 7737, Chicago 80 


Distributors and Branches in Princi- 
pal Cities Throughout the U. S. A. 
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q In conjunction with a local contest, Allan 
Gurwood presented “the four outstanding 
mothers of the community” with diamond 
rings on May 11th at the Midway Theater 
in Kensington. Conducted by The Guide, 
a Kensington neighborhood newspaper, the 
contest was held in order to find “The 
Most Outstanding Mother,” “The Youngest 
Grandmother,” “The Oldest Mother,” and 
“The Mother with the Most Living Chil- 
dren.” Gurwood Jewelers advertised and 
received publicity in the newspaper and 
motion picture theater for six weeks in 
advance of the contest. 

q At the May 25th meeting of the Retail 
Jewelers Association of Philadelphia and 
Eastern Pennsylvania at the Drake Hotel, 
details for the June outing were discussed. 
The exact date had not been announced 
before this issue went to press, but the 
affair at either Manufacturers’ or Green 
Valley Country Club will take place about 
the middle of June. The committee in 
charge of the annual outing is comprised 
of Charles H. Heine and S. Sidney Weiss- 
man of Weissman’s. A golf tournament is, 
at this writing, the most talked about event 
of the forthcoming outing. 

¢ Diesinger’s recently opened a new store 
at 25 Coulter Ave., just a few doors away 
from their old store, with a clever promo- 
tion managed by the socialites of the 
Main Line. The affair was timed to coin- 
cide with a Suburban Square Fair for 
which the new store served as headquarters. 
Leo J. Dolan, partner of Charles F. 
Diesinger, who manages the Ardmore store, 
suggested that the ladies run a_ pearl 
guessing contest whereby participants 
would be required to pay a small entrance 
fee with proceeds going to the hospital for 
which the fair was sponsored. Participants 
were asked to guess the correct number of 
pearls contained in a bowl which was, of 
course, placed in the rear of the Diesinger 
store. Despite a cold, drizzly April 25th, 
2000 people entered the store on _ the 
eventful day. 

q Weiman’s of 3236 Kensington Ave., are 
using the slogan “You can get it at 
Weiman’s—thousands of fine gifts,” con- 
spicuously in newspaper and direct mail 
advertising, often adding the phrase, “come 
in and look around” to encourage pros- 
pective customers to shop around in the 
jewelry store as they would in a depart- 
ment store. 

q Victor’s Credit Jewelers of 3000 Ken- 
sington Ave., promoted marcasite pins in- 
scribed with “Mother” at $2.95 (tax incl.) 
as trafic builders preceding Mother’s Day. 
¢ “J. Lang, Jeweler, Features” and “J. 
Lang Headquarters for . . .” begin head- 
lines in newsprint at the top of the last 
or next to the last column in The Guide, 
weekly newspaper distributed in Kensing- 
ton. Readers often get down to the bottom 
of the two inch “news item” before seeing 
the tiny abbreviation, “adv.,” and realizing 
they are reading an ad. “It’s an old trick 
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but it still works very well,” 
spokesman for the store. 

q Irving M. Huttner, formerly with Allan 
Gurwood at Gurwood’s Jewelers, 817 — 
Allegheny Ave., is now a salesman at the 
Hamilton Co., Inc., in Trenton, N, J. 

q Behrmann’s Jewelers of 2208 Ridge Ave, 
are substituting the phrase “32 years re. 
pairing watches” in neighborhood adver. 
tising, as in the telephone directory where 
it has always appeared, for copy promoting 
merchandise sales. 

q “You never heard such a racket in your 
life,” said a spokesman for the Flinch. 
baugh store in Norwood, Pa., “as when 
they awarded the 25 Porky Pig Watches” 
in the Manor Theater to lucky youngsters 
in a drawing at a Saturday matinee. The 
slides of advertising on the screen for the 
two weeks preceding the drawing con- 
stituted advertising worth the price of the 
prizes, according to Mr. Flinchbaugh, who 
is quite sure the children will not know 
where the watches came from. 

q Former cash customers of Edward A, 
Farnan are now receiving personal letters, 
individually written, inviting them to open 
charge accounts. The Farnan store is at 
101 S. 11th St. 

q Melchiorri’s Jewelers, of 1246 N. 52nd 
St., have stepped up the entire advertising 
program and plan to continue the ac- 
celerated program throughout the summer 
months. The firm has joined 24 other 
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TILMORE WATCHES 





CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc.- 


* Wholesale Jewelers 


134 So. 8th St. Phila. 7, Pa. 














60 Years’ Service 


BOWMAN 


Technical School 
“Help Yourself to a Better 
Future’’ 

Courses for Success for 


Watchmakers 
Engravers Jewelers 
Write fer free booklet, 
JOHN J. BOWMAN, Director 


Bowman Blidg., Lancaster, Pa. 
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LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
At Old-Established School—Est. 1894. Approved 
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1338-48 W. Somerset St., Phila. 
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Jhants in contributing to a central q The Philadelphia Guild of the American 
~ ss from which drawings are made on Gem Society elected officers Tuesday May 
jackPo" ‘ation Day” each month. Tickets l6th at their meeting at the Benjamin 
seg with each purchase. Melchiorri Franklin High School. The election was 
ie : experimenting with street car ad- changed from September to May to enable 
‘ ll planned by his own staff. Direct the new officers to have the entire summer 
Mail advertising, tying-in both street car season, during which meetings are cur- s 8 
en and the “Appreciation Day” promo- tailed, to arrange their program for the sirange ( {Alt 
tion, has also been increased. . coming year. 
4 Lester A. Engle has just installed air q Charles Ruoff has been promoted to 
conditioning in his store at 34 South 17th manager of the Kensington store of the 
st, Asked if he expected this innovation S. J. Lyons Co., Inc., to replace the late 
to bring in much _ business during the Samuel Taylor who passed away in August. 'e iW 
summer months he said, “Well I don’t q Fred Muth of Jenkintown is becoming 
expect it to make me rich but I do think increasingly popular with the public be- 
‘t will make work a lot pleasanter for us cause of his talks on gems so cleverly 
and buying here more pleasant for those illustrated with blown up photos of gems -_ 
who do come in.” as seen under a magnifying glass, showing j 
4 The firm of Roubert, Inc., has joined gemstones to the public in a new light. “eaenewarsene 
other merchants in Chester as an “Official q Morris Spector and Mrs. Spector, owners 
Sale Store” participating in the Chester of the Master Watch Shop at the Suburban Does this confuse your pres- 
Business Men’s Association’s “Chester Station at 69th St., in Upper Darby, have ent ideas ahout mutual com- 
Days” promotion. One Thursday, Friday been forced to double the number of ‘es? If b ' 
and Saturday each month are “Chester fashion shows given to church and charit- — so, may hgiaae re 
Days” during which reductions in prices able organizations in collaboration with a | like one of our policyown- 
are featured on goods not restricted by show = _ ~~ — — They | ers who said, “I always 
‘+ Trade. originally planned to confine their activi- _ 
4 The gift department which was recently ties to Upper Darby but recently answered | thought the renee pos- 
added to the Landis and Fox store at in the affirmative to requests to appear in | sibility hanging over our 
2120 N. 63rd St., has been enlarged and Media, Pa., and throughout West Phila- | heads was the price we had 
stocked with additional lines to offer the delphia. . | to pay to insure in a mutual, 
increasing numbers of customers an even q Craig Drake of Penn Charter School is | ch 
ereater variety. being inducted into the jewelry business | and get the mutual savings. 
4 William Gerace of 4243 Frankford Ave., at an early age—and he is reported doing | That’s not the case. In fact. 
ns recenly started to do lock repairs | a sompctnt job. Me. Drake, age 14 dis | | no mutual company, having 
trade. s e > | , 
a —— =| ing for his father, Carl F. Drake, whose | reached $200,000 surplus, 
shop has been located in this building for | has ever levied an assess- 
HOME OF GOLDEN CIRCLE more years than the young man has lived. — ment or gone into bank- 
Carl Drake had his son distribute the | waieieenel 
blotters to offices in the building because to 
JEWELERS of his ability to make friends quickly and This step is not necessary 
VISITING weave in a bit of institutional advertising, foe the peace of mind of 
: Ss » Ss Ss : | 
a): NEW YORK ong — enamine | those who already know our 
WE: MAKE ———- . | financial strength. The Non- 
= — | THRU A NEEDLE'S EYE | Assessment step was taken 
Hotel King Edward | to clear up any remaining 
120 W. 44th St., N. Y. 18 ; doubt in the minds of those 
Your HEADQUARTERS who are not yet fully ac- 





quainted with the National 
Jewelers Mutual, and to 
make ‘it easier for them to 
| join the policyowners al- 
ready making substantial 
savings. 


Situated in the Center of 
THE JEWELRY TRADE 


BLOCK FROM FIFTH AVENUE 
BLOCK FROM BROADWAY 
NEAR ROCKEFELLER CENTER 


All 300 rooms with private bath and radio. 
Television available. 








Nothing has changed . . . 
Singles from $4.00 and double rooms —~ | we Se CRESS tly payne 
from $6.00. | — | 30% dividends on fire, 


For reservations write or phone: | ° 
_ as ; windstorm and extended 
Miss J. Engle, LUxemburg 2-3900 The world’s smallest mass-produced pre 


Milton Finke, Manager 


Modern 17-story fireproof building. 





cision screw, completely threaded and slot- coverage ... 20% on jewel- 
ted, yet so small that one million of the ; - . 
ai on of them ers block policies. Write for 


HOME OF GOLDEN CIRCLE weigh but a single pound, will almost : f 
pass through a needle’s eye. information. No salesman 
Developed by Elgin National Watch will call. 
































NECKLACES FROM INDIA Company for use in adjusting the balance 
wheel of quality watches and _ military ° 
i pon Mr ig sues waiuated nants, or 00. timing instruments, the microscopic screw : National Jewelers Mutual 
, $4.00. Hollow carved, $4.00. ! , | 
a ae $4.00. Jade stone, $3.00. Lovely and prpyeene! —s > make it erie Fire Insurance Company 
ate, . Mix stone, $4.00. Garnet Honey part of a production display prepared for 
‘olor, $7.00. Silver, $7.00, opengl members of the Industrial College of the | pee peer a ppm 
MOTIWALA jaahas soe Armed Forces, currently touring _Mid- ces in New York, Milwaukee and Chicago 
Western industrial mobilization facilities. | 
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BE ON THE 
LOOKOUT! 


THE ENGEL CARAVAN 
OF GIFT MERCHANDISE 
IS NOW ON THE ROAD 


Bigger! 
Better! 


More Diversified Than Ever 


J. ENGEL & CO., Inc. 


20 HOPKINS PLACE 
BALTIMORE I, MD. 
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q Gordon’s Jewelers, with headquarters in 
Houston, Texas, have announced that they 
will open three new stores, in Port Arthur, 
Baton Rouge and Little Rock, within the 
next few months. M. M. Gordon, president, 
said this will raise to 18 the number of 
stores operated by the organization in 
Texas, Louisiana, Mississippi and Arkansas. 
q Jack M. Levy, president of Levy Jewelers, 
Inc., Savannah, Ga., announces four addi- 
tions in personnel. Mr. Levy said Willian J. 
_ Mobley will head the jewelry department 
as sales manager; Edward P. lke will 
manage the engraving and designing de- 
partment, and H. K. Thayer will be in 
charge of the watch repair department. Sam 
Woodward will also join the Levy Jewelers 
organization. Mr. Mobley has been engaged 
in the jewelry business since September 18, 
1922. Mr. Ike, native Savannahian, started 
in the jewelry business in 1914, while Mr. 
Thayer entered the jewelry business in 
| 1923. 

| @ Howard Jewelers, Inc., Bowling Green, 
Ky., has been organized with capital stock 
_ of $2,500. The incorporators were Bernard 
and Evelyn Goldstein, Wilson Goodrich and 
H. J. Marshall. 

q Palmer Jewelry Co., of Rock Hill, S. C., 
headed by Mr. and Mrs. W. F. Palmer, will 
open its new store on Caldwell St. “within 
| a very short time,” according to Mr. Pal- 
mer. The store, located in the Huey Build- 
ing, will have modern lighting fixtures and 
will be air-conditioned. 


q Ferrell Jewelry Co., Jacksonville, Fla., 
of which W. G. Ferrell is president and 
founder, will move to larger and more 
modern quarters when their new home at 
the corner of Main and Monroe Sts., is 
completed. Mr. Ferrell, who founded the 
company over a quarter of a century ago, 
has been active in the firm since then. 





q Stanley Jewelers, Tampa, Fla., has moved 
to new air-conditioned quarters at 508% 
Franklin St. This concern opened in Tampa 
three years ago at 917 Franklin St., one 
in a chain of Georgia and Florida stores. 


q Ray Mixson, Jeweler, has opened a new 
store at 22 West State St., Savannah, Ga. 
Mixson went to Savannah in 1928, joining 
the staff of one of the city’s leading jewelry 
concerns, with whom he remained until 
April 1 of this year when he resigned to 
enter business for himself. He has been 
active in the jewelry business for the past 
22 years. 

q Norman Lentz, well-known jeweler of 
Salisbury, N. C., has been elected president 
of the Salisbury-Spencer Merchants’ Asso- 
ciation. 


q Two jewelers of Houston, Texas, recently 
were elected officers of the Houston Dis- 
play Club. Glenn Hicks, display manager 
of the J. J. Sweeney Jewelry Co., was 
elected president, and Charles Pittinger of 
the Leon Gordon Jewelry Co., was named 
second vice president. 


q Gem Jewelers at 126 S. Chadbourne St., 
San Angelo, Texas, recently celebrated their 
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33rd anniversary in business. The firm was 
started by veteran jeweler Max Goren and 
is now operated by his son, Mitch Goren, 
who entered the firm in 1937, 





Members of Arkansas RJA 
Elect Sheppard President 


C. S. Sheppard, Sr., of Russellville, was 
elected president of the Arkansas Regi 
Jewelers Association at the annual Con: 
vention of the group held on April 23 ang 
24 at the Marion Hotel in Little Ro 
Mr. Sheppard succeeds Floyd A. Denmay 
of Stuttgart. 

W. C. Whorley of Arkadelphia yas 
elected vice president and Keathley Seis. 
son of Crossett was named secretary. 
treasurer. | 

Elected to the board of directors were: 
John Stimson, Camden; Bob Elliott, — 
Dorado; Mrs. Mary Beebe, Fayetteyille: 
Pat Malone, Fort Smith; L. C. Coursey. 
Hot Springs; A. V. McCarty, Helena; EA 
Stewart, Hope; H. T. Purvis, Jonesboro: 
Selma Schloss, Pine Bluff; Floyd Denman, 
Stuttgart; C. P. Coates, Batesville; Pat 
O’Bryant, Blytheville; J. H. Robinette 
Conway; Tom Cave, Little Rock; David 
Scher, Little Rock; Bob Shyrock, Mal. 
vern; K. W. Ellis, North Little Rock, and 


Henry Rainwater, Walnut Ridge. 


CITED FOR SUPERIOR AD 




















Harmon F. Mentley, (right), jeweler of 
Middletown, N. Y., was presented with 
Brand Names Foundation's "Certificate of 
Merit" on March 22. The award was made 
for an outstanding brand name retail ad 
vertisement, which appeared in the Jimes 
Herald on January 31. Mentley's is the first 
Middletown store to have one of its ads 
cited. Fred Germain, Chamber of Con: 
merce secretary, is shown presenting the 
certificate to Mr. Mentley. 


J. V. Rose Co. Moves 


J. V. Rose Co., jewelers formerly lo 
cated at 120 W. Market St., Pottsville, 
Pa., have moved to a new and modern 
store at 112 South Centre St., that city. 

















ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e JEWELRY ° 
5 HOPKINS PLACE, BALTIMORE, MD. 
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NEW AND RETIRING OFFICERS OF BOSTON BOWLERS 


Feat 





- x” BS Sos 





POON 


Shown, left to right, with some of the many prizes donated by manufacturers, wholesalers, 
and retailers: James Russell, E. H. Saxton Co., retiring treasurer; Frank Gendreau, Jr., 
Gendreau & Co., retiring president; Erskine Gay, Smith-Patterson Co., newly elected presi- 
dent; Fred Kunz, Washington Building, new vice-president; Robert Parker, D. C. Percival 


Co., re-elected secretary; and Chester Surrette, Thomas Long Co., newly elected treasurer. 


Members of the Boston Jewelers Bowl- 
ing League held their 27th annual banquet 
at the Parker House, Boston, on Saturday, 
April 22. 

Election of officers was announced, with 
Erskine Gay of Smith-Patterson Co., suc- 
ceeding Frank Gendreau, Jr., of Frank A. 
Gendreau Co. Fred Kunz of the Wash- 
ington Building was named vice-president, 
succeeding Mr. Gay; Robert Parker, of 
D. C. Percival Co., was re-elected secre- 
tary; and Chester Surrette of Thomas 











RAISE CASH 
IMMEDIATELY 


Louis COLMES 
The 
JEWELERS’ AUCTIONEER 


No Sale 


Too Large 


No Sale 
Too Small 


Entire Jewelry 
Stores Bought 
for Cash 
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ee 


We have conducted sales for 
leading jewelers of America 


20 years of concentrated experience 


in this field. 
Bank and Trade References Supplied 


Correspondence strictly confidential. Our 
successful methods of conducting sales have 
Proved that when the auction is over you 
will have the good will of the people in 
your entire community, and your business 
will be permanently increased. 


LOUIS COLMES 





185 Erasmus S#., Brooklyn 26, N. Y. 
Phone: BU 4-4698 
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Long was elected treasurer, succeeding 
James Russell of the E. H. Saxton Co. 
Prizes were a:varded to winning teams 
and high scorin.: members—with sufficient 
prizes donated by manufacturers, whole- 
salers, and retailers for each member. 

Top team this year was the Mahar & 
Engstrom Co., who won in a roll-off with 
Thomas Long Co. High team for both 
single and three strings was the E. H. 
Saxton Co. The Gorham silver bowl 
went to the Mahar & Engstrom team. 





In a roll-off with Thomas Long Co. team, 
the bowlers on the Mahar & Engstrom team 
scored the highest pinfall, and were awarded 
the Gorham trophy bowl at the 27th an- 
nual banquet of the Boston Jewelers Bowl- 
ing League at the Parker House, Boston, 
April 22, 1950. Left to right, seated: Henry 
McGrath, Michale Mahar, Elliott Eng- 
strom, and Harry Solomon. Standing, left 
to right, Daniel Coll, Philip Webber, George 
Mullen, "Mickey" Michael Mahar, Jr., and 


Benjamin Rubin. 





Mey Co. Moves to New Location 


The Mey Co., manufacturers of neck- 
lace clasps, formerly of 481 Washington 
St., Newark, N. J., are now located in 
new quarters at “Manufacturer’s Village,” 
66 Franklin St., East Orange, N. J. 

















SALESMAN 
PAKULA & CO. 


Wholesale Jewelers 


5 N. Wabash Ave., Chicago, Ill. 


2 Established Territories 
Now Open 


@ A 2-state Wisconsin-Min- 
nesota territory open. 


@ A_ 3-state Kansas-Okla- 
homa-Arkansas territory 
open. 


@ Preference to experienced 
road salesman whose 
home is in the territory. 


@ Give full details in letter 
—write attention of Sales- 
manager. 

















SERVING THE TRADE 











Master Craftsmen 


IN THE ART OF RESTORING 
ANTIQUE & MODERN 


SILVERWARE 


REPAIRING REFINISHING 
GOLD & SILVER PLATING 
ENGRAVING LACQUERING 


JEWELRY REPAIRING 
COMPLETE FACILITIES 
EXPERIENCED STAFF 
i 2 SEND FOR PRICE List 


LOUIS J. MEYER, Inc. 


Silversmiths—Platers 
205 S. 9th St. 
PHILADELPHIA 7, PA. 




















Do you know why 


MICROTIME 


WATCH and CLOCK OILS 


Give the Best Lubrication? 


IF NOT... 
Ask Your Jobber Today! 


EXCLUSIVELY IMPORTED BY 


THE NEWALL MFG. CO. 


Chicago 2 








illinois 











Goid=Silver 
PLATING 


“ASK ABOUT” 


HODANIZE 


TRACE MARK REG. V. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., C*i:ago 3 CENtral 6089 


























CENTRAL WATCH CO. 


ESTABLISHED [911 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 














WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, 





Mich. 








WHAT’S YOUR ADDRESS, BESS? 


The addresses of more than 37,000 selected 
retail jewelers are in our files. Your mail 


addressed to any or all of the list for as 
little as $7.50 per M. For details: 


ACCURATE ADDRESSERS 
1233 SIXTH AVE., WN. Y. 19, N. Y. © Circle 5-5876 














SILVER 


STO TARNISH 


One simple application of Pro-Tex-Sil 
will protect beautiful silver from 
tarnish for many weeks. 


FREE TEST SAMPLE 
WELMAID MANUFACTURING CORP. 
1737 N. Campbell. Dept. 26, Chicago 47 
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q Sam J. Rumore and James V. I[glimo, 
jewelry wholesalers located at 29 East 
Madison St., Chicago, have moved from 
room 703 in that building to larger quar- 
ters in room 1613. The partners have 
operated the business since last October 
1, when they bought out the firm operated 
by Tom White. 

q Charles Brown, vice-president of Stein 
and Ellbogen Co., 55 East Washington 
St., Chicago, joined the firm’s Michigan 
representative, Milton Nathan, in attend- 
ing the convention of the Michigan Re- 
tail Jewelers Association held in Lansing. 
Stein and Ellbogen also reports that Ar- 
thur Kuhfuss, of the firm’s diamond de- 
partment, and Morris Morwitz, office man- 
ager, enjoyed recent Florida vacations. 
Another Stein and Ellbogen vactioner was 
William L. Little, one of the company’s 
Eastern representatives, who passed 
through Chicago recently on his way to 
California, where he expects to remain 
for an extended visit. 

q Robert Crosswhite, jewelry buyer for 
Pakula and Co., Inc., 5 North Wabash 
Ave., Chicago, returned to work recently 
after a vacation in Phoenix, Ariz. 

q Goodrich Wilkie, a wholesaler with office 
at 220 South State St., returned early in 
May from a vacation trip to the Bahamas. 
Mrs. Wilkie accompanied him on _ the 
journey. 

q Vahan Tavitian, jeweler of 29 East 
Madison St., returned from Florida with 
his family recently. The Tavitians made 
the trip so that their youngest daughter, 
Novart, 16, could enter the National AAP 
swimming meets. Mr. Tavitian reported 
that his daughter did well in the face of 
stiff competition from more than 400 con- 
testants from all over the country. He ex- 
pressed confidence that she would do even 
better next year, when the family plans 
to make the trip again. This was the Tavi- 
tians first trip to Florida, and Mr. Tavitian 
said that the entire family (there are two 
other daughters and a son) had an en- 
jovable time. 

q The Golden Roosters, a fraternal or- 
ganization of fun-loving jewelers, has ten- 
tatively scheduled its annual picnic for 
June 27. Plans at press time this month 
called for the affair to be held at the 
St. Andrews Country Club. 

@ Hector Toniatti, owner of the Venetian 
Jewelry Manufacturing Co.. 35 East 
Wacker Drive, Chicago, revealed that Ida 
Giuliano, his secretary and office manager 
for a number of years, recently left to 
try her luck on the New York stage. Mrs. 
Toniatti is currently taking over the office 
details. 

q Diamonds. an especially timely subject 
in the spring and summer, were recently 
discussed by Leo Pevsner. president of 
Leo Pevsner & Co., 5 S. Wabash Ave., on 
the nationally famed “On the Century” 
radio show. Pevsner termed diamonds 
a “symbol of permanence” requiring 


CHICAGO | 








thoughtiul selection. The program js heard 
in key cities from coast to coast. 

q Fred M. Padgett, Jr., of Fred M. Padgett 
& Son, 3637 West Chicago Ave., recently 
welcomed his mother home from an ¢. 
tended visit in California. Mrs, Padget, 
Sr., reported proudly that her new grand. 
daughter, Bonnie Kathleen Ryan, eight 
months old, was recently awarded a prix 
in a beauty contest. 

q Henry Wilsey, treasurer of the Chicago 
Watch & Jewelry Co., 5 North Wabash 
Ave., returned recently from a_ vacatioy 
in Sarasota, Fla. Mr. Wilsey reported 
that his son, Allen Gerald, recently passe 
the Illinois State Bar Examinations. The 
young man is only 20 and is believed ty 
be the youngest person ever to gain this 
distinction. 

q Seymour Levinthal and Ray Hargraye 
co-owners of the Aero Jewelers, 808 Eas 
63rd St., Chicago, report that their second 
store, H & K Radio and Jewelry, opened 
last November at 821 East 63rd St.. has 
been doing very well. This store is under 
the management of Herbert Merel. 

q Maurie Schur of Van Schyndle, Inc., 3 
South State St., creators of the Vanle line 
of fashion jewelry, spent a week in Madi- 
son, Wis., early in May attending the 
convention of the Wisconsin Retail Jewel- 
ers Association. Also representing Van | 
Schyndle in Madison was the firm’s Wis | 
consin represeritative, Jack A. Grollo, who 
works out of Milwaukee. Mrs. Schur ae. 
companied her husband to Madison and 
on a trip East during which Mr. Schur 
attended jewelry markets in Providence, 
New York and Attleboro, combining the 
business trip with a_ vacation. 

q Harry Barack, owner of B & H Jewel: 
ers, 327 East 5lst St., reports that he is 
now handling Longines-Wittnauer watch: 
es in addition to Helbros, Gruen and fl 
vin, which he has handled previously. 


Sacks Urges Chicago Jewelers 
To Enforce Fair Trade Practices 


In the latest issue of the Jewelers’ Bul: 
letin, Ben L. Sacks, executive secretary 
and counsel for the Jewelers’ Association 
of Greater Chicago, called on members to 
pool their strength to see that fair trade 
practices are observed and enforced by 
manufacturers committed to observe them. 
The article pointed to the “rude awaken 
ing” recently when Macy’s in New York 
entered into a price war with discount 





houses which were under-cutting fail 
traded items. 
The article sums up the situation by 


saying: “The retail jeweler must let the 
manufacturer know, in no uncertain terms, 
that he expects vigorous action to mail 
tain fair trade prices and that those who 
fail to do so should not expect to have 
their products ‘pushed’ by the retailer. 

The association received the report of 
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RECEIVES RING FOR COACHING CHAMPIONS 





Frank Hammer (third from right), manager of Altman and Green, jewelers of Ithaca, N. Y., 
‘; shown presenting a diamond ring to Joe Tatascore, coach of the Ithaca High School 


sectional basketball champions. 


Mayor Stanley Shaw and members of his championship 


team look on. 








its nominating committee at its meeting 
on May 3rd. The committee’s recommen- 
dations were as follows: President, Nor- 
man Kernis: Honorary President, Joseph 
Hirtenstein; Vice President, Ira Marks; 
Treasurer, John Baumrucker; and Secre- 
tary, Sheldon Phillips. 

The following were nominated as direc- 
tors: Robert Appel, Ben Belon, Al Berke, 
Harold Cohn, Louis Cutler, Charles Gold, 
Lewis Litt, Phil Martin, Edward Michals, 
Howard Raymond, Rolland Trocky, and 


David Wexler. 


Benson Discusses Gemology at 
Illinois Watchmakers Meeting 


Lester Benson, director of resident class 
instruction of the Gemological Institute of 
America, who is presently teaching special 
courses in gemology at the Chicago Insti- 
tute of Watchmaking, was guest speaker 
at the April 21st meeting of the Lllinois 
Watchmakers Association. Mr. Benson 
spoke on “The Jeweler vs. Gemology.” His 
talk centered on a discussion of gem and 
gemological movements. By way of illus- 
tration, he brought with him a display of 
semi-precious and precious stones. 

The association’s next meeting was 
scheduled for May 19 in Chicago’s Mor- 
rison Hotel. Arrangements, which were 
not yet complete at press time this month, 
were being made by Jack Lund of Fred 
M. Lund, Jeweler, 31 North State St., 
who heads the association’s entertainment 
committee. William Willkie of Montgom- 
ery Ward & Co. is president of the group, 
and Fred M. Padgett, Jr., of Fred M. 
Padgett & Son, 3637 West Chicago Ave., 
Is secretary. 


Baltes Plan Extended Trip 
Louis Baltes, of the Baltes Mfg. Co., 


Newark, N. J., accompanied by his wife, 
will leave on June 2nd to spend several 
weeks in Hawaii. After their Hawaiian 
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vacation is completed, the Baltes plan on 
attending a Shrine Imperial Session in 
Los Angeles and from there they will 
travel through the Northwest. 


CJA Discusses Outing Plans; 
Members Get Pointers on Golf 

The Chicago Jewelers’ Association had 
scheduled its annual meeting and election 
of officers for May 18 at a dinner-meeting 
to be held in the Bismarck Hotel. The 
program called for music and entertain- 
ment and was scheduled to be the or- 
ganization’s last formal meeting until fall. 

At its previous meeting, held in the 
Morrison Hotel on April 20, the organiza- 
tion received the report of its nominating 
committee, which was to be acted on at 
its May meeting. Mead Montgomery of 
M. A. Mead and Co., was nominated for 
president. Charles D. Ellbogen of Stein 
and Ellbogen Co., was named for the vice 
president’s post, while James Swartchild 
and Co., received the nod for treasurer. 
In addition, the following were nominated 
for two year terms as directors: A. H. 
Greene of Longines-Wittnauer Watch Co.; 
Al Millard of Buss-Linthicum-Thorson, 
Inc.: Howard Bohlander of the A. C. 
Becken Co.: and Abe Braude of Emil 
Braude and Sons. 

At the April meeting, the group also 
discussed plans for its annual golf tour- 
nament and outing, scheduled to take place 
on June 15 at the Westgate Valley Coun- 
try Club. Luke Lewy, chairman of the 
organization’s golf committee, invited mem- 
bers and their guests to take part in the 
tournament. More than 100 entrants are 
expected in the day-long contest. 

Tom Walsh, well known golfer and pro 
at the Westgate Club, was present at the 
April meeting to discuss problems of the 
course with members and to give them a 
few general pointers. 





Gertner Buys Roth's Jewelers 

Irving Gertner, formerly associated with 
Richter’s Jewelers, Inc., 585 Fifth Ave.., 
New York, recently purchased Roth’s 
Jewelers & Opticians, 4015 Bergenline 
Ave., Union City, N. J. Mr. Gertner is 
conducting the business at the same ad- 
dress and has changed the firm name to 
the Jewel Box. 

















GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 

















24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


WATCH CRYSTAL GRINDING 
LIGHTER REPAIR 


ALL WORK GUARANTEED 
Send for Our Price List 
M. MARTIN & CO. 


Rm. 611 5 S. Wabash Ave. 
CHICAGO 3, ILL. 

















“THE PATHWAY TO SUCCESS” 








Se PODER 


\WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 














IAEA csi 





Our work costs no more 
than ordinary work 


BECKER-HECKMAN COMPANY 
29 East Madison Strect, Chicago 3. [llinois 











THE CHICAGO INSTITUTE OF WATCHMAXING 


Invites you to write for our latest booklet G 
describing the courses and shops, and con- 
taining some pictures and letters from a few 
of the many satisfied graduates and employers 
who can truly explain our successful plan of 
sound training—Accredited by HIA and UHAA. 


CHICAGO INSTITUTE OF WATCHMAKING 
6 E. Lake St. (new location) Chicago 1, iil. 
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DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 


CINCINNATI e NEW ORLEANS 

















We SPECIALIZE... 


in special sodas ow 4 Sad us your 
specifications. W. a submit a design 
without obligation. 





SCHUMER BROTHERS CO. 


Whan ufacturing Newelers 


5 EAST THIRD STREET + CINCINNATI, OHIO 









DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincinnati. Ohio 











Harry Greenwold Co. 


The House of Quality and Service 
18 West 7th Street, Cincinnati 2, Ohio 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


HAMILTON WATCHES (Zones 7 and 8) 


Lines of quality and style that give you 

protected profit. You can recommend 

these lines to your customers with con- 
fidence. 














The Wallenstein-Mayer Co. 


WHOLESALE 


Distributors of Nationally-Known 
Makes of 


JEWELRY SILVERWARE 
WATCHES APPLIANCES 
DIAMONDS CLOCKS 


Write for 1950 Catalogue 
31 E. Fourth St., Cincinnati 2, O. 
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| @ Summer vacations are getting underway 


for local jewelry executives and employees. 


In all the larger wholesale and manufac- 


| turing 
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| tion with the new one. 
are as follows: After 31 years in the same 


establishments, vacation periods 
were arranged so as not to disrupt normal 
operations. 

q The removal notice on T. Knoebber Co. 
that appeared in this column last month 
inadvertently confused the firm’s old loca- 
The actual facts 
the firm has 


location at 811 Race St., 


| moved to larger quarters at 514 Main St., 


where they have improved facilities for 
serving their customers. 

q Rose Wendelstein, diamond record clerk 
for 31 years with the Harry Greenwold 
Co., wholesalers at 18 West Seventh St., 
and its predecessor companies, retired re- 
cently. Co-workers entertained her with 
a luncheon and presented her with a watch 
and an electric mixer. Company officials 
presented her with a television set. 

q E. A. Oberrecht, retailer at 7370 Read- 
ing Road, has become a partner in the 
Oberrecht and Harten Distributing Co., 
Roseland Center Building, for the sale of 
Stromberg-Carlson television sets. 

¢ Joseph Bessy, watchmaker with Frank 
T. Garrett, retailers of 504 Broadway, has 
been appointed chairman for wrestling 
bouts sponsored by the Veterans of For- 
eign Wars, on Tuesday nights in Music 
Hall. 

q Julius Jacobs and his son, Julius Jacobs, 
Jr., of the D. Jacobs Sons Co., wholesalers 
at 811 Race St., enjoyed a spring vacation 
at French Lick Springs, Ind. 

q Jule Kassel and Harold B. Cohen of the 
Kaufman-Kassel Co., manufacturers at 434 
Elm St., made business trips to the East, 
after which Mr. Cohen traveled to the 
West Coast. 

q Norman Rosfelder of Rosfelder Brothers 
and Co., manufacturers at 413 Race St., 
made a business trip to eastern Ohio and 
West Virgina cities; while Percy Lucas of 
the firm attended the recent convention of 
the Michigan Retail Jewelers Association. 
q The office staff of Klein Brothers Co., 
wholesalers in the Enquirer Building, 
staged an 80th birthday party for E. A. 
Frommeyer, who retired recently as presi- 
dent of the company. R. J. Frommeyer, 
now company president, made a _ recent 
buying trip to the East, and R. C. Eibel, a 
company salesman, has returned to his 
Texas territory. 

q Joseph Toohey, a salesman for several 
years with R. H. Bohmer, retailers in the 
First National Bank Building, has moved 
to West Palm Beach, Fla., because of his 
health. 

q Philip H. Klein, who during the last 
three years has been traveling with Wil- 
liam I. Black, salesman for the Harry 
Greenwold Co., has become a member of 
the house force. 

q Ralph Goebel of Ralph E. Goebel, Inc., 
wholesalers in the Provident Bank Build- 
ing, made a business trip to Bristol, Va. 





CINCINNATI 


Clarence Akron of the firm has movyeg 
into his new home in suburban Mt. Wagh. 
ington. 

¢ John Schwab, son of Herbert Schwab 
of A. G. Schwab and Sons, Inc., whole. 
salers at 229 East Sixth St., who recently 
joined the firm, accompanied Willian 
Cohn, a salesman, on his spring trip. Her. 
bert Schwab visited another son. William, 
a student at Williams College, Williams. 
town, Mass., while on an eastern busines 
trip. 

q J. Charles Hummel, city salesman fo; 
the Gerwe Brown Co., spent the Memoria] 
Day holiday with his daughter and her 
family in Chicago. 

q Oneida, Ltd., staged a hollowware show 
on May 1 and 2 in Hotel Gibson. The 
display was in charge of Thomas Atkin. 
son, company representative in this area, 
q Lawrence Herschede of the Frank Her. 
schede Co., retailers at 8 West Fourth St, 
has returned with his family from an ex. 
tended vacation in Mexico. 

q George Emmett Brown of the Gerwe 
Brown Co., wholesalers in the Temple Bar 
Building, and Frank Remke, buyer for the 
firm, were in New York City recently ona 
buying trip. They returned in time for Mr, 
Brown to make his annual pilgrimage to 
the Kentucky Derby at Louisville. 

q Ken Matsumoto, jewelry display manu- 
facturer of 1109 Main St., will discuss and 
demonstrate modern window displays at 
the convention of the Retail Jewelers Asso- 
ciation of Western Pennsylvania in Pitts- 
burgh on June 14. Mr. Matsumoto was the 
guest speaker at a recent luncheon meeting 
of the American Legion Luncheon Club. 
q The City Council of neighboring Nev. 
port, Ky., has adopted an ordinance gov- 
erning jewelry auction sales that is based 
on a similar Cincinnati ordinance, which 
sets up a strict code and defines proce- 
dures for holding such auctions. It is 
understood that the council of across-the- 
river Covington, Ky., is considering pas 
sage of a similar ordinance. 

q Among local jewelers who attended the 
opening baseball game at Crosley Field 
here were Robert Herbers of the Gerwe 
Brown Co.; Victor Hagen of the Louis F. 
E. Hummel store; Ed Schultz, Motch, Inc., 
Covington, Ky.; George Hook; Alvin 
Roetepohl; George Kleier; Adolph Wie- 
bell, Sr., Carl Wagner, William Toene- 
meyer of the Frank Herschede Co., and 
Hubert Esberger of Esberger Brothers. 

4 T. Knoebber Co., manufacturers at 514 
Main St., have announced the sale of the 
assets, machinery and equipment of the 
Victory Button Back Co. to the J. L 
Jacobson Co., Omaha, Nebr. The rights 
to make or sell button backs were also in- 
cluded in the transaction. 

q Rolly Bohmer of R. H. Bohmer, retail- 
ers in the First National Bank Building, is 
again on the job following an illness. 

q The B. David Co., manufacturers, has 
moved from 229 East Sixth St. to larger 


| quarters at 1403 Central Parkway. 
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Moore's Novel Radio Promotion 
Draws Customers and Ups Sales 


Donald C. Moore, who recently pur- 
chased the well-known W. Zz Barker retail 
jewelry store at 435 Main St., Cincinnati, 
is getting fine results from a novel radio 
promotional campaign. 

Under the set-up, Moore sponsors a 
one-minute announcement daily at 5:14 
p. m. over station WCPO. The announce- 
ment is aired between a popular newscast 
and the sports review of Waite Hoyt, who 
broadcasts and telecasts the Cincinnati 
Reds baseball games, and whose 6:15 p. m. 
sportscast is the most popular in the city. 

On three of the weekly spot announce- 
ments, Moore promotes store merchandise, 
while the other three are devoted to a 
contest which invites letters of 25 words or 
more from listeners on who is their favo- 
rite Cincinnati Reds player and why. 

The winning letter each week is selected 
hy Moore’s advertising agency and the 
writer of the letter is awarded a Gruen 
watch with a Speidel watch band; while 
the player about whom the most letters 
are written each month receives a Gruen 
watch. The awards are presented on 
another WCPO program, Colony Time, late 
in the evening from the downtown Colony 
Restaurant. 

The contest also is promoted once week- 
ly on the WCPO “Hits and Errors” sports 
show; by a brief plug in all Moore news- 
paper advertisements and by neat cards in 
the store windows. 

Altogether, the contest is getting a 
complete and thorough promotion that is 
attracting the attention of all sports en- 
thusiasts in the Greater Cincinnati area. 
and is resulting in a substantial increase 
in the flow of store traffic and consequent 
sales. 


_ ———$ 


Greater Cincinnati RJA 
Re-elects All Officers 


All officers of. the Greater Cincinnati 
Retail Jewelers Association were re-elected 
at an annual dinner meeting on May 8 in 
Hotel Sinton. They are: President, Louis 
Grassmuck; First Vice President, Jack A. 
Getz; Second Vice President, Carroll C. 
Seghers; Treasurer, Edward L. Spitznagel., 
and Secretary, Mrs. Jane Kampf. 

The directors elected at the meeting are 
I. W. Engel, Mark P. Herschede, Charles 
Richter, H. S. Riefkin, Karl E. Wagner, 
Jack English, Elmer Herzog, A. M. Levin- 
son and Emil Meyer. The latter three are 
new directors. 

Other business at the meeting included 
discussions of the association advertising 
program, more effective cooperation with 
local wholesalers and manufacturers and 
plans for future activities that will be of 
benefit to members. 


Handy and Harman Selects 
Silversmithing Conferees 


The names of those selected for fellow- 
ships at the fourth national Silversmith- 
ing Workshop Conference for art teachers 
sponsored by Handy and Harman, refiners 
and fabricators of precious metals. were 
announced recently. 

They are art teachers in universities, 
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colleges, art and high schools through- 
out the United States who will attend the 
workshop conference for a four week in- 
tensive session in August held at the 
School for American Craftsmen, a depart- 
ment of the Rochester Institute of Tech- 
nology, Rochester, N. Y. 

The conference will be conducted by 
Reginald Hill, noted British silversmith, 
designer and teacher, and will be directed 
by Margaret Craver, consulting silversmith 
to Handy and Harman. 

Mr. Hill, who is coming to the United 
States at the invitation of Handy and Har- 
man, designed the Sword of Honor pre- 
sented to Field Marshall Viscount Mont- 
gomery of Alamein by the City of London. 
He is design advisor to the Design and 
Research Center at Goldsmith’s Hall, Lon- 
don, and also design instructor in silver 
and jewelry at the Central School of Arts 
and Crafts. 

The conferences were organized to pro- 
vide advanced training to teachers and 
enable them to return to their posts and 
expand their own teaching programs. They 
have been attended by selected small 
groups of men and women with art back- 
grounds who have turned their creative 
expression to silver as an art medium. The 
three groups of past conferees now form 
a nucleus for the revival of the art of sil- 
versmithing in the United States. 


Governor Pastore of R. I. 
Presented With Gruen Watch 





In’ appreciation of his great civic efforts, 
John O. Pastore, Governor of Rhode Island 
(center) is shown receiving a Gruen dia- 
mond-dial "Executive" wrist watch present- 
ed to him by George Gerber (right) of 
George Gerber Co., Providence. Gerber 
is a director of the NACJ, Jewelry Indus- 
try Council and Jewelry Research Founda- 
tion. On the left is S. C. Gershey, vice 
president of the Gruen Watch Co. 


-- 


Elgin American Appoints Stone 


The appointment of Leo L. Stone as 
executive vice president and general man- 
ager of Elgin American of Canada, Ltd.. 
was announced recently by Allen B. Gell- 
man, president of the fashion jewelry man- 
ufacturing firm. 

Elgin American of Canada is a _ sub- 
sidiary of Elgin American in the States. 
The firm’s Canadian plant is located at 
470 Richmond St. West in Toronto. 

Stone has been associated with Elgin 
American in the States since 1941, having 
served as a director of sales for the firm. 
He was a vice president of the parent com- 
pany when he took over management of 
the Canadian subsidiary. 
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SERVICE AND DEPENDABILITY 
For over 75 years 


THE D. JACOBS SONS CO. 


Wholesale Jewelers 
811-813 Race Street 
Cincinnati 2, Ohio 





We distribute all nationally known 
lines of Jewelry and Diamond Rings. 














ken matsumoto & co. 


Jewelry Display Specialists 
CREATORS OF 
BACKGROUND DISPLAYS 


1109 MAIN ST., CINCINNATI 10, OHIO 
PHONE PARKWAY 1392 

















JEWELRY AUCTIONEERS 


SINCE 1918 


Liquidating? Need cash immedi- 
ately? Surplus stock on hand? 
Then let us make it another 
AUCTION for you or we will buy 
your store. 

We operate anywhere in the 
U. S. Call or wire collect. 


LEWIS COHEN & HARRY BRENT 


7516 Melrose Ave. Los Angeles 46, Calif. 
Phone WAlnut 7354 














CALL ON 


ED FREED’S 


THEY KNOW 


ADVERTISING 


LOOKING 


FOR AN 


ADVERTISING 
AGENCY? 








THE EDWIN FREED ADVERTISING AGENCY 
S AT 1233-6th AVE. AT 49th ST., N. Y. ] 
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WALLACH 
MOUNTINGS 


'WALLACH JEWELRY 
MFC. CO. 


213 SOUTH BROADWAY 
LOS ANGELES 12, CALIF. 








cuff 
link 








! toggle 
! back 
i pat. pend. 
! 











So it will make dollars for you. 
Here is the new cuff link toggle 


back that manufacturers have 
wanted and needed. Made of 
brass and tubbed. Available 
unassembled for hard solder or 
assembled for soft solder. Prices 
as low as $7.50 per gross. Write 
for complete information to: 


Smith sterling 


7331 Santa Monica Boulevard 
Hollywood 46, California 
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The West Coast 


q Val. Molkenbuhr, Jr., who recently 
finished his studies at Stanford Graduate 
School, receiving a degree as Master of 
Business Administration, joined his dad’s 
jewelry firm, Molkenbuhr Bros., San Fran- 
cisco, Calif., early in April. Molkenbuhr 
Bros. have been established in San Fran- 
cisco for over 25 years and Val., Jr., is 
the first new member of the family to join 
the organization since it was founded. 

q The firm of Alvin I. Solomon, distrib- 
utors of watch materials and jewelers sup- 
plies formerly located at 5444 Hollywood 
Blvd., has moved to new and larger quar- 
ters at 6636 Hollywood Blvd., Rm. 221, 
Hollywood, Calif. 

q A merger of several local firms was re- 
cently completed whereby Alton E. Ken- 
nedy of the Art Craft Crystal Co.; H. H. 
Zack of the Lighter Repair Co., and E. L. 
Kimble, formerly with the Kirk Dial Corp., 
have combined interests and are now doing 
business under the name of the C. B. Rich 
Dial Co. Offices have been opened at 
315 West Sth St., Metropolitan Building, 
Los Angeles. 

q California Ring Co., 643 S. Olive St., 
Los Angeles, recently announced the ap- 
pointment of Arnold Schloss as their new 
Mid-West representative. Schloss will have 
ofices at 29 E. Madison St., Chicago. He 
replaces Fred Whitney. 





Buyers From 19 States 
Attend L. A. Jewelry Show 


For the first time, the nation’s jewelry 
manufacturers joined forces to stage their 
own show on the Pacific Coast. Unqualli- 
fied approval of buyers and _ exhibitors 
alike for the first Allied Jewelry Show in 
Los Angeles indicated an unlimited busi- 
ness potential for this new market series. 

Some 1800 buyers from 19 states were 
on hand to inspect and compare 124 
selected lines shown by 54 exhibitors at 
the inaugural event in the Biltmore Hotel, 
April 23 to 28. Displays were impressive 
both in quality and variety ranging from 





Social security for the currently popular 
strapless gowns is provided by the new 
jeweled "halterette" by Trifari. Worn here 
by Jan Sterling, co-starring with Alan Ladd 
in “U. S. Mail," it was a show-stopper at 
the recent Allied Exhibitors jewelry show at 
the Hotel Biltmore in Los Angeles. 


collections of loose gems and precions 
jewelry to watches, clocks, silverware, do. 
mestic and imported porcelains and 
ware. 


glass. 





Julien Keilus, sales manager of Jacques 

Kreisler Mfg. Corp., flew out from New 

York for the Allied Jewelry Show in Los 

Angeles. He is here pictured with Mrs, 

Mildred M. Dalton, secretary-treasurer of 
Allied Exhibitors, Inc. 


The overall buying picture was a 
pleasant surprise to exhibitors who were 
prepared to consider the first show, staged 
somewhat late in the season for volume 
business, as a “get acquainted” event. 

Monroe B. Lukather, Trifari’s represen. 
tative, stated, “I believe most of the ex- 
hibitors found, as I did, that Western 
jewelers are eager to profit from the di- 
versified and extensive lines made avail- 
able to them through the medium of this 
show. One buyer visited my display three 
days in a row, and left three orders.” 

Julien Keilus, sales manager for Jacques 

















"CARE FOR YOUR CAPITAL" 





THE STRASBURG SYSTEM 
of 


STOCK CONTROL 


SAVES MONEY — SAVES TIME 


In use by Jewelers Nationally 


ACCURATE AND 
UP TO THE MINUTE 
ANSWERS 
ABOUT YOUR INVENTORY 


VERY SIMPLE TO OPERATE 


Write for information and samples 


HONORBILT, INC. 


4951 FIRESTONE BLVD. 
SOUTH GATE, CALIFORNIA 


An important article on this subject by 
Max Strasburg appeared in the April 
issue of THIS MAGAZINE 
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Kreisler, who flew out from New York 
for the event, reported that buyer at- 
tendance and sales activity was unexpect- 
edly high considering that this was the 
frst exclusive jewelry market ever held in 
the West. 

Costume jewelry came near to stealing 
the show with average buying governed by 
fashion rather than price tags. Tailored 
jewelry was popular, paced by active in- 
terest in rhinestones and moonstones. 

Pearls made news. Baroques, seen in 
many of the major lines found ready ac- 
ceptance. Mobile motifs were everywhere, 
in chandelier and shower earrings, the 
upper-arm bracelet, pins and rings. 

Action clocks and _ rhinestone-studded 
boudoir clocks drew attention alongside 
standard models which, along with watches 
showed fair activity. So successful was 
the show, H. W. Johnson, president of the 
organization staging the affair, Allied Ex- 
hibitors, Inc., stated many exhibitors 
signed up for the second such show sched- 
uled to take place August 13th through 
the 17th. 

This is a change from the original 
September showing made due to the wishes 
of member-exhibitors who feel an August 
market is more auspiciously timed. 





Southern California 24-K. Club 
Installs Stirling as President 


Officers and directors of the Jewelers 24 
Karat Club of Southern California were 
installed in due and ancient form at the 
April meeting by  past-president Max 
Strasburg. 

This annual event was made more en- 
joyable and interesting by making it a 
ladies’ night, with dinner, entertainment 
and dancing. The many guests were intro- 
duced by retiring president Jules Linden- 
baum who was presented with a fine two- 
suiter case by Max Strasburg, while a 
sterling silver gavel was given to the 
newly installed president, Frank Stirling. 





r 


FRANK STIRLING 


Newly Installed 
President of the 
Southern California 
24 Karat Club 


Other officers of the organization for 
1950 are: Emanuel Lippett, vice president; 
Herman Siegel, secretary, and Arthur 
Michaels, treasurer. Board of directors: 
Jules Lindenbaum, Nate Gold, Herman 
Siegel, Joseph Korsen, Emanuel Lippett, 
David Lieberman, Arthur Michaels, I. 
Behrstock, Harry Prezant, Stanley Jacobs, 
and Max Wolman. 





Nutter Changes Firm Name 


Keith H. Nutter is the new trade name 
for the firm of Ash & Nutter, jewelers of 
Meredith, N. H. 
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Horological Fraternity Initiates 
President of Bradley University 


David Blair Owen, president of Bradley 
University at Peoria, Ill., was initiated and 
accepted as an honorary member in the 
Alpha Chapter of Psi Delta Omega, na- 
tional horological fraternity. The fraternity 
initiates into honorary membership out- 
standing men in the horological, educa- 
tional, and business fields. 

The purchase of a fraternity house is 
the foremost goal which the active mem- 
bers are now striving to attain. Various 
methods of raising the required amount of 
money for the purchase of this house have 
been undertaken. 





Donations of watchmaker’s tools and 
equipment by some of the leading manu- 
facturers and wholesalers have been raffled 
for this purpose with great success. Dona- 
tions from alumni have also been received. 





Reed and Barton Advances 
Sterling Flatware Prices 


The Reed and Barton Corp., which since 
1946 has held its sterling flatware price- 
line despite increased manufacturing costs, 
advanced prices on all patterns except 
Burgundy and Classic Fashion as of May 
9th. New price lists were printed and 
mailed to the trade shortly before the 
price-boost went into effect. 
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REDUCE INVENTORY AT 
SELL OUT AT 

REMOVAL SALES AT 
RETIRE FROM BUSINESS 





RAISE CASH IMMEDIATELY 
AT AUCTION 





AUCHIO 


Conducted legitimate auctions for 35 years Coast to 
Coast. Can furnish references in any part of the coun- 
try. Correspondence confidential. 


high grade auction anywhere. 


ALBERT E. MANN, Auctioneer 


224 SOUTH REEVES DRIVE, PHONE CR. 6-8248 
BEVERLY HILLS, CALIFORNIA 


Member Hollywood Auction Galleries 








Will conduct a 
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Nationally Advertised 


Booths 
FINE 
ENGLISH 
TABLEWARE 





Pamphlets of 14 outstanding 
BOOTHS patterns sent upon 


request 
Address Dept. JC 


MIDHURST 


IMPORTING 
CORPORATION 


129 FIFTH AVENUE 
NEW YORK 3, N. Y. 

















PAUL A. STRAUB & CO., INC. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 











committee on Finance. 








EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 
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SHOW VISITORS ACCLAIM INDUSTRIAL DIAMOND Exhipi 


An outstanding feature of the great bi- 
ennial Tool Show of the American Society 
of Tool Engineers, which attracted over 
30,000 visitors to Philadelphia during the 
week of April 10th, was the exhibit of the 
Industrial Diamond Association of Ameri- 
ca. 
The IDA exhibit contained six booths, 
each devoted to a different branch of the 
industrial diamond industry, plus an 
animated display illustrating the hardness 
of diamond. Also shown were a display of 
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the various types of industrial diamonds, 
the various utilities enjoyed by the public 
because of the use of diamonds in indus. 
try, and large volumes of photographs de. 
picting the story of diamond from mining 
to the actual application of the diamonds, 
This included the application of diamond 
to the cutting and polishing of diamonds 
and other gemstones. 

Athos D. Leveridge, executive manager 
of the IDA, designed and executed the 
exhibit, a section of which is shown above. 








New California RJA Directors 
Appointed at Business Meeting 


At an all day meeting of the board of 
directors of the California Retail Jewel- 
ers Association, the dates were set for the 
18th annual convention to be held in the 
Palace Hotel, San Francisco, April Ist 
through the 4th, 1951. 

A full agenda occupied the 22 direc- 
tors and jewelry manufacturers and rep- 
resentatives under the leadership of presi- 
dent Budd Rosenberg. 

The business aids exhibit held in con- 
junction with the past two conventions 
has been so acclaimed that plans are for 
enlarging it in 1951. Over 100 exhibitors 
will be accommodated in the _ reserved 
space at the Palace during the event. 

Tentative plans were made for the four 
day convention and a number of commit- 
tees appointed: Carl Steller heads the 
John Machado 
heads a group who will prepare a report 
on a change in dues necessitated by a 
move to include manufacturers, whole- 
salers and manufacturers representatives 
as full members of CRJA. 

New directors from the indicated dis- 
tricts were appointed to fill vacancies: 
North 1, C. W. Kelly, Arcata; District 
North 3, Harvey Melvin, Sacramento; 
North 6, S. E. Edises, Stockton; North 
10, S. L. Wolfson and Louie Fay, San 
Francisco; North 12, Paul Hudson, San 
Jose: North 13, T. W. Johnson, San 
Mateo; South 3, Dayton Boyson, Long 
Beach: South 10, Don White, Ontario; 
South 11, William Stromberg, Hollywood, 
and South 14, Al Johnson, Brawley. 

Plans for the year include the presen- 





tation of annual awards for the best retail 
jewelry advertising, for window displays 
and a plan of forming a women’s auxiliary 
to the California RJA. Furtherance of the 
welfare insurance plan for members took 
place by discussion with representatives 
of insurance companies but the matter is 
being held in abeyance pending develop- 
ment of a unified policy. 

New membership chairmen are Dur 
ward Howes 3d, for the South and C. 
Vernon Jolley for the North who will in 
augurate a drive for new members to in 
crease the California RJA total to 1500 
this year. 











TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 Tele.: MU 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Tea, After Dinner and Breakfast Sets, Smoking 
Articles, Toby Jugs and Lustreware 
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: importers of 
+7 ENGLISH CHINA 
aad 


EARTHENWARE 


Steck and Import 


FONDEVILLE & CO., INC. 
149 Fifth Ave. New York 10, N. Y. 
AL. 4-0104 
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SWEDISH CRYSTAL 


Kosta Alsterfors 
DANISH CERAMICS (Bing and Grendshl) 


D. Stanley Corcoran, Inc. 
7 West 30th Street New York 1, N.Y: 











LOngacre 4-7851 
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Coming Events 


re 





June 


3-Maiden Lane Outing Club, Annual 
Summer Outing, The “Greens,” Pleasant- 
dale, N. J. | 

56—National Wholesale Jewelers Asso- 
ciation, 43rd Annual Convention, Hotel 
Sheraton, Chicago, Ill. 

7.8—Watch Material Distributors Asso- 
ciation of America, Annual Meeting, La 
Salle Hotel, Chicago, IU. 

15—Twenty-Four Karat Club of the City 
of New York, Annual Summer Outing, 
Travers Island, New York. 

94-26—New Jersey Retail Jewelers Asso- 
ciation, 41st Annual Convention, Claridge 
Hotel, Atlantic City, N. J. 

95-26—New Hampshire Retail Jewelers 
Association, Annual Convention, Hotel 
Wentworth-by-the-Sea, Portsmouth, N. H. 
95-27—North Carolina-Virginia Retail 
Jewelers Associations, Annual Convention, 
Hotel Mayview Manor, Blowing Rock, 


N. C. 


July 

9.14—New York Lamp Show, Hotel New 
Yorker, New York. 

16-21—National China, Glass and Pot- 
tery Show, Hotel New Yorker, New York. 

23-27-—Washington Gift Show, Hotel 
Willard, Washington, D. C. 

23-27—Capitol China, Art, Giftware and 
Housewares Show, Harrington Hotel, Wash- 
ington, D. C. 

23-28—California Gift Show, Alexandria 
and Biltmore Hotels, Brack Shop and 
Merchandise Mart Building, Los Angeles, 
Calif. 

31—August 11—Chicago Gift Show, 
Palmer House and LaSalle Hotel, Chicago, 
Il. 

3l—August 11—Merchandise Mart Gift 
Show, Merchandise Mart, Chicago, III. 











August 

6-10—-Buffalo Giit & Ari Show, Hotel 
Statler, Buffalo, N. Y. 

13-17—Pittsburgh Gift & Art Show, 
Hotel William Penn, Pittsburgh, Pa. 

13-17—Allied Jewelry Show, Biltmore 
Hotel, Los Angeles, Calif. 

14-17 — American National Retail 
Jewelers Association, Annual Con- 
vention and Trade Show, Waldorf- 
Astoria Hotel, New York. 

14-17—Allied Lines Show, 
Plaza Hotel, New York. 

21-25—New York Gift Show, Hotels New 
Yorker and Statler, New York. 

28-31 — National Association of 
Credit Jewelers, Annual Convention 
and National Jewelry Fair, Stevens 
Hotel, Chicago, Il. 

28-31—Mid-South Gift and Jewelry 
Show, King Cotton Hotel, Memphis, Tenn. 


Belmont 


September 

3-8—Allied Gift and Jewelry 
Hotel Adolphus, Dallas, Texas. 

3-8—Dallas Gift Show, Hotel Baker, Dal- 
las, Texas. 

4-8—Boston Gift 
Boston, Mass. 

10-14—Cleveland Gift & Art Show, Hotel 
Statler, Cleveland, Ohio. 

17-18—lowa Retail Jewelers Association, 
Annual Convention, Fort Des Moines Ho- 
tel, Des Moines, Iowa. 

17-20—Denver Gift & Jewelry Show, Al- 
bany Hotel, Denver, Colo. 

17-20—Western Jewelry Show, Biltmore 
Hotel, Los Angeles, Calif. 

24-25—-American National Watchmakers 


Show, 


Show, Hotel Statler, 


Association, Annual Convention, Hotel 
Pfister, Milwaukee, Wis. 

October 
8-12—Philadelphia Gift Show, Hotel 


Benjamin Franklin, Philadelphia, Pa. 
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Since its inception in 1945, the Los Angeles School of Jewelry Manufacturing has turned 
out hundreds of students versed in the fine art of jewelry manufacture and in the near 
future will have the unique honor of graduating a student well skilled in the art of verse. 
Walter S. Danuser, a trainee at the school, recently exercised his gift of poetic thought, 
imagination and creation by composing a poem lauding the school's director, Harry M. 
Koons, its faculty, staff and student body. Danuser's efforts as a poet, which were not 
faculty inspired, have received so much acclaim that his poem is included as part of the 
advertising literature sent by the school to prospective students. 
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MADE IN AMERICA 
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leetles 


ESTABLISHED !1842 


Ii Hele 


26 WEST 23rd STREET, 
NEW YORK 10, N.Y. 


CHICAGO 
1550 MERCHANDISE MART 


LOS ANGELES 
302 BRACK SHOPS 








GEO. BORGFELDT 


CORPORATION 


44.60 E. 23rd St., New York 10, N. Y. 
Tel. GR 7-0400 
CHINA ” GLASS * TABLEWARE 
EARTHENWARE . GIFT and ARTWARES 
Domestic and Foreign 








ENGLISH 
BONE CHINA 


U.S.A. Representatives 


FISHER, BRUCE & CO. 


Phila.: 221 Market St. « New York: 1107 Broadway 














ENRIGHT - LeCARBOULEC, INC. 


CRYSTAL from SWEDEN 


STEMWARE, BOWLS, VASES, PERFUME 
BOTTLES and SMOKING ACCESSORIES. 


Send for 36-page illustrated catalog 


160 FIFTH AVENUE NEW YORK 10, W. Y. 
Telephone: CHelsea 2-3702 and CHelsea 2-2558 

















DECORATIVE 
ACCESSORIES 
FURNITURE 


MARY RYAN 


225 Fifth Avenue, New York 
Merchandise Mart, Chicago 


GIFT AND ART 


NOVELTIES 
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A Practical Course in Artistic Engraving 


Section A—Basic Exercises (Cont.) Parts 8 Through 13. 


8: CUTTING SCRIPT OVALS— 
HAIRLINES 


Lay out a plate of four rows. See 
Figure 24A. Before designing the script 
ovals shown in the illustration, it is 
necessary to establish the correct script 
slant. At the beginning of each row 
construct a perfect square. Divide into 
four equal sections and connect the 
lower left corner point with the top 
third line point. This is correct script 





ED/ / 




















WAZ 
Fig. 24. Practice plate for cutting 
script letters. 








slant. Then draw a series of lines on 
each row parallel to the first or script 
slant line. These lines are used to 
guide your cutting and keep all slanted 
shade lines parallel. Design a series 
of ovals, free-hand, taking care to make 
them perfectly symmetrical and slender. 
This design is done with a finely- 
pointed pencil. After completing the 
design of a complete row of ovals, it 
is safer to make the design permanent 
by tracing lightly with the steel point. 
Cut them with light hair-lines, being 
particularly careful in making the 
short turns at the top and_ bottom. 
The beginner must learn to make these 
turns without burring the edges of the 
cut. 


9: CUTTING SCRIPT OVALS— 
SHADED 


Lay out another plate of four rows. 
Design script ovals in the same man- 
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Section A—Basic Exercises 
*1. Correct shaping and_ sharpening of 
square script gravers:— 
*(a) Use of mechanical device; 
*(b) Stoning belly and face; 
*(c) Polishing; 
*2. Cutting parallel straight lines. 
*3. Cutting curved parallel lines. 
*4. Cutting circles in hairlines; synchron- 
izing eye, hand and block. 
*5. Cutting parallel shaded lines. 
*6. Cutting curved parallel shaded lines. 
*7. Cutting shaded circles. 
8. Cutting script ovals—hairlines. 
9. Cutting script ovals—shaded. 
10. Shading beauty-cut; basic script letter 
formation. 
11. Shading beauty-stem; basic script let- 
ter formation; balance and proportion. 
12. Shading double-C cuts. 
13. Shading double-cut. 


(*Subjects completed in previous installments 
of series, ) 





ner as described for Item 8. See Figure 
243. These lines must start at the top 
as a hair-line; gradually increase the 
width until a full shade is reached 
about half-way down. At this point 
gradually diminish or taper out the 
lines. When the point of the graver is 
lifted out of the metal, a_hair-line 
should have been reached again. The 
principle of the cut is to taper from a 
hair-line into a full shade and out 
again into a hair-line. In actual cutting, 
the graver is rolled over to the right 
and rolled back straight or upright at 
the end of the cut. The return cut 
from the bottom is executed in the 
same manner. The up-cut is started 
where the down-cut ended and ends 
where the down-cut began. A skilled 
engraver will show no gaps between 
cuts. Care must be taken that the top 
and bottom of the oval does not be- 
come pointed. To keep them properly 
rounded, the individual cut must begin 
with a decided but short hair-line curve. 
This shade cut is by far the most im- 
portant and difficult cut to be mas- 
tered, and deserves much attention and 
practice. The greatest number of cuts 


in the script alphabet are identicaj 
with this cut, and vary only in size. 


10: SHADING BEAUTY-CUT 


The beauty-cut is shown in Figure 
24C for plate lay-out and in Figure 25 
for direction of cutting. The beauty 
cut forms the principal part of many 
script capitals. It is cut much in the 
same manner as the shaded script oval 
previously explained. Three separate 
cuts are necessary. Starting at the top 
of the line a long shade cut is exe. 
cuted, reaching its greatest width very 
slightly below the center line and 
tapering out of the cut until the tool 





Sd J 
/ <— THE 
BEAUTY CUT 








Figure 25. 


is lifted just before reaching the lower 
line. Start here with a light hair-line 
and cut upward to the center line. The 
last short shade line is started at the 
end of the previous hair-line cut. The 
cut is comparatively straight on the 
inside or graver point side, and nicely 
rounded on the outside or shallow edge 
of the cut. 


The order of cutting may be changed 
to slight advantage if the student 
wishes. The two shade lines may be 
cut first and the hair-line connection 
last. The advantage in this method is 
in keeping the shade lines parallel. 





Another acceptable way to do this 
figure is by using only two cuts alto: 
gether. The first cut is the long shade 
line downward; the second cut begins 
with the hair-line cutting upward and 
continuing into the final shorter shade 
cut without lifting the graver until the 
end of the shade line. The latter method 
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Watch records, most 
easily read .. . most depend- 
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requires a greater degree of skill since 
more motion is involved in turning the 
block and the last shade line must fall 
exactly parallel to the first. The result, 
however, is gratifying when success- 
fully accomplished. 


11: SHADING BEAUTY-CUT 


The beauty stem is shown in Figure 


24E for plate lay-out and in Figure 26 
for direction of cutting. This cut varies 
slightly from the script oval cut or 
beauty cut. The first cut is the short 
center shade cut. The second is a hair- 








on the up-cut the figure bends in a 


clockwise direction and all engraving 
is done counter-clockwise. 


12: SHADING DOUBLE-C CUTS 


The linked design or double “C” cut 
is shown in Figure 24D for plate lay- 
out and in Figure 27 for direction of 
cutting, and contains one troublesome 
cut for the beginner. This is the first 
short shade cut or tip, formed at the 
beginning of each link or “C” cut. 
The difficulty is in obtaining a maxi- 
mum shade width in so short a cut. 
The graver must be laid over and im- 
mediately lifted out, in one continuous 
motion. The other composite cuts offer 
no new treatment. Direction of cutting 





a short wide shade is made upward 
then a short shade line of the same 
width is made downward. The tips are 
finished off with a curved hair-line 
The great difficulty in executing thi. 
cut is in fitting the two shade line 
together. 

In completing Section A—Basic ky. 
ercises, the beginner's attention is qj. 
rected mainly to securing a well. 
formed shade line and a thin hair-line 
Of the two, the well-formed shade line 
is most difficult. The common errors 
shown in Figure 29 will be of value jp 
locating imperfections of a consistent 


A. <+_ 
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BEAUTY STEM 
(I) is shown in Figure 27. 
Figure 26. 


line that picks up at the tip of the first 
cut, swings completely around and 





THE °C’ CuT siininenstaa 
THE 0DOUBLE-CUuT —> 


J | Fig. 29. Side and top views of common 
| errors in executing cuts. 





nature. Figure 29A shows an_ incor. 





broadens into a full shade cut as it | 
becomes parallel with the script slant. 
At the top, the figure bends slightly to 
the right so it is necessary to lift up 
the graver before reaching the top of 
the figure. The third cut starts at the 
top of the line, comes down to meet 
and blend into the up-cut. The reason | 
for three cuts on this figure is because | 


Figure 27. 


| 13: SHADING DOUBLE CUT 


The double cut is made in four cuts. | 
See Figure 24F for plate lay-out and 
Figure 28 for directions of cutting. 
Starting just below center of the figure, | 


_ rectly executed cut with too much depth 
. | at the end of the cut. See A-1 for top 
gure 28. | view. Figure 29B shows an incorrect 
cut with too much depth and width at 
the beginning of the cut. See B-1 for 
top view. Figure 29C shows an incor- 
rect cut with a wavy line and uneven 
depth. See C-1 for top view. 


(To be continued) 





Newspaper Ads Brighten Sales Picture 


Jewelers who are cutting back on promotional expense, 
on the theory that economy is in order due to a slacking 
off of sales in most departments, are making a serious 
mistake, according to Albert Woltz, head of Barclay & 
Sons, 53-year-old jewelry store in Newport News, 
Virginia. 

In a retail field already noted for newspaper advertis- 
ing excellence, Barclay & Sons is sharply limelighted, 
for the jewelry store is one of the heaviest users of news- 
paper advertising in the entire state, and can be depended 
upon for at least four major newspaper ads per week, 
and such other outstanding features as a full-page ad per 
day, during the entire Christmas season, and similar 
special events. 

Barclay & Sons, since the end of the war, have budgeted 
2 per cent of gross volume per year entirely to news- 
paper advertising, a well-balanced, effectively-operating 
program to which Woltz credits the fact that the store 
has shown a continuous sales increase at a time when 
other retailers are complaining of a slump. 

Woltz attempts to check, through regular interrogation 
of customers and by keeping an eye open for references 
by shoppers, just what the pulling power is of each of his 
newspaper advertisements. On the strength of these, he 
has arrived at some basic principles, which are invariably 
followed in making up the expensive, continuous adver- 
tising program featured by the store. 

First, Woltz believes in individual jewelry ads, which 
will not be duplicates of those published by some other 
store, or in any way similar to the product of competi- 
tors anywhere in the area. 


196 


In order to keep up the steady saturation of the local 
trading area with the Barclay & Sons name, which is the 
ultimate effect of the accelerated advertising program, 
Woltz has found it necessary at one time or another 
during the year, to give individual newspaper attention 
to every line carried by the store. This is true even of 
low-priced clocks, popular brand of cigarette lighters, 
costume jewelry. Taking a far-seeing attitude toward 
each line carried in stock, he feels that it is a mistake to 
think that any type of jewelry is so well known that it 
does not need further promotion. Consequently, even 
though the item concerned may be very staple, and may 
have been carried in stock continuously for 20 years or 
more, it is nevertheless advertised at a particular period 
of the year. 


Student Designs 


(From page 102) 


Graduation exercises were held on Monday, April 19, 
at the United Engineering Societies Building, 10 West 
39th St., New York, with an address by Andrew G. Clau- 
son, member of the Board of Education of the City of 
New York. 

During the exercises, prizes were awarded to those 
students who were considered to have shown the most 
advancement during the course and for superiority in 
achievement of the work submitted. Prizes were as fol- 
lows: S. M. Crocco, first prize; W. L. Maglieri, second; 
and E. R. Bush, third. A. A. Tramontano, first honor; 
P. F. Bounicontri, second honor; and R. M. Squirini, 
third honor. 
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"This new National Cash Resister 
has cut our record-keeping 
costs away down! 


Mr. Richard P. Hartdegen, Presi- 
dent, The House of Hartdegen, 
917 Broad Street, Newark 2, N. J. 














“After careful study of our needs, we acquired the 
machine we are using now. It does a terrific job. It 
handles our cash sales, and gives us separate totals for 
our 20% tax, 10% tax, no tax, repair, and total net 
sales. It handles the cost accounting with perpetual 
inventory figures. This machine also records all our 
incoming merchandise invoices; imprinting them, and 
thereby authorizing payment of same. 


“This machine has cut our record-keeping cost away 
down, and has eliminated most of the annoying, hard- 
to-trace errors. It is a great satisfaction for both the management and the operators of this machine as far 
as cashiering, purchase records, and sales records 

are concerned.”’ 


<< — So writes Mr. Hartdegen about the modern National 
- >, — = Cash Register System in his jewelry store. If you want 
~~ | . _ . to increase sales through better service to customers, 
get better cash control, and simplify your record 
keeping .. . talk over your problems with the man who 
can help you—your National representative. He has 
ee $i ae the benefit of his company’s 65 years’ experience in 

© Nel MT jal is os em! AE building better business systems. Ask him to survey 

. SO eA gt A your present methods, and recommend a system 

oe Ms a exactly suited to 
i y : — ae “s “a your jewelry 
; A NS store’s needs. 






















THE NATIONAL CASH R 
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LEANING SILVER—A customer has for years been 
cleaning silverware by boiling it in soda and water 

in an aluminum pan, always successfully until this year 
when dark spots came on pieces where they touched each 


other. They reappear when polished off. Can anything 
be done about it? (Question 6230) P. D. A. 


A nswer—Without having detailed knowledge of what 
was done and having had no opportunity to inspect the 
pieces of work or the equipment and materials used, it 
is impossible for us to advise what was wrong with the 
process in question which could cause dark spots on the 
work. Possibly some ingredient in the solution was dif- 
ferent from what was used at the times when the present 
trouble did not occur; or something was on the surface 
of the silver that should not have been there. There 
would be no value in merely guessing or imagining some 
possible causes. You say the “dark spots came on,” also 
that “when polished off, they reappear.” These observa- 
tions seem to preclude that the spots were simply where 
contacts prevented the solution from acting. The obvious, 
suggestion is that the customer try it again, using soda 
from some other lot than the last one; or that the spots 
be polished again until they do not reappear. 


[NCABLOC OILING—Is there any special way that 
must be followed for oiling jewels in Incabloc device? 


(Question No. 6231) T. M. 


Answer—aAlthough any one of the proper methods 
used for ordinary forms of jeweling will be all right, 
from among them one may choose for greatest con- 
venience to touch a droplet, with regular metal-blade 
oiler, into the cup of the hole jewel, then through the 
oil push a metal point (like a pivot broach) until the 
point touches the cap jewel surface to carry oil through 
the hole and into the space between the jewels. Then 
look at the spread of the oil, through the cap jewel and 
if the edges of the oil drop do not show its diameter as 
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much as about 3 or 4 times the diameter of the pivot 
hole, apply a little more oil in the same way, until at 
least the above mentioned area of oil is seen. Avoid over- 
doing it lest oil spread into the metal parts of the Incabloc 
device where it would be drawn away from the pivot or 
even might thicken and clog the action of the parts. 


ETAL IRRITATION—We have a customer who wore 
sold rings for years, then changed to platinum 
which causes a violent breaking out on her finger. Is 
there a solution these rings can be dipped in to change 
this condition which seems like some form of a skin 


poisoning? (Question No. 6232) W. L. B. 


A nswer—We have not heard of any solutions used for 
such a purpose and cannot see how dipping into any sort 
of chemical preparation could remedy the condition you 
mention. Platinum metal in rings and jewelry has never, 
in our half-century’s correspondence with subscribers, 
been reported to have a “poisonous” effect on human 
skin although cases of mechanical irritation are on 
record, caused by sharp corners or edges of structure 
of rings, etc., which may rub out or scratch the skin and 
allow irritating micro-organisms to enter. 

We suggest examining the rings for such defects and 
polishing them out. Again, it is possible that there is 
some abnormal condition in your customer’s skin that 
should have the attention of a physician in case wearing 
rings that have no irritating mechanical defects in them 
are followed by blistering of surfaces in contact with 
the rings. 


LEACHING IVORY—An important customer of ours 
wants us to whiten an old ivory pendant that has 
become yellowed by age. How may this be safely done? 


(Question No. 6233) K. H. 


Answer—There are many different conditions of old 
ivory that could be called “yellowed” each requiring a 


THE JEWELERS’ CIRCULAR-KEYSTONE 








en? ee | 


CS so wa == 




















fx 


ly, 


® 





EWELERS all over the country have 
] found that modernizing their 
stores With an “open-vision” front of 
Pittsburgh Glass and Pittco Store 
Front Metal has resulted in increased 
sles . . . and profits. An “open- 
vision” front turns the entire store 
interior into an eye-catching, sales- 
roducing display ... helps make 
sales before the customers enter. And 
an “open-vision” store front goes 
on “selling” even after closing time. 

If your business needs a lift, ask 
your architect about Pittsburgh’s 
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modernization materials. He is fami- 
liar with these recognized leaders and 
will help you select a well-planned, 
economical design. Both of you can 
count on our fullest cooperation. If 


BEFORE 










AFTER 






you wish, you can arrange for terms 
through the Pittsburgh Time Pay- 
ment Plan. 

When you remodel, remember this: 
A half-way job isn’t half good enough. 
Do a thorough job—inside and out— 
for the greatest returns in increased 
busimess. 

For factual information and illus- 
trations of many Pittsburgh Glass 
and Pittco Store Front Metal instal- 
lations write for our free, descriptive 
booklet. The coupon below is for 
your convenience. 


THE “OPEN-VISION” FRONT of this jewelry store in Columbia, Tenn., is actually an after hours 
salesman. It presents the store interior and the merchandise for sale even after the store is closed. 
The polished Plate Glass is framed by Pittco Premier Metal and an expanse of Black Carrara Struc- 
tural Glass. An attractive front like this will help bring more business to your store, too. Architects: 


Hart, Freeland & Roberts, Nashville, Tenn. 


Pittsburgh Plate Glass Company 
2113-0 Grant Building, Pittsburgh 19, Pa. 
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zation, ‘““Modern Ways for Modern Days.’ 
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Without obligation on my part, please send me a FREE copy of your book on store moderni- 
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different treatment for bleaching and refinishing. Some 


of the processes are complicated combinations of chemical 
treatment and sunlight-bleaching; others entail a treat- 
ment entirely by chemicals but really requiring much 
practical experience to use with good judgment. For 
these reasons, we will explain several of the most simple 
methods, adaptable for use by one without special ex- 
perience in working in ivory. 

1. Wash the ivory in a solution of one fluid ounce of 
nitric acid and 10 ounces of distilled water, scrubbing 
thoroughly with a stiff-bristled hand-brush. Dry with 
clean linen. : 

2. Rub the ivory with fine pumice-powder and water, 
using a pad of rags for smooth larger areas, and a stiff 
brush for small carved details. Rinse in water. While 
damp, lay the ivory in sunlight under a clear glass dome 
or vessel; watch progress and stop bleaching when the 
ivory is sufficiently dry and whiter. 

Usually the cleaning processes leave the surface of 
ivory articles dull. Polish the ivory with rag or felt 
buffs in a jewelers’ lathe, using finely pulverized pumice- 
stone if scratches are to be removed; and jewelers’ rotten- 
stone or putty-powder for the final polish. 


LLIOTT CLOCK—I wish you would give me some 

idea of the age of a grandfather clock, 8-day, 
striking hours only, in curly walnut case with “Elliott, 
London” and “Nr. 1732” engraved on dial. What value 
has it? (Question No. 6234) H. S. O. 


Answer—We have records of the careers of fourteen 
different clockmakers named “Elliott” in business in 
London, England, between 1681 and 1812; but your 
description of a clock gives us nothing by which we 
could identify it as the work of any one of these makers, 
so as to judge its age or possible value. Perhaps if you 
would send us a more complete description or a set of 
clear photographs of the clock showing its design and 
construction in detail, we could give you an approximate 
idea of when it was made and about whether it has any 
features that could give it value in the clock collectors’ 
market. 


RYSTAL FOGGING—(1) What causes a hazy ap- 
pearance to come inside my watch crystal sometimes 
in cold weather? (2) How are the fine holes made 


watch jewels? (Question No. 6235) H. W. A. 


Answer—(1) The hazy appearance on the underside 
of the crystal on a “waterproof” watch that appears when 
atmospheric temperature lowers is due to condensation 
of moisture in the air that is trapped inside the watch 
when the time the watch was closed. The amount of this 
condensation of course depends upon the percentage of 
humidity in the air when the case was closed. 

(2) The holes in watch jewels are drilled with pointed 
pieces with sharp corners, split off of a diamond, and 
mounted in a handle. After drilling, the holes are per- 
fected inside and polished with slightly tapered copper 
wires—“broaches’—charged with pulverized diamond. 
The finer grades of jewels have these manufacturing 
operations performed largely by hand. Jewels of cheaper 
grades are manufactured with some of the operations 
performed by machinery. 
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LASTIC CEMENT—What kind of cement may he 
used for mending a broken parasol handle made of 
some clear plastic material so that it will be strong 


new? (Question No. 6236) R. C. N. 


as 


Answer—We have taken up this coment question 
recently with manufacturers of goods made of synthetic 
resins—“‘plastics”—and the answers indicate that there 
is no cement that will join pieces of these materials to. 
gether, to give an article made of them its original 
strength. 

Their suggestion is that a repair can be made if the 
nature of the job does not call for much strain in use. 
by using a nitro-cellulose cement, such as Duco Cemen 
made by E. I. duPont de Nemours, Inc., Wilmington, 
Delaware, which may be obtained at almost any house 
furnishings, hardware, grocery or drug store. 


EANTIME SCREWS—Exactly what is the use of 
meantime screws in a balance? Can they be used 
for adjusting to isochronism? (Question No. 6237) 


S. M. B. 





Answer—As the term “meantime screws’ indicates, 
these screws are for making changes in the effective 
weight of the balance for regulating the overall daily 
timekeeping rate of watches. Turning screws outward 
from the balance center has an effect like increasing the 
diameter of the balance which makes the watch run 
slower. Turning screws inward or toward the balance 
center has an effect like decreasing the diameter of the 
balance which makes the watch run faster. Normally, 
any changes in these screws should be exactly alike on 
opposite sides of the balance, to keep the balance “in 
poise.” The only way in which meantime screw changes 
could effect the isochronism adjustment would be in 
rare cases where an adjuster might create a slight poise 
error in that aspect of adjusting. Generally speaking, 
however, the meantime screws are for regulating a watch 
instead of for adjusting it. “Mean” means “average,” so 
meantime means simply the average day-by-day time: 
keeping of a watch, ignoring any comparisons of the 
rates in different positions, in changes of temperature. 
and with greater or less power from the mainspring when 
fully wound or at different stages of “running down’ 
and the effects of the latter on “isochronism.” 


LD WATCH—Please give me the date of manufac- 
ture of an 18-size Illinois movement No. 1116532. 


(Question No. 6238) M. M. A. 


Answer—The plant and business of the Illinois Watch 
Co., at Springfield, Illinois, was bought out by the 
Hamilton Watch Co., Lancaster, Pa., about 20 years ago. 
The Hamilton Watch Co. operated the plant at Spring: 
field for several years, then closed it, and moved the 
partly-finished watches then on hand to Lancaster, where 
they completed the watches and sold them from there. 

Records of the Illinois Watch Co. were moved to 
Lancaster by the Hamilton Co. when they closed the 
Springfield shops. We suggest writing to the Hamilton 
Co. for the date of origin of the watch you have. 


THE JEWELERS’ CIRCULAR-KEYSTONE 














x 











ENGRAVE 


i! ~ | IN 2S MINUTES | 
7 | a” @4 
| WORLD'S # FINEST ee 









~ MONOGRAMMING MACHINE # | & 



















































STAMPS 
Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 
Gift Items 


gt Se AND YOU CAN'T 
: TELL if FROM 
HAND ENGRAVING 


Eres — . Ask for Folder G 
NEW HERMES - poy out of profits 


"18-19 University PI. New York 3 


SS x 
j - “y . Q 
i Sess protetanetctatstes ~ : SS LSS Sees 
be ; SS ere 
SNe : P 
ne : 
i SS . 
i > 
| 































Over 15,000 jewelers, stationers 
and gift shops are today success- 
fully using Kingsley’s Machine 
to promote sales. Its proven 
speed, simplicity and ease of 
operation assure you of 

—% extra profit. | 

% Write for catalog and copy of “THE KINGSLEY PLAN” | 
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Newest. Best Seller 
for Your 
Silver and Gift Trade 


TRIM 


Transparent Protectors 
for Silver, China, Linen 
oiend 





A complete line of standardized composi- 
tions with a range of melting points and 
flowing qualities that meets all needs of the 
jewelry maker and silversmith. 














HANDY & HARMAN 
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e Dirt, Dust and Moisture Proof 

e Perfect Visibility, Easy Access 

e Tough, Crystal-ciear Vinylite 

e Beautifies Cupboards, Cases, 
efc. 


| Envelope type Vinylite protectors 
in several sizes are interchange- 
: | able for flat and hollow-ware 


silver, china or linen. Roll-type 











| units with 12 or more pockets for 


| 3 MOST WIDELY USED . | - ativan. Roll walt for é-pc 
: siiver piace serrin $ marvelous 

| WATCH AND CLOCK OILS | tor eetd rade" se 
i ' ist prices, ion- esigned by Lucile ittier 
more than G@ CE pe edeutnah eae ae Now, Nationally advertised 


Trim Unit for 6-pe Flat Silver place setting ................ $1.25 
Trim KIT for 72-pe Flat Silver service ...................45. 6.75 
12 units, each 15x19" ... .$5.00 6 Units, 12x13" ........ 2.00 
16 units, Ass't Sizes .... 5.00 . 4a 2.00 
3 Units, each 16x20".... 2.00 | Unit, 24x30" ........ 3.00 
| Shelf Protector, 27" deep by 36" wide ................... 1.00 
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545-JCK Gladstone S.E., Grand Rapids, Mich. 
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Imperial's New Pearl Line 


Imperial Pearl Syndicate, of New York, 
Chicago and Los Angeles, recently made 
the first public presentation of their new 
pearl creation—“Sculptured Pearls.” Ac- 
cording to David Goldstone, vice-president, 
Sculptured Pearls by Imperial represent 
the nearest approach to cultured pearls 
ever achieved by man. 


The first offering of Sculptured Pearls 
by Imperial includes one, two and three- 
strand necklaces, hand-knotted, with a 
sterling silver jeweled clasps, to retail up 
to $35 for the triple strand. Bracelets 
and earrings are also in the collection. 
Sculptured Pearls by Imperial, like Sim- 
ulated Pearls by Imperial, will carry the 
company’s unconditional permanent guar- 
antee. 


In creating Sculptured Pearls by Im- 
perial, Imperial Pearl Syndicate establishes 
a middle price line of pearls so much 
needed in the industry to attract the buyers 
for whom Cultured Pearls are prohibitive 
and common simulated pearls unattractive. 
At several previews held by the company 
buyers indicated an avid interest for the 
new line. 


Because production will be controlled 
for some time, the company proposes to 
limit distribution by establishing exclusive 
franchises in principal cities. 

National and cooperative advertising is 
planned in the immediate future. 


Display Aid from 
Universal Geneve 


To help jewelers merchandise the Uni- 
versal Geneve “Town & Country” watch, 
The Henri Stern Watch Agency, Inc., has 
just created a new display aid. 


These displays will be available to 
Universal Geneve dealers upon request. 
The base of the miniature golf-green has 
a glossy plastic surface. 


POOR So 


tx goer tes 
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ne 





The flag, golf tee and actual ball are 
used to gain eye interest. The color com- 
bination of green, red and white give the 
display unusual snap and freshness. 

The universal Geneve “Town & Country’ 
dual sport and dress watch retails at $55, 
with strap, and $62.50, with bracelet. 


? 
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Stock Control Merchandiser 
From Gemex 


An unusually attractive and convenient 
stock control merchandiser is now avail- 
able to jewelers from the Gemex Company. 
It consists of a displayer case that will 
hold as many as 60 watch bands or leather 
straps, topped with a display tray that 
holds 10 bands or straps. 

The merchandiser is styled of wood and 
plastic. It is finished in two tones of blue 
chip-proof lacquer, and is designed to take 
up a minimum amount of counter space— 
only 814 x 14% in. 





A jeweler can order a single box and 
tray or as many boxes as he needs to 
take care of his stock. The boxes are 
designed so that they nest one on top of 
the other with the display tray on top. 
This tray has a clear plastic cover. 

The merchandiser is available from dis- 
tributors or direct from the Gemex Com- 
pany, Union, N. J., with a choice of three 
assortments—(a) 20 bands, (b) 10 bands, 
(c) 40 leather straps. 


Bigney To Sell 
Directly to Retailer 


Clarence Schriever, president, announced 
that the S. O. Bigney Co., Attleboro, Mass., 
jewelry manufacturers since 1894, “went 
direct,” effective May 1. Bigney has 
evolved a five-point plan to lower the cost 
of distribution. 

In addition to this plan, the Bigney 
company has installed a completely new 
line of automatic machinery, making the 
plant one of the most modern in New 
England. Tom White, well known in the 
jewelry field in Chicago, is Sales Manager 
of Bigney. 


Camera Case for Minute-16 
Camera 


The Minute-16 camera case, first of a 
wide variety of accessories for use with 
the Universal Camera Corporation’s new 
Minute-16 camera, is currently on sale. 

The holster type case is manufactured 
of top-grain cowhide and is finished in 
brown. A belt-loop on the rear of the case 
permits attachment to any standard width 
belt. A detachable head strap is also pro- 
vided. The retail price is $2.00. 











Signs of Zodiac 
on Bridal Bands 


Newest wedding ring fashion recently 
introduced in New York is a matched set 
of delicately carved rings with the sign 
of the zodiac for the wedding month. 

The style was originated by the noted 
jewelry designer, Nadja Buckley, who 
sculptures in platinum and _ palladium. 
She has started a trend of personalized, 
matched sets for brides and grooms that 
uses either anniversary or birth months. 

Miss Buckley, in her studio at Georg 
Jensen’s, Fifth Ave., New York, said the 
new style is catching on because now 
brides and grooms feel individualized de- 
signs increase the sentimental value tradi- 
tionally associated with the matrimonial 
symbol. 


Ritepoint Moves 


Ritepoint Co. of St. Louis, Mo., manu- 
facturers of writing instruments and Rite- 
point Visual Fuel Supply Cigarette Liters, 
announced the opening of their new New 
York offices and display rooms at 11 West 
42nd St., New York 18, N. Y. Henry 
Hirsch, District Sales Manager, heads the 
Eastern area sales organization. 


Kingsley Catalog Published 


Kingsley Stamping Machine Co., Holly- 
wood, Calif., announced publication of its 
new annual catalog. 

The new catalog illustrates the Kingsley 
monogramming equipment, consisting of 
both single and multiple line stamping 
machines, monogramming type and _ foil 
and accessories, including special attach- 
ments. 





This revised, up-to-date catalog will be 
sent free of charge to all interested dealers. 
Write to Kingsley Stamping Machine Co., 
1606 Cahuenga Blvd., Hollywood 28, Calif. 
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Keepsake Bride's Display 


The full-color photograph features a 
radiantly beautiful Keepsake bride sil- 
houetted against the stained glass of a 
chapel window. The photo has_ been 
handled effectively to give an almost third 
dimensional quality. 





This window display shows six of the 
Keepsake diamond ring sets which re- 
ceived the Fashion Academy Award for 
exquisite design and brilliant fashion 
styling. 


A New Leather Ring Box 
by Mautner 


A new ring box from Mautner comes in 
genuine aniline dyed leather with gold 
tooling, richly lined. It is available in 
black, blue, wine, chestnut, green and red. 
Being featured at $12.00 a dozen. 

The manufacturer is offering free im- 
printing of name on orders of two dozen. 
Manufactured by The Mautner Co., Inc., 
20 W. 47th St., New York 19, N. Y. 


Gruen Spring Graduation 
Mat Book 


“More sales action with more selling 
features” is the theme of the big Spring- 
Graduation mat book recently sent to all 
authorized Gruen jewelers. 


more pales atlion 


AUTOWING 


VERI-THIN 


CURYVEX 


RISTSIOE 





Over 80 ads promoting every spring gift- 
buying event emphasize Gruen products. 
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J-B Ads Further Band Sales 


In top national magazines and on radio 
stations from coast-to-coast, Jacoby-Bender, 
Inc., manufacturers of J-B watchbands, is 
telling fashion-minded women, “Now You 
Can Change Watch Bands When You 
Change Your Costume.” The new cam- 
paign, featuring J-B watch bands with the 
new quick-change J-B End-O-Matic end 
that attaches to any lady’s watch in a few 
seconds, paves the way for jewelers to sell 
two or more watch bands to the same cus- 
tomer for the same watch. 

J-B watch band ads featuring “Change 
Watch Bands When You Change Your 
Costume” theme are currently appearing 
in Life, The Saturday Evening Post, 
Parade, the entire 26 editions of This 
Week Magazine, Chicago Tribune and 
New York Times Magazine Section. The 
campaign is also being carried on radio 
newscasts sponsored by J-B over 18 of the 
nation’s most powerful radio stations. 


New Gorham Pattern 


The new Gorham sterling silver flatware 
pattern, Lily of the Valley, is available at 
Gorham dealers all over the country, it 
was announced recently by the Gorham 
Company. The first advertisements for the 
pattern appeared in the May issues of 
magazines. 

Styled to express the modern concept of 
design, the Lily of the Valley pattern fills 
today’s needs for contrast and simplicity 
in decoration. This pattern proves equally 
effective displayed against any background 
from linen to woven rattan place mats. 

The delicate bell-shaped Lily of the 
Valley blossoms silhouetted against the 
leaf form the pattern in silver, as in nature, 
presenting a myriad of contrasts. The 
formal symmetry of the flowers contrasts 
with the formai symmetry of the leaf. 
Further contrast is emphasized in the play 
of light and dark shadows in the pattern. 


Booklet Offers Inexpensive 
“Custom-Built" Files 


How to design and build “custom-made” 
files at the low cost afforded by standard- 
ized, mass-produced equipment is the sub- 
ject of an informative new booklet just 
published by Remington Rand, Ine. 

Through the use of Record-Stack, an 
assortment of intermembered, interchange- 
able file cabinets which house __inter- 
changeable file sections of many types and 
sizes, virtually any kind of file installation 
can be set up to suit the peculiar needs 
of any given office, according to the booklet. 

The 12-page, fully illustrated brochure 
shows several of the infinite variations of 
Record-Stack arrangements which have 
been used in the offices of leading corpora- 
tions and governmental agencies. 

Full catalog data, including dimensions 
of the various file cabinets and file sec- 
tions, is provided in the back of the 
booklet. Identified as SC 677, the booklet 
may be obtained at any Remington Rand 
branch office, or by writing to the com- 
pany’s home office at 315 Fourth Ave., 
New York 10, N. Y. 


| Permanent Display Unit 








For Bretton Watchbands 


Bruner-Ritter, Inc., manufacturers of 
Bretton watch bands, are distributing free, 
through wholesalers, the permanent dis- 
play unit, shown below, covered with royal 
blue velvet. 





This presentation unit contains 1 “long” 
and 1 “short” of 3 top-selling Bretton 
men’s bands and 3 Bretton lady’s bracelets. 


L. Luria & Son, Inc. Catalog 


Celebrating the opening of its new office 
and showroom at 980 S.W. First Street, 
Miami, Fla., L. Luria & Son, Inc., New 
York distributor, has issued a new 32-page 
catalog, containing over 300 different items. 
Complete lines of giftware, housewares, 
clocks, appliances, sterling silver, silver- 
plate and cutlery are including in this 
special issue. 





L. LURIA & SON, Inc. J Sifcs House 


4 PHYOR STREET 5% 


468 FIFTH AVENUE 
MEG TORK i6. & TY 


ATLANTA 3. GeCRGI 





Manny Gould, the firm’s Advertising 
Manager, believes that the catalog should 
prove helpful to dealers looking for new 
selling ideas and traffic building promo- 
tions. Complete mat services for news- 
paper advertising are furnished free for 
many of the products illustrated. 

Copies of the catalog can be obtained 
by writing to: L. Luria & Son, Inc., 160 
Fifth Ave., New York 10, N. Y. 
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News 


of Personnel 








ROBERT M. JOHNSON 
(Hamilton Watch Co ) 


Lowell F. Halligan, vice-president and 
sales manager of the Hamilton Watch Co., 
announced the addition of three new rep- 
resentatives to the Hamilton field sales 
force. 

Robert M. Johnson will represent Hamil- 


ton in the Pacific Northwest. James R. 
Funk will contact Hamilton dealers in 
California. Leroy E. Wallace will carry 


the Hamilton line to jewelers in several 
Middle Atlantic states. 

New representatives in the Tulsa, Okla., 
and the Portland, Ore., territories have 
been named by the Elgin National Watch 
Co., according to Andrew L. Rowe, vice- 
president in charge of sales, who said the 
appointments were designed to strengthen 
Elgin’s dealer-assistance programs in those 
areas. 

Wilbur E. Reeves has been named to 
the Tulsa post and Sidney Pinch will be 
in charge of Elgin’s Portland territory. 

Ostby & Barton announced the appoint- 
ment of Gerald F. Eckland to the Metro- 


politan New York sales staff, it was recently 


JAMES R. FUNK 
(Hamilton Watch Co.) 


{ 








LEROY E. WALLACE 
(Hamilton Watch Co.) 


announced by N. G. Anitole, vice-president 
and sales manager. 

M. Sickles & Sons of Philadelphia, an- 
nounced Tom Fulton as new member of its 
sales staff to sell the Sun Line of costume 
jewelry in Greensboro, N. C., and neigh- 
boring territories. 

Joseph E. Nelson has recently been ap- 
pointed manager for the Detroit territory 
of the Toastmaster Products Division of 
the McGraw Electric Company, it was 
announced by W. E. O’Brien, general 
sales manager. It was also announced 
that Stephen W. Rich has been promoted 
to territory manager for the Cincinnati 
territory. 

The Kelbert Watch Co., Inc., announced 
the appointment of John H. Ittleson as 
roving representative and_ trouble-shooter 
for the Eastern United States. 

Allen B. Gellman, president of the Elgin 
American Co., announced the appointment 
of Dale Mehrhoff as sales promotion man- 
ager of the company. Mehrhoff will also 
direct the firm’s advertising activities. 





WILBUR E. REEVES SIDNEY PINCH 
(Elgin Nat'l (Elgin Nat'l 
Watch Co.) Watch Co.) 


GERALD F. ECKLAND 


TOM FULTON 
(M. Sickles & Sons) 


(Ostby & Barton) 











Booklet Describes Economy Files From Remington Rand 


Remington Rand’s new line of low- 
priced “Revere” file cabinets is described 
at length in an introductory booklet just 
issued by that company. 

The new files, according to the brochure, 
contain many of the same advantages of 
durability and fine craftsmanship found 
in the premium-grade Aristocrat” cab- 
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inets, yet are designed especially for those 
filing operations in which economy is a 
major factor. 

The booklet, identified as LBV 538, may 
be obtained from any Remington Rand 
Branch office, or by writing to the com- 
pany’s home office at 315 Fourth Ave., 
New York 10, N. Y. 





Anson Increases Sales Force 


Anson Inc., Providence, R. [., has qj. 
vided its territory into smaller areas jp 
order to more efficiently serve its custom. 
ers, it was announced by Olof V. Anderson, 
president. This necessitated an increase 
in the sales force to cover the sales terri. 
tory so that five men will now 
Anson accounts. 

The two new members of the Anson 
sales force are: Frank J. Russell, Sr.. who 
will cover Florida, Georgia, North Caro. 
lina, Virginia, and West Virginia: and 
Fred W. McKeown who will cover Ala- 
bama, Louisiana, Tennessee, and all of 
Texas with the exception of El Paso. 

John B. Westburg has been assigned to 
the Chicago territory as sales representa- 
tive, and Frank W. Griffith has been as. 
signed in the same capacity in the Buffalo 
territory. 


service 





Richard H. Adams appointed 
Secretary at Midhurst 


Jonathan Higgins, president of the Mid- 
hurst Importing Corp., 129 Fifth Ave., New 
York, distributors of Booths Dinnerware, 
Colcloughs English Bone China and Royal 
York Continental China, announced that 
Richard H. Adams has been elected secre- 
tary and a director of Midhurst. 

Adams is a certified public accountant 
in New York and New Jersey and was 
formerly with Edward R. Burt & Co. 


ee 


Gorham Announces 
New Appointments 
The Gorham Co.. Providence, R. I., an- 


nounced two appointments to its advertis- 
ing and sales promotion departments. 

Edward H. Manning has been named 
advertising manager. He was previously 
in charge of national and regional adver- 
tising programs for manufacturers in diver- 
sified industries. 

Leslie B. Halper has been named sales 
promotion manager. Halper will direct an 
expanded program of sales promotion to 
support the aggressive sales and advertis- 
ing campaigns of the company. 





A.S.R. to Sponsor 
"The Show Goes On” 


The American Safety Razor Corpora- 
tion of Brooklyn, N. Y., announced they 
have contracted through McCann-Erick- 
son, Inc., for the Robert Q. Lewis Tele- 
vision Program “The Show Goes On.” 
They will sponsor the 8 to 8:30 P.M. 
segment of the program starting Septem- 
ber 28, 1950, over the C.B.S. television net- 
work for the promotion of A.S.R. pocket 
and table lighters. 


Selaz Opens New York Office 


Selaz’s New York offers direct immediate 
service and cooperation to American im- 
porters whose products they manufacture 
under the importers own brand name. 

All U. S. inquiries regarding direct im- 
ports of fine lever watches and quality 
movements of every size and calibre should 
be addressed to Selza Watch Co., 37 West 
57th St., New York. 
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Elgin Diamond Abrasive Kit 


To facilitate experimental and develop- 
ment work in the application of diamond 
abrasives, the Industrial Products Division 
of the Elgin National Watch Co., Elgin, 
[Il., has introduced the new Dymo Shop 
Convenience Kit. The kit contains the 
cix most widely used Bureau of Standards 
erades of Dymo Diamond Compound. 





Designed to produce almost any desired 
finish on carbides, tool steels and other 
hard materials, the new kit is said to be 
ideal for developing new mass production 
finishing techniques, high precision lap- 
ping, plastic mold polishing, carbide tool 
sharpening, die finishing and metallurgical 
specimen preparation. 


Sessions Offers Clock Unit 


A complete clock department in a 
knotty pine cabinet is now offered to re- 
tailers by The Sessions Clock Co., Forest- 
ville, Conn. 

The complete unit, occupying only eight 
square feet of floor space, measures 1 ft. 
8 in. deep, 5 ft. wide and 6 ft. 6 in. high. 
It has indirect lighting, glass shelves and 
one central plug-in for lighting and dem- 
onstration purposes. Each unit includes a 
Sessions Electric Westminster Chime 
Clock that strikes a melody every quarter 
hour to attract store traffic to the display. 





The total cost to the retailer, for the 
Clock Cupboard and 38 Sessions electric 
clocks, including one or more of every 
item in the line, is $234.69 with a profit 
potential of $100.79 on the initial stock. 
This unusual clock “super-marketer” is 
offered to retailers on a 10-day trial basis, 
with return privileges if not satisfied. 
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Speidel "Calibrated 
Springs" Watchband 


The Speidel Corporation recently re- 
leased news of a new watchband develop- 


ment. It has perfected what it calls 
“Calibrated Springs” which have been 
designed to provide a unique shock- 


absorbing action to stop wrist watch shock. 
Shock tests supervised by the famous 
United States Testing Co. have proved 
that Speidel watchbands provide protec- 
tion against the countless jars and jolts 
a wrist watch must stand every day. 
Trade reaction to the Speidel feature, 
“Calibrated Springs,” has been enthusiastic. 

Speidel announced this sensational new 
product improvement with a all-out con- 
sumer advertising drive geared toward 
selling the important Father’s Day and 
Graduation market from mid-May to mid- 
June. Newly developed commercials are 
already being heard on its regular Sunday 
night ABC network radio program “Stop 
the Music” and Speidel also signed a 
contract with NBC-TV to become _ co- 
sponsor of the 24% hour “Saturday Night 
Revue” for six weeks startisg with the 
program of May 6. On this date and 
May 13 and 20, Speidel sponsored the 
8:30-9 p.m. EDST section of this new 
smash-hit television show. Then on May 
27, June 3 and 10, the full hour from 
8-9 p.m. EDST of the Jack Carter show 
is being used. 

To carry the story to its distributors 
and to thousands of retail jewelers through- 
out the country, Speidel has worked out 
a carefully integrated program. This en- 
tire program has been planned to coincide 
with the first introduction of Speidel’s 
newest watchband for men, the “Cortez” 
which retails for $10.95, including Federal 
tax. It includes an 8-page, two-color trade 
magazine insert, dealer mats, a_point-of- 
sale display, radio commercials for local 
use and an envelope stuffer for retailers 
to use with their June Ist statements. 





Aladdin Moves to New Plant 


Just completed at Nashville, is the func- 
tionally modern plant for Aladdin Indus- 
tries, Inc., makers of the nationally dis- 
tributed Hy-Lo line of vacuum bottles, 
lunch kits, Aladinettes and sports kits. 

Designed for most efficient production 
and with an eye for pleasant work sur- 
roundings and the possibility of future 
changes and expansion, the structure is a 
miracle of architectural know-how. Air 
conditioning of office, cafeteria, wash and 
locker rooms, provisions for air cooling 
of all work spaces, easily removable walls 
and partitions, trolley-ducts which permit 
plugging into 440, 220 or 110 volt lines 
anywhere in the plant, contribute to make 
one of the state’s most modern plants. 

In welcoming Aladdin Industries to the 
community, E. W. McGovern, President 
of the Nashville Chamber of Commerce, 
said in part, “Actually the project has 
developed beyond our expectations. We 
did not contemplate a manufacturing plant 
of such striking and unusual design; 
which might well set the style for a new 
type of industrial architecture in Ten- 
nessee.” 














Feature Lock Presents 
Electric Flasher Display 


Continuing in its efforts to assist the 
retail jeweler with hard-hitting promo- 
tional aids, the Feature Ring Co., 126 W. 
46th St., New York City, has created an 
Electric Flasher Display to present Fea- 
ture Lock Rings. 

The display, which blinks on and off 
to attract customers’ attention, is 20 in. 
high x 6'4 in. deep x 14 in. wide. Two 
sturdy aqua wood shelves, 612 in. x 14 in. 
and 3% in. x 12% in., provide ample 
space for displaying Feature Lock rings 
in their Presentation Boxes. Smiling from 
the center of the handsome, gold-flecked 
aqua background is the lovely Feature 
Lock Bride. A creamy white translucent 
“awning” strip, backed by a flashing bulb, 
shows in four easy steps how to lock the 
engagement and wedding rings together. 


i } 
— “falir'fd =. 





The plastic swivel-action Feature Lock 
Presentation Box, introduced several months 
ago and shown here with the display, is 
now available in white, ivory, coral, light 
blue, and turquoise, complete with bronze- 
finished plaque. The velvet pad also comes 
in a wider variety of rich colors, includ- 
ing wine, royal blue, American beauty, 
black and white. 

Jewelers may order both the new Elec- 
tric Flasher Display and the Presentation 
Box for their authorized Feature Lock 
distributor or by writing to Feature Lock 
Rings, 126 W. 46th St., New York City. 


Camera Grip For Support 


Realizing that over 80 per cent of 
spoiled pictures are due to camera jar 
and that most people will not bother with 
a tripod, the Caldwell Corp., has created 
the Caddy Shur-Grip. Built with a pistol 
grip, the holder will give miniature and 
movie camera owners a steadying support. 

Made of graytone plastic, the unit 
weighs only 2 ounces making it easy to 
use and easy to carry. Retail price is 98 
cents. 

Advertising on consistent schedule will 
be used in Popular Photography, Modern 
Photography and U. S. Camera, according 
to announcement from the firm, Caldwell 
Corp., 400 N. Camden Drive, Beverly Hills, 
Calif. 
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Special Notices 


“Situation Wanted”’—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. 

“Help Wanted’’—*‘‘Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per werd. 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word, Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are te be for- 
warded, 15 cents extra to cever postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special netice forms close 10th of the pre- 
ceeding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 
do not enclose original 


In answering ads, 
letters of recommen 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 
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Situations Wanted 





JEWELER, stone setter and engraver; 
long experience; best references. Ad- 
dress “A., 4831,’’ care J C-K. 





A-1 watchmaker, jeweler, diamond setter, 
salesman and plain engraver; over 30 
years’ experience; best reference. Ad- 
dress “C., 4914,’ care J C-K. 





DIAMOND merchant; highest reputation ; 


very able buyer; seeks position as 
buyer for large concern, in U. 8S. or 
abroad. Address “MEB, 4781, care 
a (om. 








JEWELER on gold and some repairing, 
also platinum work, wants position. J. M. 
Shore, 4606 N. Monticello, Chicago, III. 
Keystone 9-9578. 








TOP grade watchmaker for all types of 
work: experienced all kinds of chrono- 
graphs and timers; available June l. 
Address “T., 4904,’ care J C-K. 





CLOCKMAKER;; experienced all kinds of 
clock repairing, wishes position in 
Metropolitan area; A-1 references. Ad- 
dress ‘“‘A., 4824,’’ care J C-K. 





WATCHMAKER; with 12 years’ experi- 
ence, who doesn’t drink, wants a per- 
manent position with a sober boss. Ad- 
dress “K., 4754,’’ care J C-K. 





BOOKKEEPER, F.C.; 15 years’ experi- 
ence with manufacturer of fine jewelry ; 
payroll, taxes, ete.; know stones. Ad- 
dress “S., 4826,’ care J C-K. 





WATCHMAKER, P.C. of H. graduate; 30 
years’ experience ; can assist with clocks 
or light jewelry repairs: best references. 
Address ‘“‘T., 4818,” care J C-K. 








WATCHMAKER, engraver, jeweler, set- 
ter: can take full charge of repair de- 
partment; single; fine reference. Address 
“R., 4768,’ care J C-K. 








A-1 watchmaker; desires steady job; age 
40; 20 years’ experience, close timing 
and position adjusting ; good ring sizer. 
Address “P., 4767,” care J C-K. 





FIRST class front end watchmaker, plain 
engraver; 25 years’ experience; wants 
position in Louisiana or Texas; best 
references. Address “D., 1,’’ care J C-K. 





WATCHMAKER;; experienced, high grade 
work; five days only; Watchmaster; 
New England preferred; salary $100. 
Address ‘“G., 4750,” care J C-K. 





WATCHMAKER; graduate Kansas City 
School of Watchmaking, with four 
months’ experience, desires position. 
Write, Joseph Masterson, 522 E. Chest- 
nut, Bloomington, IIil. 





YOUNG woman: experience’ with manu- 
facturing jewelers; full charge of orders 
and general detail work; also knowl- 
edge of watches. Address “G., 48865,’’ 
care J C-K. 





JEWELER and diamond setter; 22 years’ 
experience; now employed, would like 
permanent connection with retail store, 
South or West. Address “E., 4866,” 
care J C-K. 





WATCHMAKER, A-1; 
efficient; 33 years old; 


responsible and 
single; con- 





genial; five years with last employer ; 
desires position. Address “Y., 4830,” 
care J C-K. 

WATCHMAKER; 30 -years’ thoroughly 
experienced watch, clock and plain 
jewelry repairing; good _ references; 


seeks permanent position. Address “‘C., 
4877,”’ care J C-K. 





JEWELER; about 10 years’ experience on 
platinum, gold; can do light special 
orders and repairing; wishes position 
anywhere; moderate salary. Address 
““"W., 4856,”’ care J C-K. 








JEWELER; with 24 years’ of experience 
on special order, production and re- 
pairs, wants position with reliable firm, 
in New York. Address ‘“L., 4810,’ care 

-r. 





FIRST CLASS watchmaker wants per- 
manent position; good sales ability, and 
capable of managing repair department 
or small store: good references. Ad- 
dress “J., 6,’’ care J C-K. 





DESIGNER: young woman; good educa- 
tion; 10 years’ experience designing 
jewelry ; wishes position with well estab- 
lished company; helpful with repairs. 
Address “E., 4841,” care J C-K. 





MIAMI locality preferred; aggressive, 
promotional credit jeweler, experienced, 
for live wire proposition ; best references 
eo Address ‘“J., 4804,’ care 





ENGRAVER and high class workman, on 
jewelry, flat and hollowware, 20 years, 
desires change; prefer retail store south- 
bie ad west. Address “D., 4865,” care 





WATCHMAKER; 30 years’ experience; 
capable of doing first class work: con- 
scientious, reliable; desires position; 
straight salary or commission; any- 
where. Address “A., 4898,’’ care J C-K. 





WATCHMAKER, clock and jewelry re- 
pairman ; chronographs, salesman ; 
B.T.S. graduate; 15 years’ experience; 
best of references; capable of taking 
charge. Address “Y., 4794,” care J C-K. 





MANAGER, salesman, retail, credit, fine 
jewelry, diamonds, watches; excellent 
references; 38; married; desires retail 
or wholesale connections, with reputable 
house. Address “Y., 4834,’ care J C-K. 








WATCHMAKER;; 25 years at the bench; 
at present employed, but desires change ; 
best of references; $75 per week; have 
Wisconsin, Iowa and Indiana licenses. 
Address “S., 4815,” care J C-K. 


WATCHMAKER and jewelry repa; 
desires position; certified watehmenet 
capable of taking charge of al] repairs’ 
married, age 31; good references Aa 
dress “C., 4745,” care J C-K. —. 





————___ 


JEWELER, engraver and diamond Setter : 
20 years in high class work; desire 
position in South or Southwest with 
good established firm: best reference 
Address “S., 4769,” care J C-K - 





———————___ 


FIRST class watchmaker, experienced on 
railroad work, plain engraver ; 30 years’ 
experience ; with present employer eight 
years; desires to make change, Aq. 
dress “A., 4744,” care J C-K. 


Se 


DESIGNER;; student finishing the course 
in designing; also willing to do some 
office or benchwork. Jewelry Designing 
Art School, 217-01 Corbett Rd., Bay. 
side, L. I 











CREDIT, collection manager available: 
strong on collections ; tactful on credits 
and sales minded; can convert cash 
store to credits or supervise chain store: 
any cc Address “W., 4909,” eare 
J C-K. 








DIAMOND expert; a gentleman of good 
character and ability, desires employ- 
ment with an _ established, reputable 
firm; steady employment most import- 
ant; salary $5000. Address “J., 4872,” 
care J C-k. 





SALESMAN; 28; married; wholesale, re- 
tail experience ; two one-half years’ ex- 
perience watch repairs, casing; seeks 
permanent position with reliable firm; 
presently employed. Address ‘D., 4878,” 
care J C-K. 





DIAMOND setter; 27; one year’s experi- 
ence, presently employed New York shop, 
desires to change position for better op- 
portunities; also willing to do some 
office or benchwork. Address “D., 4747,” 
care J C-K. 





SS 


MAN; single; age 40; desires permanent 
job in pawn shop, in any town in the 
JI. S.: can give very good reference; 

experienced and qualified. Sam Tanen- 

baum, 332 S. Elm St., Greensboro, N. C. 

Phone 9613, 9492. 





WATCHMAKER; young, ambitious; 11 
years’ experience in charge of repair 
department as chief watchmaker with 
two fine companies, desires good posi- 
tion within 300 miles of New York City. 
Address “D., 4812,” care J C-K. 





ENGRAVER; sober; dependable; experi- 
enced; monograms and lettering; have 
knowledge of jewelry repair and stone 
setting; desires permanent position in 
Southwest, preferably Texas. Address 
“R., 4814,” care J C-K. 





SALESMAN; fully experienced credit 
jewelry business; excellent diamond 
man; admirably qualified handling win- 








dows, advertising, strong promotions; 
early forties; married. Address “J., 
4377,” care J C-K. 

TOP notch salesman; 25; three years 


college, mineralogy, business adminis- 
tration; graduate jewelry manufactur- 
ing school; student gemology; three 
years buying and selling of diamonds 
and mountings; A-1 reference. Address 
“K., 4891,” care J C-K. 








“MANAGER: 33 years old, family man; 12 


years’ experience in cash and credit 
stores; doing buying, selling, window 
trimming and personnel training ; optical 
experience included; reliable references 
furnished. Address ‘“J., 4752,’ care 
C-K. 











MANAGER-SALESMAN ; 49 years young, 
thoroughly experienced in all phases of 
jewelry business; excellent appearance 
and personality; promotional minded; 
complete charge of installment, buying, 
sales, personnel, display, collections. 
Address “G., 4871,’ care J C-K. 
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SITUATIONS WANTED—Continued 

——_—_——————— 

JEWELER, veteran, married; reliable ; 
sober; desires position in reputable 
store or trade shop; prefer South; 
familiar with all phases of manufac- 
turing and repair and engraving; avail- 











able June; best. references. Address 
“R,, 4762,” care J C-K. 

cis saacaunanmpsiasininitaain 

UNIVERSITY graduate; graduate of 


*emological Institute of America ; mem- 
ae of American Gem Society ; eligible 
for certified gemologist; 10 years sales 
ence; present manager of store; 


eri 
aking position with fine retail firm. 
Address “T., 4764,” care J C-K. 








YOUNG man; 27; married ; with excellent 
diamond and special order experience, 
desires connection with high class retail 
store; experienced in buying, window 
trimming, repairs, watches and general 
jewelry ; aggressive, ambitious, person- 
able. Address ‘“G., 4844,’ care J C-K. 








WATCHMAKER; experienced ; 32 ; thor- 
oughly capable handling, purchasing and 
selling bands, cases, materials and allied 
lines: desires position with reputable 
watch concern, in either or both capac- 
ities: New York preferred. Address “S., 
4500,"’ care J C-K. 


oo $$ 





EXPERIENCED watchmaker, seeks per- 
manent position in first class retail 
store; can handle the position without 
assistance or supervision; _ efficient, 
sober and bondable; can also do minor 
ring sizing and jewelry repairing. Ad- 
dress ““M., 4501,” care J C-K. 








JEWELRY engraving instructor, ac- 
credited, familiar with all types alpha- 
bets, monograms, etc. ; capable of taking 
complete charge of department, setting 
up courses; desires change; willing to 
go anywhere for promising opportunity ; 
now employed. Address “Y., 4801,” care 
J C-K. 


——$—____—___ _—_—_—— 


SILVER buyer, manager, salesman; 34; 
married; aggressive and promotional 
minded; presently employed, desires 
change; New York City only; 15 years’ 
retail experience; also extensive knowl- 
edge diamonds, gold jewelry and 
watches; finest references. Address “E., 
4879,” care J C-K. 


SEEKS top connection; young man, 27, 
married, aggressive, ambitious, has 
eight years jewelry Know-how; knows 
diamonds, mountings, watches, buying, 
production; excellent references for 
wholesale or manufacturing jewelry 
firm: opportunity important. Address 
“F., 4843,” care J C-K. 








YOUNG man; age 34; married, person- 
able appearance seeks position with 
established retail jewelers; thorough 
knowledge of every phase including dia- 
monds, jewelry, estimating repairs, etc. ; 
not afraid of work: will go anywhere; 





excellent references. Address ‘“T., 4770,” 
care a C-K. 
ENGRAVER: master craftsman: 35 


years’ experience; seeks position busy 
season, November through March ; warm 
climate; interested only where highest 
type work required; exclusive store or 
trade shop; contract desired ; references 
exchanged upon personal interview. Ad- 
dress ‘‘W., 4478,’ care J C-K. 








WATCHMAKER;; completely equipped in- 
cluding “Watchmaster,’” looking for a 
good situation in or around New York; 
at present owns trade repair shop but 
circumstances necessitate a change; 
have knowledge of most phases of jew- 
elry business, can sell and estimate; 
young, personable and intelligent. Ad- 
dress “S., 4903,” care J C-K. 














| 
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CAPABLE, seasoned watchmaker, esti- 
mator, salesman; salary, commission 
or concession in jewelry or department 
store; competent to promote sales or 
repairs; background includes college 
training in business administration; a 
conscientious, reliable man for a re- 
sponsible position. Address “P., 4785,” 
care J C-K. 





STRICTLY promotional minded; now em- 
ployed; not interested in just another 
job; will trade my years of successful 
experience in credit jewelry business 
covering chain store and outside sales, 
management, purchasing, merchandis- 
ing, advertising, displays, for proposi- 
tion with future and earnings. Address 
“K., 4805,” care J C-K. 





WATCHMAKER; 17 years’ experience; 
age 38; Elgin trained; complete shop 
equipment; timing machine; tour years’ 
present position; must move to lower 
climate for family health; salary or 
commission; prefer Gulf Coast or Flor- 
ida area; Louisiana licensed; best pro- 
fessional and personal references. Ad- 
dress, Boyer, 235 Cureton St., Green- 
ville, S. C. 





A-1l1 watchmaker; experienced all types 
work; eight years R.R. watch inspec- 
tion; 17 years at bench; fast, efficient 
worker ; good references ; now employed 
Caliiornia; steady, congenial employ- 
ment more important than high wages; 
benchwork only; prefer California, 
Arizona, New Mexico or Texas, but will 
go anywhere; age 43. Address “Y., 
4774,’ care J C-K. 








CALIFORNIA progressive department 
store, or expanding quality chain organ- 
ization, seeking smoother’ operation, 
greater sales volume ; diamonds, 
watches, silverware, all jewelry, will 
discover this man possesses remarkable 
ability, experience buying, merchandis- 
ing, executive management: check his 
record. Charles Hynes, 524 N. Marengo, 
Pasadena, Calif. 





MANAGER; 40; more than 20 years ex- 
ecutive experience; complete charge 
large volume operations, sales promo- 
tion, advertising, personnel, finances, 
credits, buying; recently sold out own 
highly successful credit store Los An- 
geles; strongest references guaranteed ; 
widely Known to the trade; will con- 
sider only Southern California, my home 
ay Ly years. Address “A., 11,” care 





WATCHMAKER; 22 years’ experience: 
now employed as head watchmaker and 
manager of watch repair department of 
large, old established firm, desires to 
make a change; experienced in all 
phases of the retail jewelry business; 
do. ring sizing and light jewelry re- 
pairing, give estimates and take in 
special order work; sober and depend- 





able; best of references. Address “K.., 
4847,” care J C-K. 
POSSESSOR of unique education seeks 


opportunity with a future in the jew- 
elry field; college degree in business 
administration with jewelry store man- 
agement major, plus engraving, jewelry 
repair, and watchmaking at Bradley 
Horology School;+experienced in retail 
selling, credit investigation, accounting, 
and watchmaking; will submit letter of 
application with references on request. 
Address “‘N., 4823,” care J C-K. 





CAPABLE, experienced, progressive 
minded, credit jewelry store manager; 
knows the business from A to Z; buying, 
selling, jewelry and watch repair esti- 
mating, window trimmer, display, ad- 
vertising and promotional ideas; plus 
knowledge of the small appliances and 
television setup; employed at present 
earnings $7000 per year; desires to lo- 
cate in Florida or Texas with a progres- 
sive firm; age 40, married. Address “A., 
4802,” care J C-K. 


IS there something I can do for you in 
Paris this summer; I am a young wo- 
man thoroughly experienced in retail, 
wholesale and mail order jewelry busi- 
ness with excellent knowledge of dia- 
monds, precious stones and related 
merchandise; I also have complete 
knowledge of fine arts, ceramics and 
gift items; will accept personal or 
business commissions any place in 
Europe or North Africa that can be 
made profitable; now in Chicago; will 
return to New York June 10; business 
and personal references. Address 
Circular 195, Room 1415, Heyworth 
Bldg., Chicago 2. 








Lines Wanted 








SALESMAN, covering California, wishes 
position. Address “Y., 4857,’ care J C-K. 





JEWELRY salesman; well known, de- 
sires manufacturer's line, for Texas 


and adjoining territory. Address “Y., 


4855,” care J C-K 





PACIFIC Coast salesman desires factory 
line of gold rings; years of selling; best 
references; commission basis. Address 
“C., 4483,” care J C-K. 





SALESMAN ; with good following in Wis- 
consin and Illinois, wants popular priced 
line sterling silver; commission basis. 
Address Circular 194, Room 1415, Hey- 
worth Bldg., Chicago 2. 











EXPERIENCED salesman, following 
among wholesalers, jobbers; New York, 
Boston, Philadelphia, Baltimore, Wash- 
ington ; desires connection this territory. 


Address “P., 7,” care J C-K 





SALESMAN ; large following better retail 
stores; Metropolitan area New York, 
desires line, gold and platinum ring 
mountings, ete.; experienced; drawing. 
Address “‘N., 4899,” care J C-K. 





TOP FLIGHT, Pacific Coast salesman, 
with good following, wants nation- 
ally advertised line to retail jewel- 
ers; drawing account; commission. 


Address “B., 4912,” care J C-K. 





MANUFACTURER'S gold filled watch 
bands; salesman interested in competi- 
tive priced line for New York City and 
the East; have following with jobbers, 
material firms and importers. Address 
“B., 4874,” care J C-K. 





OHIO; manufacturers’ representative de- 
sires additional strong costume jewelry 
line for jewelry and department stores; 
large following; long experience; best 
references ; commission basis. Address 
“C., 4864,” care J C-K. 





SALESMAN; covering Chicago to 
Coast, desires factory line only, cos- 
tume and novelty jewelry; following 
with department stores and better 
jewelers. Address “J., 4736,” care 
J C-K, 





SALES representative available; 12 years’ 
experience, diamonds, watches, etc.; de- 
sires position with reputable firm, 
where earnings are commensurate with 
hard work and ability; no side lines; 
now representing one of the largest 
wholesalers. Address “F., 4868,’ care 
J C-K 





SALESMAN; West and Pacific Coast; 
wishes line selling to jobbers, de- 
partment stores and chains; manu- 
facturer’s line only; has contact for 
more than 25 years; highest repu- 
tation. Address “A., 4873,” care 
J C-K. 





(Continued on page 208) 
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LINES WANTED—Continued 











SALES representative, now covering bet- 
ter stores in Metropolitan New York, 
Philadelphia, New Jersey, Connecticut, 
with line of sterling hollowware, seeks 
manufacturer’s line of silver plated hol- 
lowware ; commission and protected ter- 
ritory desired. Address “L., 4758,’ care 


OUTSTANDING gold filled watch 
band line or clock line wanted by 
top sales producer, with long estab- 
lished big following among leading 
jobbers, wholesalers and large credit 
store chains, for New York City and 
adjacent territory; this is unusually 
competent representation. Address 


“W., 4800,” care J C-K. 














JOBBING items wanted; well Known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gift, stationery and leather 
wx stores. Address “H., 2006,” care 





SMALL, fine quality side line wanted 
by thoroughly experienced jewelry 
traveler, who has covered entire 
South and Southwest for many 
years, catering to finer stores only, 
and who possesses a large and ex- 
cellent clientele; product must be 
of fine quality throughout, and 
can consist of all platinum and dia- 
mond, all gold, or combination of 
both, but limited to few trays. Ad- 
dress “D., 4706,” care J C-K. 


Side Lines 











MANUFACTURER; of exclusive line of 
ladies’ hand carved wedding rings, 
seeks salesman to cover jobbers only; 
West Coast, Southern territory ; commis- 
sion. Address “H., 5,”’ care J C-K. 





SALESMAN wanted; to sell a line of loose 
diamonds, mounted and semi-mounted 
rings and mountings, as a side line, to 
the retail stores in the eastern states. 
ce Bass, 207 Market St., Newark, 





SALESMEN ; to carry low priced costume 
jewelry items; well known men’s jew- 
elry line ; advertised watch bands line; 
Phyllis gold filled line; fast selling 
novelties, etc.; $50 weekly draw. Ad- 
dress ‘“‘*M., 4759,’ care J C-K. 





CHICAGO and Midwest representative, 
with wholesale following, for established 
line of gold crosses, chains, cuff links, 
tie slides, anklets, etc.; exclusive terri- 
tory ; compact line. Address “‘W., 4829,” 
care J C-K. 





SALESMEN; with established wholesaler 
following, wanted by manufacturer of 
hand-made filigree sterling and goid 
filled jewelry; major territories open; 


state lines carried; give references; 
held confidential. Address “A., 4883,” 
care J C-K. 





WANTED; side line salesmen for estab- 
lished costume jewelry manufacturer: 
we also job over 250 name brand lines 
and can supply every type of side line 


watches, bands, novelties, rings, ete.: 
state your business. Address “R., 8,’ 
care J C-K. 
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SALESMAN, to represent a manufacturer 
with a non-conflicting side line of wed- 
ding rings, mountings, emblems and 
diamond engagement rings of the better 
kind; strictly commission basis; state 
territory and give information in detail. 
Address “Q., 4808,” care J C-K. 








MANUFACTURER’S _ representatives 
wanted to call on department stores, 
jewelry stores, and gift shops with a 
line of genuine leather jewel cases; 
this is a new line for a well establish- 
ed firm. Address “R., 4825,” care 
J C-K. 





ACTIVE high calibre salesmen calling on 
department, gift, and jewelry stores to 
carry nationally advertised ‘“Intercon- 
tinental Glove Guards,’’ and “Jewels by 
Intercontinental” as side line; all states 
open; only qualified men, giving full in- 
formation first letter considered. Inter- 
continental, 816 S. Robertson, Los An- 
geles 35, Calif. 





ALL territories open starting July 1; 
line of men’s and _ ladies’ stone 
rings; formerly sold to jobbers, now 
going direct to retailers; reply 
strictly confidential; please give full 
details in first letter. Address “G., 
4598.” care J C-K. 





SALESMAN; wanted by producers of 
Love Lite bonded diamond bridal sets, 
a complete setup; qualities and prices 
to meet competition on commission basis, 
interlocking with other lines; advise 
territories you are making, and the 
other lines that you now carry; send 
references. Samuel Gordon & Co., 515 
Perrine Bldg., Oklahoma City. 





SALESMAN wanted; travel Chicago 
and Middle West, to carry as a side 
line to fine retail trade, old estab- 
lished manufacturer’s line of ladies’ 
and men’s high grade 14K gold 
jewelry and novelties; commission. 


Address “D., 4675,”’ care J C-K. 





SALESMEN; with established retail fol- 
lowing, wanted by manufacturer of na- 
tionally advertised pearl line, attrac- 
tively boxed and priced right; New 
England, Pennsylvania, Delaware, and 
Maryland; Southwest open; give de- 
tailed information as to experience, fol- 
lowing, etc. ; commission; protected ter- 
ritory. Address ‘‘A., 4426,” care J C-K. 





_ 


SALESMEN wanted; to carry a side line 
of gold rings, to call on retail stores in 
established territory; Ohio, Indiana, 
Michigan, Kentucky, also in the Midwest 
and South; well established house. Ad- 
dress “B., 4741,”’ care J C-K. 





SALESMEN ; with following among cash 
and installment jewelers, to carry out- 
standing, established, advertised watch 
line; unusual opportunity for lucrative 
earnings; no objection to carrying one 
non-conflicting line; many territories 
open; write in detail stating past ex- 
perience and territory covered; all re- 
plies will be held strictly confidential. 
Address “J., 4846,” care J C-K. 


SALESMAN for Chicago and surround- 
ing vicinities, carry non-conflicting 
line of platinum and gold diamond 
rings, diamond watches, ladies’ and 
gent’s stone rings and mountings; 
commissions protected; inquiries 
treated in utmost confidence. Ad- 




















WE have several territories open for top 
notch salesmen who now have estab. 
lished territory with a non-conflicting 
line; only men who need over $100 g 
week extra need apply; we have the 
merchandise and values; nationally aq- 
vertised, smartly styled, moderately 
priced costume jewelry; one year free 
service repair policy with each item: 
write complete details. A. & M. Jewelry 
Co., Altman Bldg., Kansas City 6, Mo. 





MANUFACTURER since 1920; com. 
pact line, better quality die struck 
14K and platinum wedding rings 
and mountings and full line of 
colored stone guard rings; requires 
representative with established re. 
tail following for South and Mid. 

Address “Y., 4572,” 




















west, care 
J C-k, 
Help Wanted 
WANTED, A-1 jeweler, who can repair 


and set stones. Address “V., 1461,” care 
a C-K. 








————= 


WANTED, two A-1l watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





REGISTERED optician to work for salary 
or commission. Jones Jewelers, 336 
Main St., New Britain, Conn. 





WATCHMAKER-salesman, good personal- 
ity; give age, experience, references; 
must have retail experience. Address 
“B., 4776,” care J C-K. 





WE have an opening for a first class, 
general jewelry repairman; salary $75 
— Keller & George, Charlottesville, 
Ta. 





OPPORTUNITY for man with experience, 
for a wholesale cultured pearl business; 
take complete charge. Address “N.Y., 
4760,” care J C-K. 





PERMANENT position for engraver and 
jewelry repair man; can supply three 
room apartment for living quarters, if 

ar J. Arnold Wood, Poughkeepsie, 


o. . 





CHASER and engraver, with knowledge 
of cutting some dies; a fine opportunity 
for a capable man; state complete in- 
ee Address ‘“X., 4833,’’ care 





SALESMAN wanted to carry manufac- 
turer’s line of rings; Masonic and stone 
rings; top commission paid, 1214% for 
experienced salesman. Address “R., 
4779,” care J C-K. 


—— 





JEWELER; 30 or 35 years of age; am- 
bitiougs and capable of taking charge of 
a small shop; fine opportunity for a 
wide awake and upright man. Address 
““J., 4806,” care J C-K. 


— 





JEWELER; fine mechanic; with know!l- 
edge of new ideas on mountings, em- 
blems and wedding rings; good op- 
portunity for such a man; write in de- 
tail. Address ‘“V., 4807,” care J C-K. 


SALESMEN WANTED; America’s fin- 
est line of identification bracelets; 
superbly finished, competitively 
priced. Admark, 714 Sansom St., 
Philadelphia 6, Pa. 








ee 








dress “P., 4813.”’ care J C-K. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





























—— 


HELP WANTED—Continued 


EE 


JEWELER and setter on special order 
work, platinum and gold; large south- 
ern trade shop; 40-hour, five day week ; 
guaranteed year around job. Address 
“Ss, 2482,” care J C-K. 

















SALESMAN: established wholesale and 
jobber following on Pacific Coast, 
for known manufacturer of gold 
mountings. Address “C., 4875,” 
care J C-K. 








RETAIL jewelry salesman, fully capable 
of trimming windows and assisting with 
store Management; wonderful opportu- 
nity for young man; position open im- 
mediately. Alan’s Jewelers, Evansville, 
Ind. 





RETAIL jewelry; must be experienced 
and capable, diamonds and watches; 
cash and credit selling; send photo- 
graph, state age, past earning capacity 
with reply. Peacock’s Jewelers; 116 E. 
Douglas, Wichita, Kan. 








SALESMAN ; experienced; to represent a 
watch material, watch attachment 
house; must own a car; fixed salary 
drawing against commissions. Toledo 
Jewelers Supply Co., 118 Summit St., 
Toledo, Ohio. 





nea 


WATCH salesman wanted; resident and 
traveling, for Swiss, self-winding watch, 
by established importer; 10% commis- 
sion; no objection to non-conflicting 
line. Suite 464, 122 E. 42nd St., New 
York City, LE 2-9625. 





SALESMEN; manufacturer top line of 
internally, hand carved jewelry seeks 
live wire representation; good terri- 
tories open; non-conflicting lines per- 
mitted; replies confidential. Box 709K, 
217-7th Ave., New York. 





CLERK for jewelry shop; man or woman, 
who is capable of handling jewelry de- 
tail, repairs and stock; give information 
and details as to your past experience 
and employment; position in New York 
City. Address “R., 4902,” care J C-K. 





ENGRAVER and chaser combined; one 
who possesses creative ability and 
capable of operating this department 
alone; state age and where in the past 
employed; fine city in which to live. 
Address “L., 4809,” care J C-K. 





SALESMEN; with following, to handle 
desirable fine grade die struck plain and 
engraved 14K gold wedding rings; ex- 
tensive numbers; competitively priced; 
commission basis; write references. Ad- 
dress ‘‘A., 2256,’’ care J C-K. 








TERRIFIC opportunity for diamond ring 
salesman ; well known mounted diamond 
ring house requires an experienced man, 
with an established following, to cover 
either Southwestern or Western terri- 
tories; excellent spot for right man. 
Address “B., 16,” care J C-K. 


(ee 


SALESMAN; must be experienced, to 
travel Pennsylvania, West Virginia, 
representing an established whole- 
sale jewelry concern with nationally 
known lines; write stating age, ex- 
perience, etc. Address “B., 4631,” 
care J C-K. 











SALESMEN; experienced following with 
jobbers, to handle outstanding line of 
gold and gold filled jewelry of a well 
established manufacturer; one _ for 
Pacific Coast, one for Midwest; com- 
aKa basis. Address ‘“J., 4888,’ care 








RETAIL jewelry salesman; fine mid- 
western store interested in a _ top 
salesman for diamond and watch 
department; must qualify as A-l 
man; finest salary and working con- 
ditions. Rost Jewelry Co., Indian- 
apolis, Ind. 





SALESMEN of religious jewelry wanted, 
for New England, midwestern and south- 
ern states, with following of church 
goods; supplies, jewelry chains, gift 
shops; outstanding sample line; also 
suitable for side line; commission and 
salary. Write “N., 4765,” care J C-K. 





MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 





SALESMAN wanted; old established man- 
ufacturer of platinum and gold wedding 
rings, now selling most of the finest 
cash jewelers in New York City; excel- 
lent opportunity; reply in detail stat- 
ing experience and qualifications. Ad- 
dress “A., 4836,’ care J C-K. 





SALESMAN; experienced, to travel 
Baltimore, Washington, D. C., Vir- 
ginia, and the Carolinas; represent- 
ing an established wholesale jewelry 
concern, with nationally known 
lines; write stating age, experience, 


etc. Address “D., 4632,” care J C-K. 





SELLING opportunity for man in nearby 
states, except Illinois, to carry excellent 
top grade lines including Ronson, Spei- 
del, Anson, etc., either as side line or 
as full time job; good proposition to 
right party. Berger Mfg. Co., Holland 
Bldg., St. Louis, Mo. 





LONG established firm, desires sales- 
man with experience, selling gold 
and diamond mounted jewelry; 
prefer man who has good following 
with better retail jewelers; southern 
territory open. A. Jaffe & Son, Inc., 


698 Fifth Ave., New York City. 





EXCEPTIONAL opportunity; nationally 
known diamond ring house wants sales- 
man with established following in re- 
tail jewelry stores; must have car; 
liberal drawing against commission; all 
information kept in strict confidence. 
Address “K., 4821,’’ care J C-K. 





SALESMAN, for old established na- 
tionally known diamond and col- 
ored stone ring house, to cover 
Pennsylvania, Virginia, West Vir- 
ginia and other tributary states; 


reply in confidence. Address “‘V., 
4646,” care J C-K. 





SALESMEN wanted; with following 
among jewelry, department and_ spe- 
cialty stores; one for New England and 
one for Pennsylvania and nearby states, 
to carry complete line of costume and 
gold filled jewelry; commission basis ; 
write for interview giving all details. 
Address “C., 13,” care J C-K. 


WATCH salesmen; wonderful opportu- 
nity for the right man; top notch men 
for leading Swiss watch importer; must 
have strong following with important 
wholesalers, department stores, chain 
stores; territories open; write full par- 
ticulars in confidence. Address “F., 3,” 
care J C-K. 





COSTUME jewelry salesman; top man 
for leading stone costume jewelry line; 
Middle West territory east of Illinois; 
formerly covered by salesman now sales 
manager; prefer resident of area; pro- 
tected territory; established accounts; 
unusual commission arrangement. Ad- 
dress “H., 4886,’’ care J C-K. 








SALESMAN; Chicago, to carry out- 
standing line of gold novelties for 
established manufacturer; must 
have following in the finer stores; 
applicants will be shown line and 
interviewed in Chicago, between 
july 3 and 7. Address “T., 4783,” 
care J C-K. 





WATCHMAKERS ; we have several open- 
ings in our Toledo shop for watchmakers 
who can later be placed in permanent 
positions in many large cities through- 
out the country; state age, experience 
and salary expected. People’s Watch 
a! Co., 120 Summit St., Toledo, 
Ohio. 





WATCH salesmen; with following a 
retailers, wanted for Pennsylvania an 
Virginias, New England states and for 
states west of Chicago, by established 
importer, for popular priced, complete, 
up-to-date Swiss watch line; commis- 
sion basis; no objection to non-conflict- 
ing line. Address “P., 4777,” care J C-K. 





LEADING manufacturer of gold and 
platinum mountings and 14K gold 
plain and engraved wedding rings, 
seeks salesman with strong follow- 
ing of jobbers and credit chains in 
Southwest; replies held in strictest 
confidence. Address “D., 14,” care 


J C-K. 





SILVER or jewelry salesman wanted; 
large manufacturer of popular priced 
silver and chrome plated hollowware is 
open for two representatives for south- 
ern territory, Richmond to Texas; 
straight commission basis; no objec- 
tion to one side line. Address “A., 4590,” 
care J C-K. 





REPRESENTATIVE for New England 
and New York state; have estab- 
lished accounts and well known 
throughout this territory and entire 
country; substantial diamond and 
colored stone ring line for delivery; 
all replies confidential. Address “‘L., 
4822,” care J C-K. 





JEWELER; on platinum and gold, pos- 
sessing a knowledge in the manufac- 
turing of the better kind of jewelry, 
and capable of being foreman; give in- 
formation in detail, where in the past 
employed, experience, age and married 
or single; position pays salary and com- 
mission; strictly confidential. Address 
“T., 4832,” care J C-K. 





WANTED; jewelry sales representative 
with following among top whole- 
salers, to cover East and New En- 
gland States; beautiful line ladies’ 
and gent’s stone rings; liberal com- 
mission; state experience, qualifi- 
cations and reference. Comet Ring 
Mfg. Co., 70-76 E. Eagle St., 
Buffalo, N. Y. 





JEWELRY salesmen; leading manufac- 
turer of costume jewelry looking for 
salesmen thoroughly covering smaller 
towns throughout southern, south east- 
ern and western territories; please give 
full details as to experience, years 
territory, etc.; all replies strictly con- 
jak Address “L., 4606," care 





(Continued on page 210) 
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HELP WANTED—Continued 








WHOLESALE jewelry salesman; expe- 
rienced, with good following in In- 
diana and Illinois; marvelous oppor- 
tunity for right man with leading 
Mid-western wholesaler carrying 
complete lines of watches, diamonds 
and jewelry; write full particulars, 
stating age, experience, etc. Address 


“P., 4243,” care J C-K. 





SALESMAN; old established firm with 
large following selling complete line of 
jewelry, including specialized and im- 
ported items to retailers in Midwest, 
wants high grade man experienced and 
well acquainted in this territory; very 
interesting commission ; give details. Ad- 
dress Circular 193, Room 1415, Hey- 
worth Bldg., Chicago 2. 





WHOLESALE jewelry salesman; expe- 
rienced; with good following in Vir- 
ginia and Carolinas; marvelous, op- 
portunity for right man with lead- 
ing Mid-western wholesaler carrying 
complete lines of watches, diamonds 
and jewelry; write full particulars, 
stating age, experience, etc. Address 


“T., 4244.” care J C-K. 





EXPERIENCED jewelry salesman to rep- 
resent wholesale jeweler, selling nation- 
ally advertised merchandise; old estab- 
lished territory in South Central States; 
this is a permanent position with con- 
genial conditions and excellent income ; 
must have car, and be free to travel; 
please give details in application. Ad- 
dress “G., 4592,’’ care J C-K. 





SALESMEN ; to sell neat, attractive line 
latest styled costume jewelry, to re- 
tail stores; streamlined, short line 
featuring only irresistible, well priced 
styles assures good reorder business; 
good territories still available on a pro- 
tected basis; commission; want only 
men with strong following, who are 
trix to work. Address “B., 12,” care 





SALESMAN; for the Middle West, 
leading manufacturer of a_ beauti- 
ful line of mounted and _ semi- 
mounted platinum rings and bridal 
sets, diamond watches, diamond 
watch attachments and other goods 
suitable for the cash and credit 
jewelers; good offer to right man; 
all information will be kept strictly 
confidential. Address “L., 4848,” 
care J C-K, 





SALESMAN for wholesale jewelers; two 
established territories now open; a two- 
state Wisconsin-Minnesota _ territory 
open; a three-state Kansas-Oklahoma- 
Arkansas territory open; preference to 
experienced road salesman whose home 
is in the territory; give full details in 
letter. Write attention of salesmanager, 
Pakula & Co., 5 N. Wabash Ave., Chi- 
cago, Ill. 








WATCH salesmen, with following 
among retailers, wanted for all ter- 
ritories, by nationally known im- 
porter, for popular priced, complete, 
up-to-date Swiss watch line; also 
featuring unusual novel watches of 
every description; 10% commis- 
sion; no objection to non-conflict- 
ing line. Address “P., 4761,” care 
J C-K. 

















EXPERIENCED salesman wanted; Mid- 
west; to represent ring manufacturer 
with outstanding line of ladies’ and 
gent’s stone rings, 10K and 14K, mount- 
ings and wedding rings, etc. ; must have 
established following with jewelry 
stores and better credit stores; draw- 
ing against commission; write details. 
Kritzer, Stern & Klein, Inc., 44 W. 29th 
St., New York City 1. 





WANTED; diamond ring salesmen; 
we are looking for several experi- 
enced men to sell our outstanding 
line of diamond rings to our estab- 
lished trade; only men who have 
their own following and are capable 
of large earnings need apply; state 
experience, references and age; 
your reply will be held in strictest 
confidence. Address ‘“S., 4853,”’ 
eare J C-K. 





SALESMEN;; to call on retail jewelers 
for nationally known concern, to sell 
diamonds, platinum, gold and gold filled 
jewelry at the lowest prices in the 
country; sell from extensive catalogue 
of nearly 5000 numbers; no samples to 
carry; all territories open; replies con- 
fidential; references; wonderful oppor- 
tunity to earn extra money. Address 
“A., 4630,” care J C-K. 





SALESMAN wanted; established jewelry 
manufacturer of platinum and gold 
wedding rings, for the better class re- 
tail jeweler, has opening in southern 
territory ; liberal commission; drawing 
account if sales merit it; no objection 
to one or two non-conflicting lines; re- 
ply in detail stating experience and 
qualifications. Address “C., 4837,” care 
J 





SALESMEN ; to represent outstanding, es- 
tablished nationally advertised watch 
line, whose selling features include ex- 
clusive franchise distribution and sensa- 
tional guarantee; not just another 
watch; very lucrative incomes can be 
earned by men who have good follow- 
ing among retail jewelers; write in de- 
tail stating past experience and terri- 
tory covered; all replies will be held 
strictly confidential. Address “H., 
4845,” care J C-K. 





ESTABLISHED loose diamond house in- 
vites application from traveling sales- 
man, well acquainted with jewelers, 
including smaller towns in any terri- 
tory, except the South; please state 
whether carrying non-conflicting or 
aiding side lines; if following warrants, 
will mount up for immediate delivery 
line of diamond rings; write full per- 
sonal particulars also remuneration 
wanted. Address “S., 4780,” care J C-K. 





EXCELLENT opportunity ; salesmen, call- 
ing on jewelry and specialty stores, to 
represent established manufacturer fine 
prong-set boxed costume jewelry; ter- 
ritories open: Minnesota to Louisiana ; 
North Dakota to Texas; Montana to 
Arizona; details and references first 
letter; replies confidential; men with 
car residing near territory preferred ; 
drawing when qualified; our men know 








of this ad. Address “J., 4654,” care 
J C-K. 
ONE of the oldest internationally 


know manufacturers of prism bi- 
noculars, opera glasses and micro- 
scopes is back in the market; on 
the West Coast and East Coast our 
sales are soaring; reliable sales 
representative now wanted?® for all 
areas; must be familiar with trade; 
will receive exclusive territory and 
high commission; all replies held 
confidential. Address “N., 4766,” 
care J C-K. 






























































JEWELRY salesman wanted ; large whole 
saler wants high grade man, with car 
to sell general line to_retail jewelr/ 
stores in Tennessee, North Caroling 
South Carolina and parts of Kentucky’ 
Alabama and Georgia; headquarters jp 
Nashville; commission basis; drawin 
account; very unusual opportunity : all 
leading lines of jewelry, diamonds 
watches, clocks, silverware, electric ap. 
pliances and materials; give full jp. 
formation and send late snapshot; all 
replies held strictly confidential. Aq. 
dress “C., 4892,”’ care J C-K. 








SALESMAN wanted for West Coast; 
important manufacturer of a large 
line of unusual and popular price 
platinum goods, such as semi- 
mounted rings and sets, also com. 
plete diamond rings, diamond 
watches, diamond attachments in 
gold and platinum; merchandise for 
the large and small retailer; good 
proposition to a good man; infor. 
mation will be treated in a most con- 
fidential manner. Address “M., 


4849,” care J C-K. 





For Sale 


Stores, Stocks and Businesses 














SMALL jewelry store, heart of downtown 
Denver; $17,500 buys fixtures, key; 
inventory $12,500; desirable lease. Ad- 
dress “S., 4644,” care J C-K. 





SMALL jewelry store, Mansfield, Ohio; 
good location; $6,500; three and one- 
half years’ lease. Address “P., 4851,” 
care J C-K. 





JEWELRY store for sale; largest repair 
service in city of 125,000 people; corner 
store with good lease; in New Jersey; 
$8,500. Address “R., 4852,” care J C-K. 





SMALL jewelry store; established 17 
years ; good repair business; small over- 
head; very good lease; located in south- 
ern Connecticut. Address “V., 4828,” 
care J C-K. 





FOR SALE: old established jewelry store; 
opportunity for watchmaker and as- 
sistant; stock complete and up-to-date; 
owner retiring. Fred J. Johnston, Brad- 
ford, Pa. 





FOR SALE; jewelry store and repair 
business; growing town 10,000 popula- 
tion; good surrounding country ; reason 
for selling, my age. J. E. Smith, Tur- 
lock, Calif. 





SMALL jewelry store for sale, located in 
North Jersey suburb; good location; 
clean stock and fixtures; must sacrifice 





due to health; price $1,200. Address 
‘*R’., 4749,” care J C-K. 
OAKLAND, Calif.; good money making 


watch, jewelry and clock concession in 
large store; about $9,000; exceptional 





opportunity; owner must retire. Ad- 
dress “R., 4786,” care J C-K. 
ROCHESTER, N. Y.: well established 


store; excellent neighborhood location; 
fine reputation; clean stock; new fix- 
tures; perfect for watchmaker; under 
$14,000. Address “T., 4789,” care J C-K. 


a 





most modern, small 
jewelry store, with office for optom- 
etrist; excellent location; long lease; 
low rent: this is a store you’ll be proud 
to own. Box 986, Phoenix, Ariz. 


SOUTHWEST'S 
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FOR SALE—Continued 
_ _ eS 
= ; ‘ Y r r 
'ELRY store; 25 miles New York 
= 90 years located main street; 
Buiova, Hamilton; good money maker ; 
ots Of repairs ; reduced Stock ; other 
interests. Address “A., 43809, care 
J C-K. 
a 


COMPLETE jewelry store, central Texas, 
county seat; nice store and stock , farm- 
ing, cattle, oil, pay rolls ; about $15,000 ; 
might reuuce, age and health reason 
for selling. Address “W., 4/90," care 


J C-K. 





_—_—————— 


OLD established jewelry store; in same 
jocatlon 40 years, tor sale; inventory 
$1,900 ; will sell for $8,000 cash, com- 
plete with clean’ stock, fixtures and 
large sare; located Kastman, Ga. Ad- 
aress, B. M. Smith, Dublin, Ga. 





_—_————— 


FOR SALE; established jewelry store 
Northern Mississippi; trading area ot 
10v,000; number one location on main 
thoroughtare; will sell at_ inventory, 
write tor particulars. Address “T., 
474.2,” care J C-K. 








JEWELRY STORE; established 25 years ; 
une culentele; complete lines of jewelry 
and silverware; complete tacilities for 
repairing; all best tines represented ; 
located in Michigan; mostly cash busi- 
ness. Address “S., 4763,’ care J C-K. 








BEAUTIFUL jewelry store in industrial 
city otf Shelbyvilie, Tenn.; excellent 
lease; good location; $6,000 will handle, 
without inventory; ideal for chain or 
independent operation. Address “V., 
4792,” care J C-K. 








WATCH and jewelry retail store, estab- 
lished over 30 years; Want to retire; 
jewelry and watch repairs main income ; 
no auctioneers considered; 60 miles 
from New York City ; cash only, $20,000. 
Address “‘E., 4627,’ care J C-K. 





CREDIT jewelry store for sale, with or 
without stock; industrial city in New 
Jersey, 25 miles from New York City; 
50,000 population; shopping population 


about 165,000; established 25 years; 
low overhead. Address “G., 4,’ care 
J C-K. 





and repair shop; 


SMALL jewelry store 
business street, in 


located on a main 


Philadelphia, Pa.; good repair busi- 
ness; low rent: same owner for 14 
years; fine opportunity for a watch- 


maker; owner leaving the city. Ad- 


dress “D., 4839,” care J C-K. 





Us 


LEADING credit store in Oregon town, 
doing about $150,000 yearly; beautiful, 
modern front and interior; well estab- 
lished and advertised; clean stock; 
store could do over $200,000, under 
aggressive management. Address “V., 
4771," care J C-K. 





FOR SALE: a real good jewelry business, 
established 25 years in the same extra 
good location in city about 40,000; this 
store enjoys the finest of trade; all good 
current salable stock and good fixtures ; 
located in Southern Wisconsin. Address 
“C., 4861,” care J C-K. 





nee 


JEWELRY store; Beverly Hills, Calif.; 
modern front and fixtures; clean 
stock; location with best future in 
the city; excellent opportunity for 
right party; $25,000 complete. 
Cooper’s Jewelers, 214 South Bever- 
ly Drive. 














WELL established jewelry store, doing 
goou casn and credit business; fastest 
xyrowing town North Central Florida ; 
nationaily advertised lines; good loca- 
tion; 10W rent; approaimateiy $35,000 
will handle inventory, receivables and 
fixtures; cash only. Address *aA., 4863,” 
care J C-K. 





BEAUTIFUL store, established 35 years; 
a ,00U paying business In one of tne 
largest stores in the Pacific Northwest ; 
railroad inspection; owner retiring; 
StuCK and liacures approaimately $ivu,- 
v0U0; do not answer unless financially 
a handle. Address “F., 48384,’’ care 

















FOR SALE; credit jewelry store; same 
owner aud 1ocation tor 25 years; re- 
tiring on account of age; in industrial 
city of 15VU,vUW, in Pennsylvania; stock, 
fixtures and accounts receivable over 
$25,000; all good merchandise; will 
hidae terlus. aadress “a., 4/96,” care 
J C-K. 





ESTABLISHED jewelry stores; both well 
lucatea in soutnern Calitornia; will sell 
Oue or both; owner has other interests ; 
price, present cost or stock plus de- 
preciated value of fixtures; investiga- 
t.0n invited; terms to qualified buyers. 
Inquire, M. F. Roche, 1435 E. 10th St., 
Long Beach, Calif. 





OPPORTUNITY Knocks in Southern Cali- 
fornia; own your own modern building, 
including jewelry and television busi- 
ness, 1ocated large residential and grow- 
ing business district 10 miles Los An- 
ge.es city center; reason, illness; con- 
sider lease. 6667 Whittier Blvd., Los 
Angeles, Calif. Dooley Bros. 





OLD established, going jewelry store in 
A-1 location, for sale in Connecticut, 
due to death of proprietor; good re- 
pair business; long lease; moderate 
rental; practically new fixtures; inven- 
tory approximately $26,000; £4clean 
stock; will sell at a sacrifice. Address 
“W., 4773,” care J C-K. 





STORE for sale in Cleveland; rare op- 
portunity to purchase beautiful exclu- 
sive shop, dealing in silver, china, glass 
and art objects; excellent opportunity 
for clever woman or couple; same loca- 
tion with steady clientele for many 
years; all correspondence must be con- 
fidential. Address “‘A., 4860,”’ care J C-K. 





MODERN cash and credit jewelry store, 
largest Long Island town; best loca- 
tion; doing about $200,000 to $250,000 
a year; once in a lifetime opportunity; 
require $100,000 cash; please do not 
inquire if you are not prepared to in- 
vest above sum in cash; no auctioneers 
Y— Address “M., 4893,” care 





JEWELRY store in theatre building, cen- 
ter of business district, in town of 25,- 
000: new fixtures; air conditioned; 
name brand merchandise; good stock 
diamonds, and watches; 18 months on 
lease, with option for five year renewal ; 
illness reason for selling; $23,500; 
liberal discount for cash. Scott’s Jewel- 
ry, Sedalia, Mo. 





ATTRACTIVE jewelery store; watch- 
maker’s dream; custom-built cases; 
residential community, 40 miles 
from New York; select clientele; 
excellent repair reputation; un- 
limited possibilities for capable re- 
pair man; rental $125; under 
$7500 ; unusual opportunity; illness. 
Bradley Jewelers, New Canaan, Conn. 


| 


| 
| 
| 
| 
| 
| 





FOR SALE; small jewelry store in North- 
east ‘lexas city of 26,000 population; 
excellent main street location; clean 
stock and modern fixtures; Elgin and 
Hamilton tranchises; seil at inventory ; 
approximately $6,00U0 cash, no bonus; 
lune tor watcnmaker and wife; perma- 
nent air base and new oil field de- 
veloping at city limits; owner retiring. 
Address ‘T., 43854,” care J C-K. 

















FOR SALE; money maker, in expanding 
West Texas oil, gas and industrial 
center; large credit operation with 
>40U,000 potential; new, modern fix- 
tures; marovle tront; air conditioned ; 
valuable and exclusive tranchises ; good 
lease ; excelient for large chain operator 
or wide awake individual; requires ap- 
proximately $70,000. Address “S., 4788,” 
care J C-hk. 





SILVER and giftware manufacturer; 
daytight iactory, 7000 sq. ft. with 
modern office, gift shop; complete 
equ.pment tor stamping, spinning, 
soldering, plating, buffing, lacquer- 
ing; extra land tor expansion and 
parking; good labor market; 50 
miles trom New York; for sale or 





lease. Address “H., 4751,” care 
J C-K. 
JEWELRY store chain; three stores in 


Calitornia; best locations, San Joaquin 
Valiey towns; attractive leases; newly 
remoueled; stock ciean and excellent; 
voiume $175,000 net; jewelry only; in- 
ventory $65,000; dollar for dollar on 
stock; same basis accounts receivable, 
guaranteed; alterations, turniture, fix- 
tures at depreciated book values; shows 
large net profit. Qualified individuals 
write to, “C., 4344,’ care J C-K. 





STORE for sale; the most beautiful store 
in one of the larger cities in the state 
of West Virginia ; modern to the minut- 
est detail; brand new stock; have in- 
vestment little over $65,000 ; trade draw- 
ing population over a half million; rea- 
sonable rent; to a person or persons who 
wants to buy it as a going business we 
will make special concessions and terms; 
also can reduce stock to suit; reason for 





selling, ill health. Address “A., 4419,” 
care J C-K. 
FOR SALE; jewelry store in Pennsyl- 


vania, doing about $50,000 to $75,000 
worth of business for the last 15 years; 
a very good industrial town, including 
all kinds of foundries and factories; 
enough repair work for two or three 
watchmakers; inventory $35,000; lead- 
ing makes of watches; Hamilton, 
zruen, Elgin, Longines-Wittnauer, Ome- 
ga, Bulova and Seelands; Keepsake dia- 
monds; Sunbeam and General Electric 
Appliances, also Parker pens; popula- 
tion of town about 10,000 to 15,000, 
including surrounding territory; long 
lease; reasonable rent; quitting due to 
health. Address “‘K., 4107,” care J C-K. 


For Sale 


Tools, Equipments 











SIX foot safe, with drawers and steel 
chest across bottom with combination. 
Address “E., 4748,” care J C-K. 





ONE new set of bench type jewelers’ 
rolls; reasonable. A. W. Thacker, 423 
Federal St., Pittsburgh 12, Pa. 





USED tools, benches, lathes, 
machines, staking tools, ete. R. P. 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 


cleaning 
> 





W. W. lathe, motor, rheostat, Watch- 
master, 8-day weight regulator clock; 
all A-1 condition. W. D. Hebert, 1114 
Main St., Worcester, Mass. 





(Continued on page 212) 
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FOR SALE—Continued 








CHRISTIAN BECKER diamond scale for 
sale; good condition; 17 inches high, 
eight deep, 15% wide; communicate 
with T. Azeez. Plaza 5-7372, New York. 


FOR SALE; solid mahogany wall cases 
and floor cases ; three, 13 feet; one, eight 
feet; three, seven and a half feet; 
three, six feet floor cases; two, eight 
feet; also stock; all solid mahogany. 
Baily & Holland, Uniontown, Pa. 








ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 





HOROLOGIST tools made particularly for 
watchmaker’s lathe of finest hardened 
steel, specially treated to hold cutting 
edge; can be sharpened on fine India 
stone; made in one size only, 3/32 x 
3/32 x 2% inches long; price 75¢ each. 
Send money order to, W. . Ellis, 17 
E. Sharon Ave., Glendale, Ohio. 





JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit enve- 
lopes with call checks; printed supplies 
of every description. Write for samples. 
Dauer Printing Company, Manufactur- 


ers, Printing, Engravers, 31 East 22nd. 


St., New York 10, Y. Algonquin 
4-2174. We ship open account, parcel 
post, or express to any part of the 
United States.,. 








Business Opportunities 











EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 








SPECIALIZING in auction, or flat sale, 
for profit for you; wire or write for 
dates and terms; confidential. S. G. 
Terban, 22 Tremont St., Boston, Mass. 





WATCHMAKERS  ; write today for proven 
facts about new profits from simplified 
chronograph watch repair. Address “V., 
4905,”" care J C-K. 





IF you would like to retire from busi- 
ness without conducting a _ special 
sale, we will sell your store as a 
going business; read the last ad un- 
der “Business Opportunities” for 
full particulars. McRae & Shaw, 
Chicago, III. 





EXCELLENT opportunity for concession 
in jewelry store; space suitable for 
jewelry or allied lines. Address ‘“Mass., 
4756,” care J C-K. 





EXCLUSIVE distributor, for United 
States and Canada, to handle very 
popular child’s character watch; top 
rated firms now handling same. Ad- 
dress “E., 2,” care J C-K. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
— Blackstone Avenue, Chicago 
Lo. 








WANT to purchase; credit jewelry store, 
or store having credit possibilities, in 
Long Island, New York, or surround- 
ing areas, New York City; strictly con- 
fidential. Address “E., 4881,” care 
J C-K. 








POWDER compacts, with outstanding fin- 
ishes, different to those produced else- 
where, now manufactured in England; 
wholesale distributors wanted. Colibri 
Lighters Ltd., 288 Regent St., London, 
Wi1, England. 








GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 





COLMES' BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 





LET an honest man run a dignified cash 
raising sale for you, without the usual 
gimmicks; I have run several success- 
ful sales in my own stores and know 
just what should, and can be done; 





write for advisement. Address “A., 
4910,”" care J C-K. 
AUCTIONEER; 11 successful sales 


conducted in 1949; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. Briargate 4-7303. 








SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





—_ — 


AUCTIONEER Albert E. Mann; raise 
cash immediately by auction; 35 
years selling jewelry and objects 
d’art from coast to coast; for de- 
tails see our advertisement on page 
191. 224 S. Reeves Dr., Beverly 
Hills, Calif. 





THIRTY-EIGHT auctions during past 30 
months; copies of letters of recommen- 
dation from all parts of America sent 
on request; our clientele comprises both 
large and small jewelers, jewelers who 
care: conducted the two group auctions 
for St. Louis, Missouri, six largest firms 
in 1932-3. America’s Foremost Jewelry 
Auctioneer-Thomas J. Faussett, Howell, 
Mich. 





WANT to sell out, raise cash, reduce 
stock, ete.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 590 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone. Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave... New York. Telephone 
Plaza 8-2119-2111. 


I AM ready to pay you cash, 

dollar, for your stock, meg nd 
have been an established cash jewsin 
for a period of years and enjoy a good 
reputation ; will take the store over ag 
a going, or going out of business: not 
interested in any credit stores; or if 
you are in financial difficulty I will he} 
you finance your business, pay up hte 
obligations, and help you stay in busi 
ness; I have bought and sold over 100 
stores in my 40 years of business: all 
correspondence held in strict confidence 
Herman Kimmel, 48 W. 48th St., Room 
703, New York, N. Y. 








BEN JACOBS, America’s well known, 
reputable auctioneer, cash buyer of 
jewelry stores and surplus stocks, 
or, will personally conduct auction 
sale for you anywhere in a dignified 
and courteous manner; have liqui- 
dated seven outstanding jewelers in 
1949; firms names on request; bank 
and trade references. Write, wire 
510 Madison Ave., New York City; 
401 Jewelers’ Bldg., Boston, Mass.; 
324 Irwin Keasler Bldg., Dallas, 


Texas. 





Se 
—_— 


CASH for you immediately; R. A, 
Zanone & Co., will solve your prob- 
lem by paying cash for your store 
now, or conducting a_ successful 
auction or flat sale; more than 25 
years’ experience; your reply held 
in strict confidence; references: 
Dun & Bradstreet, Union & Planters 
National Bank & Trust Co., Mem- 
phis, Tenn. Write, wire or phone 
today. R. A. Zanone & Co., 110 
Madison Ave., Memphis, Tenn. 
Phone 5-0660. 





WOULD you like to retire from busi- 
ness, if you were given a respon- 
sible guarantee that your stock, ac- 
counts and fixtures would be sold 
for more than the wholesale cost; 
our service will secure a cash buyer 
for your store as it stands today as 
a going concern; your good-will and 
lease will sell for cash the same as 
your stock; we are not stock buyers, 
but one of the oldest exclusive 
jewelry brokers in business, unques- 
tioned bank references; also refer- 
ences from clients who have used 
our services recently; no store too 
large or small to use this service; 
write for competent appraisals and 
complete details without obligation. 
McRae & Shaw, 168 N. Michigan 
Ave., Federal Life Insurance Bldg., 
Chicago, IIl. 








Wanted to Purchase 








CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 








HIGHEST prices paid for old watches 
and movements regardless of condition; 
check sent by return mail; shipments 
held pending your approval of payment. 
Feinstein Bros., 5 S. Wabash Ave., Chi- 
cago 3, Ill. 


——t 











JEWELRY store wanted by war veteran, 
have $15,000 to invest; cash or credit; 
Pennsylvania preferred, however, will 
consider any reputable or potentially 
profitable store anywhere, except the 
West Coast: replies confidential. Ad- 
dress “P., 4900,” care J C-K. 


————— 
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WANTED TO PURCHASE—Cont. 
_ 
CASH for inactive Community Plate, 


Rogers 1847 and Holmes & Edwards; 
we pay retail less 40% for unused 
silver; used silverware also purchased ; 
any quantity; please send list; old 
sterling flatware and _ hollowware 
wanted. Vroman’s Silver Shop, 520 W. 
ith St., Los Angeles 14, Calif. 








SPOT cash for your surplus stock 
watches, diamonds, and _ jewelry; 
highest cash prices paid; check by 
return mail; all shipments held 
pending approval of payment; if 
check is unsatisfactory, shipment 
returned express prepaid; bank and 
trade references; established 1933. 
Diamond Jewelery Co., 626 M & M 
Bldg., Houston 2, Texas. 











CASH in; send us your watch move- 
ments, watches, trade-ins and pur- 
chases; old spectacle frames, gold 
filled serap, silver, gold and any 
other precious metals and jewels, 
for highest prices; we send you a 
check at once, and hold shipment 
intact for your approval; refer- 
ences; National Bank of Commerce, 
Memphis, Tenn.; Jewelers Board of 
Trade, Dun & Bradstreet. Wein- 
men’s, Dept. K, 108 Beale Ave., 
Memphis, Tenn. 








Watch Work, etc., for 
the Trade 








WATCH repairing for the trade; prompt 
service ; _work guaranteed. Summers, 
320 E. King St., Lancaster, Penna. 





GOOD watch repairing for the trade; 
reasonable prices; price list sent on 
request. Leslie Hammond, 1112 Mahan- 
tongo St., Pottsville, Pa. 





SINCE 1921; reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





FINE watch repairing for the trade since 
1925; prompt mail service: all work 
guaranteed. Manhattan Watch Repair 
Co., 21 Maiden Lane, New York, N. Y. 





HIGH grade watch and clock repair; 
specialist for repair of 400 day clocks; 
all materials and glass domes in stock; 
price lists upon request. Edgar Hirsch, 
260 Fifth Ave., New York 1, N. Y. 





WATCH repairing for the trade; watches, 
electrically timed, all work guaranteed : 
17 years’ experience ; formerly with well 
known watch repair department. E. A. 
Fischer, 311 N. Queen St., Lancaster, Pa. 


—— 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable price list upon request; mail 
orders invited. David Migdal & Co., 
189B Summer St. 


ee 


COMPLICATED and plain watch repair- 
ing ; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 


a 


SPECIALIZING in repairing chrono- 
graphs and all types of watches: all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 








St., New York 19, N. Y 





COMPLICATED and plain watch repair- 
ing; specialize in repeaters, chrono- 
graphs, automatics, French, American, 
German and grandfather clocks. Janos 
Weinberger, 47 W. 47th St., New York 
19, N. Y. Tel. Plaza 77-7313. 


ey 





EXPERT watch repairing; eight to 10 
days’ service; all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 235 Ft. Washington 
>” aaa York 32, N. Y. Lorraine 
-6 7 





WEST COAST watch repairing by an old 
company ; workmanship and service the 
best ; we repair all kinds of watches and 
chronographs; send for price list. Sys- 
tem Service Co., 213 S. Broadway, Los 
Angeles 12, Calif. 








QUALITY watch repairing for the 
trade; every detail carefully attend- 
ed to and all work guaranteed; mail 
orders invited. O. Aron, 62 W. 47th 
St., New York 19, N. Y. Luxemburg 
2-3599., 





BEST workmanship; plain and compli- 
cated watch repairing; a thorough and 
well done job at lowest possible prices ; 
special attention to mail orders; price 
list on request. Carl Lieberman, 116 
Nassau St., New York 7, N. Y. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 





KNOW your vibrator; mail direct; same 
day service; flat $1.75; Breguet $2.50; 
try our fast accurate and efficient staff- 
ing-jeweling; ask for Vibra-Pac, an 
exclusive patent pending method of 
returning a hairspring in beat and at- 
tached to both balance and cock; no 
further adjusting necessary; request 
free envelopes and Vibra-Pac for mail- 
ing movements and_ sub-assemblies, 
safely, economically. Hairspring Vibrat- 
ing Co., Box 330, Union City, N. J. 





IMPORTANT; your watch repairs; any 
make, any size watch accurately re- 
paired and at today’s most reason- 
able prices; we offer you the finest 
craftsmanship, fully guaranteed 
prompt service and postage prepaid; 
for nearly a third of a century, this 
has been our policy; send us a trial 
package today; prices quoted on re- 
quest. National Watch Repair Co., 
727 Sansom St., Philadelphia 6, Pa. 








Special Order Work and 
Repairs for the Trade 








ALL style beads’ restrung, plain or 
knotted; prompt service; reasonable 
prices. Mrs. Helen Stump, 202 State St., 
Shillington, Pa. 





DIAMOND setting; good work; New 
York or out-of-town; prompt ser- 
vice; prices right. Aaron Roth, 145 
W. 45th St., New York. Lu 2-4581. 








DIAMOND setting ; handle diamonds; spe- 
cialists, dukes, rose, rough diamonds; 
New York and out-of-town. Wasserman 
wer 116 Nassau St., New York. DI 














PEARLS restrung plain or knotted; 
all work returned same day received. 
Walter Job & Son, Manufacturing 
Jewelers, 502 Dime Bank Bldg., 


Scranton 3, Pa. 





DIAMOND setter; all types work; 
New York and out-of-town; prompt 
service; reasonable prices; stones 
supplied on request. Herman 


Schultz, 106 Fulton St., New York. 





PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished ; 
right prices, prompt service, monthly 
billing; we specialize on mail orders ; 
our business is nation-wide. Woodman’'s, 
55B Eddy St., Providence, R 





LAPIDARY ; complete service; stones re- 
cut, repolished, repaired, drilled, en- 
graved, encrusted; new _ stones for 
replacements; special opal, star sap- 
phire doublets. Ace Lapidary, Red Cross 


, 


Bldg., Jamaica, N. Y 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





COLORED STONES: direct importers 
at your service; replacing, recutting, 
repolishing, drilling; diamond 
melee, synthetic stars, precious, 
semi-precious, synthetic, imitation. 
Max Stern & Co., Inc., 17 John St., 
New York. 


JEWELRY repairing, diamond setting 
and special order work; finest work- 
manship guaranteed; one-day ser- 
vice on sizing; no job too small, no 
job too large; estimates cheerfully 
given. Progressive Mfg. Jewelers, 11 
John St., New York City. 











To Let 











TO LET; space for watchmaker, in jew- 
elry store, Jamaica, L. I. Write, P. QO. 
Box 365, Church St. New York 8, N. Y. 





SEATS for rent in jewelry factory; suit- 
able for jewelers, oxygen, engravers or 
diamond setters; also gold casting out- 
fit. 38-40 W. 48th St., New York City. 
Call Plaza 7-1542. 





Miscellaneous 





WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean Co., 116-A Nassau St., New York 
mm ¢ 


333 questions and answers; practical for 
benchwork reference or review of 
watch repair; examination-type ques- 
tions; illustrated solutions; regularly 
$2.50; introductory price, $1.75. Chi- 
cago School of Watchmaking, 1608 N. 
a Ave., Chicago 47, Ill. Room 
1100-B. 


GRADUATE watchmakers; reach an un- 
tapped source of profitable new business 
in chronograph watch repair ; easy step- 
by-step Esembl-O-Graf method taught 
in G.I. approved, 22 weeks resident 
course, or by low-cost home study plan ; 
be the first in your community to dis- 
play the handsome certified chrono- 
graph technicians’ diploma; complete 
information on request: Western Penn- 
sylvania Horological Institute, Desk 18, 
706 Smithfield St., Pittsburgh 19, Pa. 
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Zippo National Advertising 
Drive 


A new national advertising campaign 
that uses a new copy approach has been 
launched this spring by the Zippo Manu- 
facturing Co. to promote its windproof 
pocket lighters, a new leather-crafted line, 
and its Lady Bradford table lighters. 

Insertions are keyed to a new promo- 
tional theme that features the catch-line, 
“Why Zip, Zip, Zip, when one Zip does 
it,” and will be dominated by humorous 
illustrations drawn by Cobean, noted car- 
toonist. 

The company’s line is featured in Life, 
Look, The Saturday Evening Post, Esquire, 
Holiday, Coronet, True, Sports Afield, 
Field & Stream and Outdoor Life maga- 
zines. Copy began appearing in April and 
continues through June to full, half-page, 
and column sizes. 

Zippo’s new leather-crafted 
lighters made with hand-burnished calf- 
skin and imported hand-grained English 
Morocco cases, and its new rhodium plated 
“Lady Bradford” table lighter will be in- 
troduced in June advertising. Half-page, 
two color, space units will be used. 

The national advertising campaign is 
supported by merchandising aids that in- 
clude counter trays, plastic stands, coun- 
ter cards and window streamers, which are 
offered free to dealers. 

Geyer, Newell & Ganger, Inc., is the 
agency. 


series of 





New Benrus Displays 


In response to the request of jewelers 
everywhere for truly fine displays, the 
Benrus Watch Co. has now made available 
a series of unique, attention-gaining dis- 
plays—moving displays that dramatize the 
qualities of the various watches. 





Animation at its best, a Benrus watch is 
continually dipped in water. The Calendar 
watch display illustrates how this Benrus 
watch gives automatically the day, the 
date and the time at a glance. 

The movement of an arm, together with 
a flasher, demonstrates the meaning of 
the Benrus Self-winding watch. And the 
luxurious Benrus Embraceable display, 
featuring unusual rhinestone buttons on 
a tufted white satin background, makes a 
magnificent centerpiece for jewelry win- 
dows. 





"Mother" Action Clock 


Haddon Products, Inc., 2066 South 
Canalport Ave., Chicago, announced the 
new “Mother” action clock. An electric 
self-starting mantel clock depicts the 
Mother in continuous rocking motion, and 
fireplace with dancing flame effect back. 
ground. | 

Fully guaranteed, and fitted with Hap. 
sen Synchron electric self-starting motor 
and movement. Case is finished in walnut 
or antique ivory. 


Nylon Watch Strap 


Increased popularity this summer for its 
new woven nylon watch strap is predicted 
by Elgin National Watch Co., based on 
the item’s immediate acceptance when of. 
fered to the trade last vear. 

Combining for the first time the free. 
dom of a fabric strap with rich styling, 
the product is washable and highly du- 
rable. It registered a tensile strength of 
460 pounds in laboratory tests at Elgin, 
and further studies have established its 
ability to withstand perspiration, - salt 
air and humidity during the hot summer 
months. 

The nylon strap retails for $1.00. In a 
special promotion now being conducted 
among Elgin’s trade materials distributors, 
the item is being supplied to retail jewel- 
ers on promotional display cards each 
carrying six straps in assorted colors. 




















‘Compare forresults! 
:Compare for price! 


and you will choose 
the GREEN. 
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The Green Engraver is the sturdiest, most efficient port- 


(3 Get Speed and that 
"“Craftsman's Look" with a 
GREEN ENGRAVER 





| 
| 
| 


The 999 “PLUS” FINE stamp on every one 
means highest standards in fineness, ideal 
plating properties, freedom from all impuri- 
ties that can cause plating trouble. Try them. 


SILVER ANODES 








HANDY & HARMAN 


82 FULTON ST., NEW YORK 7, N.Y. 


BRIDGEPORT, CONN. e CHICAGO, ILL. ¢ PROVIDENCE, R. |. 
LOS ANGELES, CAL. « TORONTO, CANADA 
PRECIOUS METALS SINCE 1867 











able built. Now unskilled clerks can do fast, expert engrav- 
ing on curved and flat surfaces, whether silver, gold, plati- 
num, brass, steel or plastic. Letters (Blocks, Script or Old 
English) are always uniform, sharp, clean-cut. Engraves 
three sizes from each set of master type. | 





Find out how you can save time and labor with the Green | 
Engraver—write today. 


* Price does not include master type and spectal work holding fixtures. 


GREEN INSTRUMENT CO. 
369 PUTNAM AVE. 
CAMBRIDGE, MASS. 


West Coast Distributor: Higbee & Dorrer 
315 West 5th St., Los Angeles, California | 
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Just Arrived! 
BOHEMIAN GARNET JEWELRY— 
rings, brooches, bracelets, earrings. 


Also: Chinese Jade Jewelry in gold and silver. 
ASIATIC ART JEWELRY CO. 


225 5th Avenue’ Ask for memo package New York 10, N. Y. 














SLOW ACCOUNTS 


Collect them with the MODERN COLLECTION SYSTEM at a cost often 
as low as % of 1%. Allen Jewelry Co. writes: “Your SYSTEM surely 
brings in slow accounts. It collects without offending.” Write today 
for our FREE TRIAL OFFER. 


Creditors Assn., 1477 Ridgeway Rd., Dayton 9, Ohio 
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... I Conclusion 


BEING REALISTIC... 


We've felt pretty heavy several times in the past when 
we wrote here about the excise tax situation. Yet, we never 
had the unpleasantly hollow feeling that we have right now 
as we survey the prospects with nothing much left but 
suspicions. 


We would like to believe that our gloomy view was strictly 
a personal one. But it isn’t. It’s an instinctive fear built 
upon subconscious and automatic additions of two and two. 

We've seen them work in Washington before. And. 
we ve come to believe in signs. 

Back in February the House Committee held open hear- 
ings of the various industries which were interested in pre- 
senting their pleas for tax relief. This was the first evi- 
dence of anything more than lip service which Congress 
had given to the tax beleaguered trades. It was a real 
effort to assuage an irate public, which was sickened by 
high government expenses and irritating nuisance taxes. 
The administration had to do something. It had no out. 


Truman had recognized the weight of industry and con- 
sumer pressures. His January budget message had sug- 
gested cuts in six groups of excises (jewelry was one of 
them) representing revenue of 665 million dollars. He in- 
sisted however that these revenue losses be made up by 
additional taxes. 


The Committee’s open hearings were completed around 
the beginning of April and the members began consideration 
of the bill in closed sessions two weeks later. Having no 
inclination to impose more taxes during this election year. 
the legislators were, for the same reason hoping to cut 
excises so their constituents would be happy to vote for 
them this fall. At the same time they wanted to make the 
bill palatable to the President. 

It was just at this time that an American plane (with 
or without guns) (had trouble in flight or was shot down) 
(over water or over Russian territory )—disappeared. 

An international exchange of very hot letters (for a cold 
war) provided the military minded with material in their 
campaign for additional government money. This made 
European relief look like it needed more heart-warming 
dollars for its job. Then, several people came up with the 
dismal prophecy that the deficit would be even greater than 
previously anticipated. 

Toward the end of April the Committee publicly agreed 
to cut the jewelry tax from 20 to 10 per cent (and elim- 
inate the tax on watches less than $65 and clocks less than 
five). 

By this time they had already exceeded the amount which 
the President had indicated as the limit he would OK. 
Though they added no new taxes, they had come up with 
the face-saving device of providing a partial recovery of 
lost revenues by “plugging loopholes.” 

However, before they started on this latter phase. they 
had gone through the excises and distributed cuts on so 
many commodities that it began to look too good to ever 
come true. 


No one had been surprised when the Committee removed 
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the tax from baby oils and took care of the ladies’ hang 
bags, nor when telephone and transportation levies ye, 
softened. But when the movie industry was handed , 
tentative piece of relief that in itself could be equivaley 
to half the total which the President was willing to give 
all, the other industries began to squirm in their sea, 
And, when the Committee later provided for relief of som, 
cigarette manufacturers and even revised downward the taxes 
on certain operations in connection with Wall Street. it 
began to look suspiciously like the Committee was playing 
just for fun and not for keeps. 

For, before the Committee was through with its generoy 
distribution of “possible” relief, it had written off with jt 
tentative tax bill, well over a billion dollars which the noy 
existing law will produce, if no new bill becomes a law, 


Now, there is an important time element in all of this— 
the adjournment of Congress on August lI. 


Assuming that the bill comes out of the House Com. 
mittee around the middle of June and the House member 
accept the committee bill quickly without floor debate, the 
bill will then go to the Senate toward the end of June. Should 
the Senate (as now seems likely) decide to hold lengthy 
public hearings, and then change some of the provisions, 
adjustments would have to be made by a joint committee 
of the House and Senate. By this time there may not be 
many minutes left for play. 

Should a finally acceptable bill pass both houses, it can 
still be vetoed by the President during the closing days of 
Congress—too late for them to over-ride the veto—even 
if they have the necessary number of additional votes to 
do so. 

Unfortunate as this would be for the affected industries, 
such a turn of events would place the Congressmen and 
Senators in a safe political position when they face their 
constituents at home this summer and fall.—‘“They tried.” 
“It’s a damshame.” ‘“They’re sorry.” “When they re- 
turn to Washington (with a renewal of their contract) 
they'll surely get relief for their business friends.” 

There is, of course, the possibility that the developments 
are working into a situation where Congress may, at the 
last moment, put through a quick bill applying a straight 
tax percentage cut through all excises and consider each 
one individually again next session. Then again this nerve- 
wracking procedure may be designed to make everybody 
who is interested in excise reductions happy with what- 
ever they get. 

But, in any event, it does not appear wise at this time for 
the industry to refuse interest in a 10 per cent reduction, 
if Congress will provide it during this session. It does 
appear wise for all of us to pool our energies and to 
present a united front in Washington. 

Well, there it is. That’s the way it looks to us right 


It is possible that by the time you read this, some- 
In that 


now. 
thing will have developed to improve the picture. 


case we may have been wrong in our fears. 


Nothing could make us happier. 


Kuafet AREA 


Editor 
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Brilliant O-B Design! 
Brilliant O-B Promotion! 





DEALERS WHO'VE SEEN these ‘Ballerina’ specials 
are still cheering ...and ordering! Inspired by the 
grace of immortal ballet artists — backed by the 
strongest national advertising, window displays, 
newspaper mats — these exclusive O-B beauties will 
boost your ring sales on sight! Order now, and tie-in 
with national ads! 


NATIONAL ADVERTISING, FREE NEWSPAPER MATS! 


Compelling ads will appear 
in generous space featur- 
ing ‘Ballerina’ rings, in 
LIFE, issue of June 5, and 
LOOK, June 6. Order free 
newspaper mats to tie-in 
your local advertising. 





ARRESTING WINDOW DISPLAY! 


Display with attractive cut-out ballerina 
figure in color, and associated decorative 
plush ring tray holding six rings, free 
with any 6 ‘Ballerina’ rings. 
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2k4391 $13.50K Real Blue Zircons 

2k4392 16.50K Whole Cultured Pearls 
2k4393  14.50K Synthetic Birthstones 
2k4394 14.50K Cultured Pearl & Blue Zircon 
2k4395 13.50K Real White Zircons 

2k4396 15.50K Real Opals 


$88.00 K Total for Ballerina Assortment 
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more lommunily advertisements on cover 


than in any previous bridal selling season! 


Who's behind you with sure-selling bridal 
promotions? Community! Who's backing you 
up with concentrated advertising—when 
you need it most? Right—Community again! 

This May and June, 106,032,383 readers 
of || top magazines are seeing heartwarm- 
ing full-page Community advertisements! And 
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8 of these advertisements are on covers! 


Tie in with this great bridal-season cam- 
paign! Run your own newspaper advertise- 
ments—display Community in your windows. 
With more Community advertising than ever 
backing you—you can be sure of more sales 
and more profits ahead! 
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